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MULTIPLY 


INCREASE YOUR CLEANER SALES 
1000% WITH @pesx IN FEBRUARY 


Already, this Apex cleaner combination is 
increasing sales tenfold for Apex dealers, 
and what other dealers are doing, you too 
can do—with Apex. This Apex cleaner 
combination provides a real merchandising 
opportunity for aggressive dealers seeking 
a spectacular sales producing item to main- 
tain sales volume and profits in February. 
It will positively increase sales for you— 
and save money for your customers. 


YOUR CUSTOMERS SAVE £20.00 


Feature this unusual °64.95 value (slightly 
higher West of Denver) at £44.95 and you 
will enjoy an immediate sales response. 
Display it attractively, advertise it widely 
and hundreds attracted by the high ac- 
cepted value of Apex cleaners will visit 
your store and buy—will buy in February 
to effect this large saving of £20.00. It's truly a 
sales-inducing value for dealers who de- 

sire to start the New Year with a bang. 


APEX OFFERS EXCLUSIVE SELLING FEATURES 


For over 23 years Apex has been manufacturing, 
selling and ever constantly improving Apex electric 
cleaners. Apex pioneered the way and introduced 
many convenience features. The Forward Rotating 
Brush, Pres-toe Adjuster and Height Indicator as 
developed by Apex are all found in the Apex cleaner 
combination to help you elevate your sales curve in 
February. Get off to a good start—a profitable start 
in the New Year. 


Write today for liberal, profit-assuring discounts and 
full particulars of this sensational sales builder. 


APEX ROTAREX CORPORATION - Cleveland, Ohio 
Subsid‘ary of THE APEX ELECTRICAL MFG. COMPANY 
West of Denver In Canada 


APEX ROTAREX MFG. CO. ROGERS MAJESTIC CORP., LTD. 
Oakland, Calif. Toronto, Ontario 
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Merchandising Month 


nual Statistical Issue of Electrical 
Merchandising we are especially 
gratified at the amount of local market 
material we are able to print. In 
addition to a new statistical feature 
inaugurated in this year, which gives 
comparisons of market growth and 
sales trends by states, we have de- 
tailed sales and market figures from 
some thirty important markets 
throughout the country. Not only is 
this information important, but the 
very fact that it is gathered and made 
available indicates a condition which 
is still more important, and that is, 
the condition of friendly cooperation 
that makes these local figures possible 
to collect. For in every locality where 
sales are reported in order that local 
market advance may be gauged 
through actual figures, there is a 
situation of active, friendly helpful- 
ness on the part of both utility and 
dealers. These local cooperative move- 
ments work through a league or asso- 
ciation and are developing these mar- 
kets at a faster than national rate. 
Cooperation on a national scale also 
is a fact, as shown by the Better Light 
—Better Sight Movement, the Kitchen 
Modernization Bureau, and the Elec- 
trical Housewares activity. In all 
these cases the Manufacturers Associa- 
tion and the Edison Electric Institute 
are working in harmony for national 
market betterment. As the coopera- 
tive movement has grown, vtilities 
have come to realize that it is in their 
best interests to foster the business 
of the local trade, and the trade has 
come to realize that the utility’s pur- 
pose is sincere and that the trade’s 
best interest lies in accepting the util- 


I: presenting the Fifteenth An- 


ity’s leadership in market pioneering 
and cooperation with the utilities in sta- 
bilization of market policy and prac- 
tice. 


Distribution Cost 


NE of the problems which the 

electrical distributing trades, 
wholesale and retail, may soon be 
forced to face, is the problem of justi- 
fying present margins. This is not as 
funny as it sounds. Wholesalers and 
retailers have always upheld the need 
for more margin, although they agree 
that overall distribution costs are high. 
But 1937 brings conditions that are 
likely to raise the question as to 
whether retailers and wholesalers are 
performing a service equivalent to 
their remuneration. 

Manufacturers face rising costs of 
raw materials and the demand of labor 
for higher wages; costs in consequence 
are bound to increase. On the other 
hand manufacturers are faced by the 
necessity for keeping prices down. A 
survey indicates that 42 per cent of 
refrigerator business in 1937 will come 
from the lower income families, a 
market definitely conditioned by prices. 
Dealers know this. The demand for 
lower prices is just as insistent from 
the distributing trades as from the pub- 
lic. And yet, it is very probable that 
appliance prices may be forced up. 
But manufacturers will make every ef- 
fort to keep necessary price increases 
as small as possible. 

This situation is not peculiar to the 
appliance field. It is the situation that 
faces American business as a whole. 
Manufacturers are producing for a 
market distinguished from former 


years by higher costs and lower prices. 
Profit from such a market can be in 
some part derived from greater pro- 
duction efficiency. This is a tried 
expedient. But production efficiency 
has already been carried to a high 
point, and how much further manu- 
facturing efficiency can be increased 
remains to be seen. There remains 
then, only distribution expense that can 
be trimmed and manufacturers are 
asking whether it is not possible to 
do so, to reduce by some per cent the 
present high cost of distribution. 

In the appliance field the difference 
between manufacturing cost and retail 
selling price is high. For many appli- 
ances the cost of selling is two-thirds 
or more of the total retail value. 

The trade will do well to consider 
this problem seriously. Wholesale and 
retail operations do not lend themselves 
readily to efficiency methods. Indeed 
they are often accused of gross ineffi- 
ciency. Wholesalers, however, have 
given much study to reducing operat- 
ing costs. Chains already claim effi- 
ciency and savings to the public, but 
independent retailers have given little 
study to operating costs and possible 
savings. 

With the steady pressure on the pro- 
ducers for improved products at higher 
costs and lower prices, manufacturers 
will be looking for a place to trim 
expenses in order to create the essen- 
tial profit, Our guess is that dis- 
tribution costs are in for an acute 
scrutiny. 
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SALES and RETAIL VALUE 


Electrical 


WATER HEATERS 


These figures are compiled by Electrical Merchandising from sales records of associations and 
manufacturers and from estimates made by association executives and leading manufacturers. 
Refrigeration figures courtesy Electric Refrigeration News. 


1927 1928 1929 1930 1931 
Number Retail Number Retail Number Retail Number Retail Number Rete 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Valu 

CLEANERS, VACUUM: 

Floor Type 1,194,614 $58,536,086 1,219,460 $60,973,000 1,253,202 $62,660,000 960,343 $52,818,865 686 648 $34,332 
142 ,543 2,150,970 209 ,996 3,168 ,839 191 ,047 2,978 

CLOCKS 95 ,000 2,500 ,000 130,000 4,000 ,000 400 , 000 8 000 ,000 1,400,000 15,155,000 2,800,000 18,200 

COOKERS & CASSEROLES 200 ,000 1,800 ,000 100 ,000 1,000 ,000 150 ,000 1,125,000 145 ,000 985 ,000 72,000 489, 

DISHWASHERS 9,000 1,440 ,000 10 ,000 1,500 ,000 12,000 2,400 ,000 15,000 3,000 ,000 6,000 1,500, 

FANS: 

Ceiling 86 ,632 2,565 ,641 60 ,000 2,655 ,000 ; 74,000 3,375,000 68 ,000 3,094,000 41,903 1,843, 
Desk and Bracket 594, 565 7,786,725 789,000 11,096,312 673 ,000 9,442 ,000 819,000 11,466,000 642 ,600 7,711,° 
Ventilating up to 16 in. 30,952 402 ,635 30 ,000 947 ,500 34,000 1,073,720 29,000 914,500 22,800 615, 

FLASHLIGHTS: 
8,750,000 7,350,000 7,340,000 7 ,000 ,000 5,250,000 5,000 ,000 3,250, 
13,300 ,000 12,635,000 135,000,000 13,500,000 125,000,000 12,500,000 110 ,000 ,000 8,800,’ 

HEATERS, RADIATORS 450 ,000 2.475 ,000 273,000 1,749,600 303 ,000 1,893 ,750 242 ,400 1,151,440 294,343 1,177, 

HEATING PADS 470 ,000 2,773 ,844 510 ,000 3,009 , 000 637 , 500 3,506,250 433 ,500 2,805 ,000 492 ,000 2,103, 

HOT PLATES, GRILLS 315,000 1,890,000 346 ,000 1,979 ,000 347 ,000 2,010,000 270 ,660 1,587 ,900 535 ,000 1,337, 

IRONING MACHINES 68,000 10,880,000 92 ,000 8,556 ,000 126 ,000 9,637 ,000 100 ,000 7 ,600 ,000 80 ,000 6,720, 

IRONS, Total 3,000,000 14,250,000 3,000,000 13,750,000 3,150,000 14,438,000 2,362,500 10,867,500 2,154,889 10,024 

LAMPS, INCANDESCENT: 

Total—All Types 536,963,490 125,055,000 564,000,000 135,000,000 634,233,000 152,960,000 575,163,000 142,545,000 565,718,000 139,753.) 
Residential... . 150,000,000 45,000,000 128,110,000 26,260,000 124,825,000 25,225,000 130,100,000 27,659, 
Commercial 172,000,000 51,000,000 155,100,000 56,100,000 160,967,000 58,000,000 160,521,000 57,948,' 
Industrial 72,584,000 25,900,000 64,836,000 23,020,000 56,257,000 20,646, 
Miniature ... 242,000,000 39,000,000 278,439,000 44,700,000 224,535,000 36,300,000 218,840,000 33,500,' 

OIL BURNERS 81,000 60,750,000 110,500 77,350,000 119,900 73,258,900 118,650 65,257,500 94,675 49,704 

PERCOLATORS: 

Metal 450 ,000 6,750 ,000 1,472,000 12,080,000 1,295,800 10,341,200 856 , 500 6,632,895 399,159 3,900 

RADIO RECEIVERS: 

All Types and Combinations 1,350,000 168,750,000 3,281,000 388,000,000 4,438,000 592,068,000 3,827,800 332,198,000 3,420,000 212,040, (0 
Motor Car Sets 34,000 3,000 ,000 108 ,000 5 , 940,00 

RADIO TUBES, Total... 41,200,000 67,300,000 50,200,000 110,250,000 69,000,000 172,500,000 52,000,000 119,600,000 53,500,000 69,550, 0% 

RANGES ...... 102,000 16,539,566 135,000 22,175,000 152,781 25,270,000 180,000 27,000,000 115,000 18,795, 0% 

REFRIGERATORS, 
375,000 131,250,000 535,000 178,690,000 778,000 227,176,000 791,000 217,525,000 906,000 233,748, 

STOKERS: 

TOASTERS, Total 675 ,000 3,550,000 1,400 ,000 7 ,763 ,000 1,540,000 8,531,000 1,263 ,000 6,946 ,500 1,281,700 5,126, 

WAFFLE IRONS 400 , 000 3,750,000 718 ,000 8,643 ,000 768 ,000 6,582,000 683 ,500 5,137 ,630 652 , 466 4,075," 

WASHING MACHINES: 

Electric 775,661 110,925,000 809,884 108,000,000 956,000 107,900,000 802,000 83,809,000 812,000 69,020," 
Gas Engine 84,721 15,503,943 17 ,838 ,06 127,832 19,540,400 85,000 12,282,500 55 ,000 6,875." 
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1932 1933 1934 1935 1936 
tete amber Retail Number Retail Number Retail Number Retail Number Retail a 
Val Sold Value Sold Value Sold Value Sold Value Sold Value 
re CLEANERS, VACUUM: 
332, 47,056 $17,882,240 547,536 $27,376,800 722,367 $39,720,185 906,049 $50,439,748 1,146,151 $62,178,692 Floor Type ; 
978, 10,232 1,718,516 191,818 2,894,530 246,009 3,885,280 294,891 4,270,021 342,100 4,816,768 Hand Type 
200 00,000 12,000,000 2,000,000 12,000,000 2,100,000 13,200,000 2,310,000 8,940,000 3,000,000 12,000,000 CLOCKS 
489, 51,000 293 ,760 35,000 313,250 40 ,000 287 , 500 50,000 300 , 000 25,000 200,000 | COOKERS & CASSEROLES 
500, 5,500 1,375,000 6,000 1,500,000 7,500 1,875,000 8,900 2,000,000 DISHWASHERS 
FANS: 
843,” 18,000 558,000 34,950 1,083,450 55,920 1,733,520 25,499 790 ,490 25,253 717,185 Ceiling 
711, 13,000 2,504,000 599,000 3,434,100 958,400 5,494,560 930,540 7,072,104 1,163,175 8,840,130 Desk and Bracket 
615, 13,800 276 ,000 15,300 306 ,000 26,780 524,600 36,842 589 472 53,078 889 , 587 Ventilating up to 16 in. 
. | FLASHLIGHTS: 
250 90,000 2,300,000 4,500,000 1,800,000 5,500,000 2,200,000 6,000,000 2,520,000 7,200,000 3,020,000 Cases 
800 000,000 8,400,000 | 125,000,000 10,000,000 | 150,000,000 12,000,000 | 164,000,000 13,120,000 | 175,000,000 15,750,000 Battery Cells 
177 78,700 640 ,000 184,820 392 ,640 304 , 863 670,700 342,485 804,840 400 ,000 900,000 | HEATERS, RADIATORS 
103 21,300 1,180,000 356,687 1,494,520 419,913 1,940,000 482,900 2,231,000 540,000 2,494,000 HEATING PADS 
337, 73,140 655 , 200 392,490 746 ,730 394, 439 990 ,000 433,364 1,089,000 476,000 1,200,000 | HOT PLATES, GRILLS 
720, 50,000 3,500,000 69,991 3,411,230 116,069 6,196,420 143,856 7,860,291 178,000 10,252,800 | IRONING MACHINES 
024, 58,400 7,161,920 2,430,400 8,594,300 3,968,215 13,161,371 3,719,007 14,894,934" 3,765,559 16,670,122 | IRONS, Total 
2,609,693 5,349,870 1,981,687 4,557,880 1,509,649 3,698,640 Non-Automatic 
LAMPS, INCANDESCENT: 
753.) 958,000 118,367,000 | 617,550,000 115,740,000 | 625,889,000 127,572,000 | 740,166,000 133.529,000 }| 880,000,000 145,100,000 Total—All Types 
659 | 13,000 24,442,000 | 128,290,000 22,912.000 | 147,460,000 25,797,000 | 157,141,000 24,930,000 | 172,000,000 26,100,000 Residential 
735 000 | 161,221,000 49,583,000 | 174,006,000 53,009,000 | 182,476,000 50,958,000 | 205,000,000 52,700,000 Commercial 
646, 92,000 17,430,000 49,890,000 17,005,000 58,218,000 19,432,000 73,422,000 22,274,000 83,000,000 23,200,000 Industrial , 
500, 78,000 25,342,000 | 278,149,000 26,240,000 | 246,205,000 29,334,000 | 327,127,000 35,367,000 | 420,000,000 43,100,000 Miniature 
350,000 6,125,000 413,753 7,100,000 447,748 8,449,000 MIXERS 
,704 7,950 37,571,900 85,100 33,529,400 103,350 35,735,000 165,000 57,131,250 218,455 74,179,750 | OIL BURNERS 
PERCOLATORS: 
1,600 1,696,000 219,000 1,846,170 287,207 2,345,000 327,172 2,591,200 375,000 3,150,000 Metal 
76 ,000 491,720 100,000 647 ,000 118,000 763 ,460 150,000 900 , 000 Glass 
J RADIO RECEIVER 
040," 19 000 124,860,000 3,806,000 130,899,000 4,084,000 150,880,000 6,106,800 301,192,480 8,825,000 503,025,000 | All Types and Combinations 
000 | 0,000 57,500,000 2,226,000 50,085,000 2,204,000 60,580,000 2,944,244 107,464,906 3,971,250 162,821,250 Table Models 
100," 77,000 60,210, 000 856,000 52,216,000 1,100,000 62,300,000 2,037,556 139,165,074 3,441,750 271,015,750 Consoles 
940, 3,000 7,150,000 724,000 28,598,000 780,000 28,000,000 1,125,000 54,562,500 1,412,000 69,188,000 Motor Car Sets 
550," 99,000 48,730,000 55,605,000 56,599,000 55,192,000 59,548,000 69,311,956 ........... 96,944,954 ........... RADIO TUBES, Total 
795," 59.000 9.000.000 50,000 7,100,000 123,000 15,990,000 215,000 27,305,000 318,000 41,413,140 | RANGES 
REFRIGERATORS, 
}, 748," 9g 000 155,610,000 1,016,000 172,720,000 1,284,000 220,848,000 1,568,800 260,420,800 2,000,000 328,000,000 DOMESTIC 
407,500 1,426,250 440,100 1,760,000 470,000 2,250,000 | SANDWICH TOASTERS 
STOKERS: 
14,212 4,263,600 23,214 6,964,200 41,126 12,337,800 78,110 23,433,000 Residential 
1,206 964 , 800 2,282 1,825,600 3,162 2,529,600 4,785 3,828,000 Apt. House 
| 1,098 1,317,600 1,074 1,288,800 1,328 1,593,600 1,487 1,784,400 Small Commercial 
5, 126, 0,000 3,100,000 952,500 5,715,000 1,783,673 8,740,000 1,886,088 9,788,000 1,800,540 10,459,397 | TOASTERS, Total 
+075, 38,700 1,834,800 447,345 2,031,052 | 634,298 3,070,000 772,215 3,684,000 810,000 4,374,000 | WAFFLE IRONS 
WASHING MACHINES: 
9,020," 99.830 33,619,970 966,698 59,935,276 1,121,137 72,873,905 1,228,774 79,931,748 1,533,300 101,259,132 Electric 
b , 875 17,343 2,296,812 63,383 5,514,321 119,147 10,723,230 184,987 16,669,178 199,700 18,134,757 Gas Engine 
= *** Figures insufficient for estimate. 


Radio figures courtesy Radio Retailing. 
receivers. 


Permission to reprint, quote or use is granted provided credit is given ‘‘Electrical Merchandising.’ 
Copyright by Electrical Merchandising, 1937. 


* 1935 and 1936 figures include exports and value of tubes installed in 
Figures for 1934 and previous years omit tube value and exports. 
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WASHERS 25% 
OF 1936 SALES 


OF 1936 SALES 


Number 
of Homes 
Using 


48.9% 10,700,039 


9,113,500 
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4,103,506 


4,098,966 


3,524,347 
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20,393,689 
1,192,002 

| 
1,181,604 
6,959,704 
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1,735,450 


9,000,000 


11,451,553 


4,572,757 


11,496,457 


Percentage 
of Homes 
Without 


51.1% 11,187,735 


58.4 


4,000,000 6,000,000 8,000,000 10,000,000 12,000,000 14,000,000 16,000,000 18,000,000 


Number 
of Homes 
Without 


12,774,274 


20,549,774 


17,784,268 


17,788,808 


18,363,427 


1,494,085 


20,695,772 


20,706,170 


14,928,070 


47.5 


Radio Seturation figured on Tote! Estimated Homes 
Other Appliances figured on Wired Homes only 


6,703,475 


20,152,324 


12,887,774 


10,436,221 


17,315,017 


10,391,317 


REFRIGERATORS 10% 
OF 1936 SALES 
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WIRED HOMES 
January 1, 1937 


UNITED STATES ........ 21,887,774 
1,069,535 
NEW ENGLAND ........ 2,023,926 
3,143,696 
MIDDLE ATLANTIC ..... 6,048,292 
616,676 
EAST NORTH CENTRAL... 5,273,244 
204,359 
WEST NORTH CENTRAL... 2,041,479 
462,154 
183,155 
266,742 
243,468 
SOUTH ATLANTIC ...... 1,759,559 
247,485 
79,515 
EAST SOUTH CENTRAL.. 724,903 
231,230 
623,308 
WEST SOUTH CENTRAL.. 1,139,456 
30,055 
173,443 
N. 26,968 
103,939 
19,208 
MOUNTAIN ............ 574,284 
1,690,193 
2,302,631 


pliance Market 


Wired Homes and Farms 


ELECTRICAL MERCHANDISING 


inaugurates new statistical 


service — trends in sales 


and markets shown by states 


ATIONAL statistics become most use- 
N ful in actual sales planning when there 
are available local figures which can be 
compared. For this reason ELECTRICAL 
MERCHANDISING has tried as far as pos- 
sible to procure and publish regional, state and 
local statistical data which when compared 
with national figures will show local trend and 
accomplishment. We are therefore glad to be 
able to present in the following two pages a 
breakd’ vn of figures by states compared to 
national. These figures show market growth, 
urban and farm, sales activity represented by 
electric refrigerator sales and saturation, and 
an index of spending power represented by new 
passenger car registrations. 

The figures in the left-hand column on this 
page are the totals of wired homes and wired 
farms and represent the overall electrical mar- 
ket by states. On the next page we have shown 
the urban wired homes and wired farms sepa- 
rately. These figures show the percentage of 
national increase, the percentage of increase 
by states, and the comparison, plus or minus, 
with the national increase percentage. This 
same practice has been carried through on 
farms, refrigerator sales, and new passenger 
car registrations. 

The figures on wired homes and wired farms 
are complete for the full year 1936. Refrig- 
erator sales by states were available only for 
the first ten months, but it is improbable that 
the full year’s figures will show a marked 


ELECTRICAL MERCHANDISING—JANUARY, 1937 


change from the ten month percentages. Also, 
it was considered desirable to show the refrig- 
eration saturation both in number of homes 
and in percentage as of January 1, 1937. For 
every state the percentage of increase is given 
together with plus or minus comparison of the 
national accomplishment. 

These figures, we believe, constitute a valu- 
able check for a distributor, dealer or utility 
in comparing their own sales accomplishments 
with the national results. 


Data on new passenger car registrations, 
also for ten months, is presented in order to 
provide an index of spending power and the rate 
of accomplishments of another great and in 
some ways parallel industry. The usefulness of 
this comparison of automobile sales is apparent 
when the tables show in certain states a gain 
in passenger car registrations over the national 
figure and a minus percentage in relation to 
national refrigeration sales. This comparison 
spotlights an electrical marketing problem. In 
such a state manufacturers, distributors, utili- 
ties and dealers have an opportunity awaiting 
them in bringing the territory up to at least 
the national average. 

These comparative tables are now possible 
due to the valuable statistical work being car- 
ried on by the Edison Electric Institute. The 
calculations for the urban and farm market, 
refrigeration sales and saturation, are based 
on Edison Institute figures. 

[See next page] 
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STATISTICAL 


Growth of Urban Market 


SUMMARY 


OF 


arket and 


Growth of Farm Market 


WIRED HOMES (EXCLUDING FARM HOMES) 


WIRED FARMS 


Gai Los 
January 1, 1937 | January 1, 1936 % Increase Gain or Loss | january 1, 1937 | January 1, 1936] —% Increase over National 

United States 20 .989 20 .416 2.81 897 .873 819 095 
Maine 152,372 145,212 4.93 +2.12 14,852 14,349 3.51 — 6.11 
New Hampshire 102 98 4.25 +1.44 11,875 10 186 16.58 + 6.% 
Vermont 62 668 61 ,086 2.59 - 2 8,191 8.116 92 — 8.70 
Massachusetts 1.048 535 1 ,036 1.17 —1.64 21.000 20 690 1.50 — 8.12 
Rhode Island 167 364 161,128 3.87 +1.06 2,779 2,775 14 — 9.48 
Connecticut 413 612 407 1.55 —1.26 18 341 17 4.88 — 4.74 

Total New England 1.946.888 | 1,909,239 77,038 73,604 4.67 4.95 
New York 3,074,514 3,001 345 2.44 — .37 69,182 61 506 12.48 + 2.86 
New Jersey 983 027 929 622 5.74 +2.93 15.466 15 356 72 — 8.90 
Pennsylvania 1,849 243 1,806 456 2.37 — 44 56 860 47 584 19.49 + 9.87 

Total Middle Atlantic 5,906,784 5.737 423 2.95, + .14 141,508 124.446 13.71 + 4.09 
Ohio 1.398 505 1.356.722 3.08 + .27 59 976 52.913 13.37 + 3.75 
Indiana 584 882 566 366 3.27 + .46 31.794 25 390 25.22 +15.60 
Illinois 1,595 525 1,567 918 1.76 —1.05 34.313 29 485 16.37 + 6.75 
Michigan 931,190 902 ,918 3.13 + .32 62,378 50 876 22.61 +12.99 
Wisconsin 531,923 520 649 2.17 — .64 42,758 40 413 5.81 — 3.81 

Total East North Central 5,042,025 4,914,573 259 231,219 199,077 16.15 + 6.53 
Minnesota 411,769 405 795 1.47 —1.34 14,275 14,190 60 — 9.02 
lowa 374,775 371,768 81 —2.00 33,819 32,916 2.74 — 6.88 
Missouri 570 270 564 979 94 —1.87 19,752 18 643 5.95 — 3.67 
North Dakota 54.084 53 410 1.26 —1.55 2,051 1,988 3.17 — 6.45 
South Dakota 66 ,079 64 623 2.25 — 56 2,957 2,928 99 — 8.63 
Nebraska 193 529 191 392 1.12 —1.69 10 830 9 946 8.89 
Kansas 272 270 88 ~1.93 14,793 13,997 5.69 — 3.93 

Total West North Central 1.943 002 1,922,073 1.09 —1.72 98 477 94 608 4.09 — 5.53 
Delaware 41.454 40 007 3.61 + .80 1,876 1,865 59 — 9.03 

aryland 

District of Columbia 453 437 084 3.78 + 6.008 
Virginia 232,181 224 205 3.56 + .75 17 4% 16,088 8.75 — .87 
West Virginia 175 183 167 495 4.59 +1.78 7,972 7,005 13.80 + 4.18 
North Carolina 253 441 248 822 1.86 — 95 13,301 11,558 15.08 + 5.46 
South Carolina 100.771 97 116 3.76 + .95 5 623 4.763 18.06 + 8.44 
Georgia 197 .202 192,222 2.59 — .22 7 437 7,128 4.34 — 5.28 
Florida 235 216 818 8 71 +5.90 7,775 7 686 1.16 — 8.46 

Total South Atlantic 1,689,519 1,623,769 4.05 41.24 70 040 64 096 9.27 
Kentucky 238 , 187 230 565 3.31 + 50 9 298 8,991 3.41 — 6.21 
Tennessee 216 205 5.37 +2.56 13,020 10,922 19.21 + 9.59 
Alabama 154,150 146 023 5.57 +2.76 14,176 13,442 5.46 — 4.16 
Mississippi 75.893 71,312 6.42 +3.61 3,622 3,130 15.71 + 6.09 

Total East South Central 684,787 653 426 4.80 +1.99 40,116 36,485 9.95 
Arkansas 92.712 89 571 3.51 + .70 4,269 3,847 10.97 + 1.35 
Louisiana 183 947 172.110 6.88 +4.07 3,990 3,296 21.06 +11.44 
Oklahoma 224 812 216 3.70 + .89 6,418 5 9.63 + 
Texas 607 087 575 424 5.50 +2.69 16,221 12,039 34.74 +25.12 

Total West South Central 1, 108 1,053 889 42.38 30 898 25 ,036 23.41 413.79 
Montana 77 863 75.919 2.56 — .25 3,262 2,899 12.52 + 2.90 
Idaho 63 330 60 945 3.91 +1.10 16 362 14,872 10.02 40 
Wyoming 29 483 28 .757 2.52 - .29 572 547 4.57 — 5.05 
Colorado 165 .756 162,135 2.23 — .58 7 687 7,236 6.23 — 339 
New Mexico 25 068 24 593 1.93 — .88 1,900 1,400 35.71 +26.09 
Arizona 53.923 52.763 2.20 — .61 5,931 5,921 17 — 9.45 
Utah 85.722 83.783 2.31 — .50 18 ,217 17 554 3.78 — 5.84 
Nevada 18 217 16,781 8.56 +5.75 991 976 1.54 — 8.08 

Total Mountain 519 362 505 676 54,922 51.405 6 84 2.78 
Washington 352.691 341 .734 3.21 + .40 41,170 40 454 1.77 — 7.85 
Oregon 198 240 191 459 3.54 + .73 20 337 19 284 5.46 — 4.16 
California 1,598 1 562 2.25 — .5 92,148 90 600 1.71 7.0 

Total Pacific 2 148.976 | 2.096.068 2.53 - 2B 153 655 150 338 2.21 7.41 


PAGE 6 


JANUARY, 1937—ELECTRICAL MERCHANDISING 


4 
| 
F 
\ 
‘ 


ales 1935-1936 


Sales Activity Index of Spending Power 
a HOUSEHOLD ELECTRIC REFRIGERATOR SALES AND SATURATION NEW PASSENGER CAR REGISTRATIONS 
1,878 ,062 1 467 ,189 9 000 000 41.12 2 ,853 ,634 2,286 ,452 
7,021 7.727 — 9.14 —37.14 45 000 26.91 16 506 11 ,884 38.89 +14.08 
6,184 5 ,571 11.00 —17.00 32 400 28.37 10 ,802 8,808 22.64 — 2.17 
4,323 3,450 25.30 — 2.70 22 ,500 31.79 7,310 6,101 19.82 — 4.99 % 
72 ,824 61,441 18.53 — 9.47 377 ,100 35.26 101 ,257 77 ,022 31.47 + 6.66 
9,302 7.743 20.13 — 7.87 *55 800 32.80 16 339 12 ,707 28.58 + 3.77 
32 ,035 23 576 35.88 + 7.88 152,100 35.21 42,511 32 ,736 29.86 + 5.05 
131 ,689 109 508 20.26 — 7.74 684 ,900 33.84 194,725 149 258 30.46 + 5.65 
219 178 ,163 23.18 — 4.82 1,396 44.43 259 206 ,059 26.10 + 1.29 
79 953 63 ,467 25.98 — 2.02 421 ,200 42.18 89 ,973 71,998 24.97 + .16 
o 173 ,319 - 117,242 ; 47.83 +19.83 799 ,200 41.93 224,745 163 ,926 37.10 +12.29 
472 ,729 - 358 ,872 31.73 + 3.73 2,617 ,200 43.27 574,551 441 983 29.99 + 5.18 
122,951 89 986 36.63 + 8.63 557 ,100 38.20 202 418 148 ,768 36.06 +11.25 
52 ,937 37 674 40.51 +12.51 225 ,000 36.49 101 ,036 78 176 29.24 + 4.43 
137 ,589 108 449 26.87 — 1.13 692 ,100 42.46 201 ,621 154,327 30.65 + 5.84 
92 064 61 ,874 48.79 +20.79 358 ,200 36.05 183 ,214 144,978 26.37 + 1.56 
31 256 25 090 24.58 — 3.42 141 ,300 24.59 75 997 61 ,479 23.61 — 1.20 . 
436 ,797 323 073 35.20 + 7.20 1,973 ,700 37.43 764 ,286 587 ,728 30.04 + 5.23 
26 064 21,150 23.23 — 4.77 130 500 30.63 70 898 57 ,652 22.98 + 1.83 
28 ,624 24 882 15.04 —12.96 129 ,600 31.72 59 266 56 ,968 4.03 —20.78 
59 ,008 44 850 31.57 + 3.57 308 ,700 52.32 78 ,665 66 ,134 18.95 — 5.86 
2,915 4,039 —27.83 —55.83 18 ,000 32.07 10 , 157 11,578 —12.27 —37.08 
| 4,818 5,179 — 6.97 —34.97 23 ,400 33.90 12 ,274 12 ,005 2.24 —22.57 
| 16 ,213 16 405 — 1.17 —29.17 83 ,700 40.96 33 ,665 29 639 13.58 —11.23 
22 035 19,181 14.88 —13.12 109 ,800 38.22 48 836 43 510 12.24 —12.57 
7 159 ,677 135 ,686 17.68 —10.32 803 ,700 39.37 313 ,761 277 ,486 13.07 —11.74 ‘ 
3 660 3,205 14.20 —13.80 19 ,800 45.70 6,925 5 856 18.25 — 6.56 
38 ,783 33 485 15.82 —12.18 230 49.85 64 391 54 356 18.46 — 6.35 
| 29 ,587 21,810 35.66 + 7.66 139 ,500 55.87 42 515 37 ,648 12.93 —11.88 
23 ,262 15,781 47 41 +19 41 101 ,700 55.53 32 ,050 22,161 44.62 +19.81 
35 561 25 ,756 38.07 +10.07 135 ,900 50.95 39 428 46,114 —14.50 —39 31 
| 17 ,337 12 ,873 34.68 + 6.68 63 ,900 60.06 19 747 19 365 1.97 —22.84 
31,135 28 10.91 —17.09 140 68.61 39 34,317 15.48 — 9.33 
27 ,100 25 7.50 —20.50 120 49 53 34 26 28.04 + 3.23 
206 ,425 166 191 24.21 — 3.79 952 ,200 54.12 278 ,760 246 430 13.12 —11.69 
.25 ,042 17 ,147 46.04 +18.04 114,300 46.18 33.241 30 10.01 —14.80 
28 ,914 25 15.38 —12.62 125 ,100 54.49 35,183 32,617 7.87 —16.94 if 
21,146 22 ,280 — 5.09 —33.09 98 ,100 58.28 27 ,186 23 ,367 16.34 — 8.47 ' 
es 10 744 7,414 44.92 +16.92 37 ,800 47.54 20 ,169 16 ,053 25.64 + .83 
85 71,900 19 40 — 8.60 375 300 $1.77 115,779 102 ,253 13.23 —11.58 
10 10 6.54 —21.46 51,300 52.90 17 ,879 16 ,037 11.49 —13.32 
19 336 14 624 32.22 + 4.22 73 ,800 39.27 30 442 23 ,062 32.00 + 7.19 
) 18 ,765 17,117 9.63 —18.37 100 ,800 43.59 45 818 42 428 7.99 —16.82 
- 76 601 63 ,271 21.07 — 6.93 333 ,900 53.51 126 514 111 ,876 13.08 —11.73 
, 125 ,640 105 ,279 19.34 — 8.66 559 ,800 49.13 220 653 193 ,403 14.09 —10.72 
8 764 6 37.65 + 9.65 33 ,300 41.05 19 16 20.63 — 4.18 
; 8,972 7 132 25.80 — 2.20 32 ,400 40 66 12 575 9 823 28.02 + 3.21 
) 2,840 2,450 15.92 —12.08 13 ,500 44.92 8,149 5,492 48.38 +23 .57 
) 13 ,731 11,778 16.58 —11.42 68 39.44 29 21,058 38.36 +13.55 
4 3,683 3,312 11.20 —16.80 17 ,100 63.41 8 676 6,614 31.18 + 6.37 
1 5 885 5 737 2.58 —25.42 27 ,000 45.11 10 ,236 7,671 33.44 + 8.63 
11,182 7,425 50.60 +22.60 43 200 41.56 12,773 9.434 35.39 +1058 
Tn 2,760 1,847 49.43 +21.43 10 ,800 56.23 4,766 3,199 48.98 +24.17 
8 57 ,817 46 048 25.56 — 2.44 245 ,700 42.78 106 ,086 79 684 33.13 + 8.32 
4 31,059 21,942 41.55 +13.55 116 ,100 29.48 45 29 52.79 +27 .98 
1 19 14,629 33.75 + 5.75 81,000 37 .06 33 20 62.08 +37 .27 
si 150 ,816 114,061 32.22 + 4.22 590 ,400 34.93 206 ,328 157 ,967 30.61 + 5.80 
201 442 150 33.73 + 5.73 787 ,500 34.20 285 ,033 208 36.89 +12.08 
NG 
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1936 SALES: 
2,000,000 


SATURATION: 
41.1% 


Chart shows trend 
based on 1929 as 
100 per cent 1989 1930 


1932 1935 1934 9355 
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REFRIGERATORS 


HE first major appliance to 

sell over 2,000,000 units in a 

single year is the refrigerator; 
in 1936, increasing 21.5 per cent 
over 1935 and reaching an estimated 
saturation point of 41.1 per cent, 
with 9,000,000 in use. The price 
level is slightly down from 1935. This 
reduction in price level is based not 
on the Nema reports of manufac- 
turers’ billings—which are up on the 
average from a year ago—but on the 
reports from a number of important 
cities where retail prices are reported. 
That there should be a slight reduc- 
tion in retail price will surprise no 
one who has observed the market dur- 
ing the past year. Price-cutting, not 
so much on a grand scale by big out- 
lets but on a chiseling basis by 
dealers, has characterized a number 
of the larger metropolitan markets. 
One of the factors that has influenced 
this condition is cash buying. It is 
safe to say that when you are selling 
in a market where the percentage of 
cash sales on refrigerators tends to 
run fairly high, price-cutting will be 
found. Cash buyers are shoppers, and 
dealers are all too common who on 
a cash transaction will cut their profit 
to the vanishing point. 

The situation has been especially 
troublesome to the department stores 
and has been one of the reasons why 
the proportion of refrigerators sold 
through department stores is prob- 
ably less in 1936 than in 1935. De- 
partment stores are blaming the manu- 
facturers for this and attributing it 
to a policy of creating quantities of 
new dealers. They are asking for a 
more selective method of distribution 
which will restrict the number of out- 
lets in a given locality. Manufac- 
turers in answer point to the success 
that they have had this year through 
the increase in dealers and refer to 
the familiar reluctance of department 
stores to commit themselves to quota 
quantities even should the manufac- 
turer give them territorial protection. 
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One thing is certain. The neigh- 
borhood dealer is once again a very 
important factor in refrigerator dis- 
tribution. Lower cost financing has 
helped in this. Department stores 
have in some places answered this 
dealer threat by opening branch stores 
devoted to appliances only, or have 
featured appliances in already estab- 
lished branches. However, it is clear 
that department stores are having an 
experience of the satisfactory volume 
and good will created by appliances. 
They are not going to give them up 
and will unquestionably find a way 
to maintain or increase their already 
strong position in this field. They do 
not dominate the field, however, and 
it seems unlikely that they will ever 
do so. 

Utilities continue to be vital in re- 
frigerator distribution, although it is 
probable that their proportion of the 
total business done was no greater 
than last year, about 13 per cent of 
the total. Their promotion of the 
market, however, is of the greatest 
importance to the other retailers. The 
utility by its promotion of higher 
priced lines tends to raise the local 
price level. The public accepts the 
price at which a utility advertises a 
given product as a reasonable and 
fair value of that product, and the 
effect is beneficial throughout the en- 
tire trading area. A striking example 
of this comes from records of Phila- 
delphia on 1936 refrigerator sales. 
Total sales show an average price 
of $174, well above the national aver- 
age. The utility record, considered 
apart from the other retailers in the 
city of Philadelphia, shows that sales 
made by the Philadelphia Electric 
Company had an average price of 
$189—an example of how the utility 
promotion of the higher quality merch- 
andise lifts the average of the entire 
market. 

Problems of replacement and trade- 
in continue to hold a prominent place 
in the discussions of refrigerator men. 


It is difficult to find evidence however 
that there was any great increase in 
replacement business in 1936 over 
1935. We estimated this replacement 
business as ten per cent of the total 
in 1935, and studies of 1936 tend to 
show that replacement was below 
rather than above the ten per cent 
figure. 

Trade-ins and trade in allowances 
are in many cities an extremely trou- 
blesome problem due to bad policies 
and practices existing in those cities. 
A number of dealers and department 
stores heard from recently indicate 
that sound business practices in rela- 
tion to trade-ins will cause this class 
of business to be handled at a profit 
rather than a loss. Most of the elec- 
trical refrigerators offered for trade-in 
have some value, that is, they are in 
operating condition and do not require 
a great amount of repair to make them 
salable at second-hand. Of course 
the dealer that gives trade-in allow- 
ances to junk mechanical refrigerators 
or ice-boxes deserves to lose his 
money. But a business-like handling 
of this trade-in problem takes it out 
of the category of a liability. It is 
one that needs to be carefully watched 
in every business because it will un- 
doubtedly increase. 

A recent survey was made of some 
two hundred department stores and 
utilities to determine what type of 
families were buying refrigerators in 
1936 and where the largest sales in- 


WASHING 


T the beginning of 1936 some 
of the more optimistic fore- 
casters believed that it would 

be possible to sell 2,000,000 washers 
in this year. We fall not very far 


creases were to be expected for 1937. 
An average of 198 reporting dealers 
indicated that 29.8 per cent of the total 
refrigerator sales for this year were 
made in low income families; 56.1 per 
cent sales were made in medium in- 
come families; and 14.1 per cent in 
high income families. Looking for- 
ward to 1937 sales, these same merch- 
ants reported their expectations of 
1937 sales as 1.7 per cent of the sales 
from high income families, 56.8 per 
cent from medium income families, 
and 41.5 per cent from low income 
families. 

Prices already announced for 1937 
are about the same as those of 1936. 
Although one large manufacturer has 
made rather significant price reduc- 
tions, the general price level remains 
substantially unchanged. It is im- 
possible to make an accurate fore- 
cast about the actual billing prices of 
next year. Unquestionably it is the 
policy of the leading manufacturers 
to maintain refrigerator prices at the 
lowest possible level. They are follow- 
ing the example of the automobile in- 
dustry in offering to the public 
merchandise of the very greatest 
value at the lowest price it is possi- 
ble to achieve. However, there is 
perfectly clear indication of rising 
costs of raw material and labor, and 
it is entirely reasonable to expect that 
refrigerator prices cannot be main- 
tained at the levels now announced 
and that prices will be forced up. 


MACHINES 


short of that, the total of electric 
and gas washers reaching 1,733,000 
units. Add to this 178,000 ironing 
machines, and you get a total for 
the industry of 1,911,000 units, with 


1936 SALES: | WASHING | 


1,533,300 


SATURATION: 


52.5% 


Chart shows trend 
based on 1929 as 


100 per cent 
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a total retail value of over $130,000,- 
000. Washer prices on the average 
moved up slightly from $64.64 to 
$66.04. In 1936 as in 1935 there was 
a monthly rise in the average during 
the last months of the year. Washers 
have now a saturation of 52.5 per 
cent, but washers have shown that 
saturation figures do not mean a 
great deal. In fact their chief mean- 
ing is that there is a vast market for 
washer replacements, if the replace- 
ment business in washers ever really 
gets going; from the best informed 
estimates only about 25 per cent of 
the washers sold this year were sold 
for replacement. Further, these re- 
placement sales often finvolve old 
washers that can be and are repaired 
and put in good operating condition, 
and resold. So that the total number 
of washing machines actually pass- 
ing out of use is relatively small. 
The competitive situation as far 
as laundries are concerned, was fairly 
quiet in 1936. Although the laun- 
dries had developed what they 


thought was some very high powered 
facts about bacteria and set out to 
frighten the public with window dis- 
plays and demonstrations of bacteria 
found in domestic washing machines, 
the public has so far been serenely 
indifferent. The dear public, notwith- 
standing all the abuse it gets, is 
difficult to fool and has quite evi- 
dently made up its mind that washing 
machines are a highly economic asset 
to the household. 

Prospects for 1937 washer business 
are very bright. Greater employment 
and better wages always spell an in- 
crease in washer business. Prices 
will most probably have to reflect 
the increase in cost and labor al- 
ready noted in regard to refrigera- 
tors. Manufacturing margins’ in 
washers are very close. Too close, in 
fact, for the good of the business, and 
any increase in raw material and 
labor costs will have to be reflected in 
retail prices. Even so, it may well 
be that 1937 will see the washer field 
crash through the two million mark. 


IRONING MACHINES 


LTHOUGH ironing machines 
A showed an increase in unit 
sales of 23.7 per cent over 
1935, the total unit sales were only 
178,000. The total number of ironers 
in use are only slightly over a million, 
and ironer prices are not nearly as 
high as they should be, if specialty 
operations are to be paid for, and 
which are necessary to put the ironer 
further along toward a profitable 
market position. 

Ironing machines in proportion to 
washers sell only about one to ten. 
Theoretically of course it should be 
much higher than this, but the ironer 
is one of those appliances where all 
theories fail or have failed so far. 


But here is something that is more 
than theoretically interesting: the his- 
tory of all appliances shows that as 
soon as the appliance had sold more 
than a million units, it began its most 
profitable career. In other words it 
has taken a million units to pioneer 
the market for the washer, refrigera- 
tor, and most recently the range. 
After this million market was passed, 
they have all sold at greatly accelerated 
rate and shown continuing increases. 


The ironing machine is now over 
this million hump and ought to fol- 
low the line of these other devices. 
If it does, 1937 will be a good year 
for ironers. Of course manufac- 
turers and dealers can not afford to 
depend on any theory of market de- 
velopment. They must put more 
effort and more thought behind ironer 
sales. That will do them more good 
than all the theory in the world. Then 
the ironer will begin to go places. 


COAL STOKERS 


UTOMATIC coal stokers regis- 
A“ their most impressive in- 
creases during the year 1936 

to date, 

78,110 residential type coal stok- 
ers were sold and installed during the 
year worth at retail $23,433,000. This 
compares with 41,126 residential type 
stokers installed in 1935 and worth 
at retail $12,337,800. An additional 
4,785 apartment house type coal stok- 
ers were sold in 1936 worth $3,828,- 
000 and 1,487 of the larger, commer- 
cial type stokers worth at retail 
$1,784,400. The rate of increase of 
sale of the coal stoker is one of its 
most encouraging signs. In 1933, 
for instance, there were only 14,212 
units of the residential type sold. 

Like the oil burner, of course, the 
coal stoker has some natural territorial 
and mechanical sales limitations. But 
for a picture of the present place of 
the stoker in the automatic heating 
field, we quote from an acknowledged 
authority, Marc G. Bluth, executive 
secretary of the Committee of Ten, 
Coal and Heating Industries, Chi- 
cago: 

“The big market for bituminous 
stokers is in the territory comprising 
Illinois, Wisconsin, Michigan, Ohio, 
Pennsylvania, Indiana, Iowa, Mis- 
souri and Nebraska. Over 42 per 
cent of the stokers sold last year 
(1935) were sold in this territory. 

“Small stokers have been and at 
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the present time are being represented 
as and sold as basic units. Comfort, 
convenience and economy have been 
attributed directly to the performance 
of the stoker itself. However, the 
stoker is not a basic unit. It can 
only be used in connection with a 
heating or air conditioning system. 
The performance of the boiler and 
the heating system determines almost 
entirely what may be expected from 
the stoker. Stoker manufacturers are 
now taking steps to combine with 
their machine a boiler or furnace as 
an integral part of the modern heat- 
ing and air conditioning system. This 
is being brought about by the knowl- 
edge that we have been woefully 
weak in applying to new homes and 
modernized buildings modern equip- 
ment that places coal on an equal 
basis with competitive fuels. 

“The architect and builder wield 
a lot of power. It is to their ad- 
vantage to specify and build into 
their homes and apartments equip- 
ment that affords their clients the 
maximum in the way of comfort, 
convenience, cleanliness, ease of op- 
eration and economy. Upon the coal 
industry’s shoulders along with the 
stoker people and manufacturers and 
designers of boilers and furnaces, 
falls the responsibility of driving 
home to the consumer the plain fact 
that coal is an ideal fuel when used 
with equipment adapted for its use.” 


Not the least interesting develop- 
ment in the sale of automatic coal 
stoking equipment is the manner in 
which the electrical industry have 
taken this equipment to their hearts. 
Specialty dealers have found that 
coal stokers present practically no in- 
stallation difficulties, are easily sold 
and financed. The number of dealers 
handling this equipment increases 
every year until the present day 
there are some 6,000 various types 
of dealers selling stokers. Biggest 
gains among these dealers are in the 
electrical specialty selling field where 
training in refrigerator, washer, range 
and oil burner selling has made them 
adept at presenting the story of the 
coal stoker. 


(Please turn to page 13) 
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Build your sales with General Electric. G-E Home Laundry 
Equipment is going places — fast. Because it’s the line that 
sells for you. 


No wonder more than 1700 new dealers joined the ranks 
within the past six months! No wonder G-E Washer and 
Ironer sales for last year were more than 127 per cent of 1935 
sales, exceeding the average industry increase! 


It's the line that sells for you. Every sales policy, every 
promotion campaign, every folder and advertisement is 
specifically planned to sell G-E Washers and Ironers — FOR 
You! 


Come on in — and come UP. Your distributor's ad is on one 
of the following pages. Phone him today. Now is the time to 
get into the 1937 advance of G-E Home Laundry Equipment. 


A COMPLETE VARIETY OF MODELS 


ELECTRIC 


APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, 
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THAT RIVET 


SELLING FEATURES SELL FOR 
YOU. No other washer has ALL 6 
Major Features: Activator, Lifetime 
Lubrication, One-control Wringer, 
Quiet Washing Operation, External 
Adjustments, and the G-E Name. 


RESEARCH SELLS FOR YOU. 
World-famous G-E engineers are 
constantly seeking new ways to 
make better washers. 


THE G-E FACTORY SELLS FOR 
YOU. The most up-to-date home 
laundry equipment factory in the 
world makes better washers at 
lower prices. 


-.- A WIDE RANGE OF PRICES 


_ THE LINE THAT 
SELLS ON SIGHT 
SELLS ON NAME 


“SELLS FOR You! 


GENERAL ELECTRIC COMPANY 


G-E ADVANTAGES 
LES FOR YOU 


65 TESTS AND INSPECTIONS ON 
EVERY WASHER SELL FOR YOU. 
No service grief when you sell 
General Electric. . 


PROMOTION PIECES HELP YOU 
SELL. Training courses, direct mail, 
newspaper mats, every necessary 
item to help you do the job. 


CAMPAIGNS SELL FOR YOU. 
Dealers cleaned up in the “Tim- 
ing” Sales Drive — with 10,000 
demonstrations, 20,000 new pros- 
pects, and sales galore. Let the 
coming big General Electric cam- 
paign sell for YOU! 
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And this year—even more than before—it will pay to sell 
Monarch Ranges because of New Modern Designs . . . New 
Beauty... Exclusive Sales Features .. . Full Porcelain Enamel 
_.. More Efficient Operation . . . Practical Streamlining, in 
keeping with your Kitchen Modernizing Program. 

@ Remember: The combined skill, research, enthusiasm and 


tradition of 40 years af range building is behind the new 


1937 Monarch line. They are “tops” in eye appeal, exclu- 
sive talking points, performance. They are the finest ranges 
we have ever built. They are a profitable line for YOU to sell. 
@ Start 1937 right— with Monarch. You'll find it a busi- 
ness-getting, profit-making line the year round. Write 
today for catalog, photographs and prices. Malleable lron 


Range Company, 11] Lake Street, Beaver Dam, Wisconsin. 
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OIL BURNERS 


URING 1936, 218,455 oil 
burners anc _ boiler-burning 
units were sold with a re- 


tail value of $74,179,750. This com- 
pares with 165,000 units sold during 
1935 for a total retail value of $57,- 
131,250, an increase of 32.1%. 

This makes the year 1936 the 
brightest spot in the automatic heat- 
ing equipment field to date, the sales 
being more than 100,000 units over 
the previous peak year of 1929. 

A consideration of the market for 
this equipment shows us that of the 
25,200,000 homes in the United States, 
some 12,600,000 are heated by some 
form of central heating but, at pres- 
ent, only about 1,700,000 of these are 
equipped with automatic heating 
equipment. About 80 per cent of 
those with automatic heating equip- 
ment have oil burners or boiler burn- 
ing units installed. Gas house heat- 
ing is making some slight inroads on 
the market as are, to a greater ex- 
tent, coal stokers. 

Oil burning equipment sales are 
limited by the number of home with- 
out any form of automatic heating 
equipment, territorial advantages of 
competitive fuels such as the price 
of natural gas in some communities 
and both the availability and the price 
of coal. It is a fact that oil burner 
sales are still confined pretty largely 
to the important urban markets in the 
East and the Midwest. Five states 
which comprise close to 60 per cent of 
the available oil burner market are 
New York, Illinois, Massachusetts, 
Pennsylvania and New Jersey. 

The increase in residential con- 
struction is, of course, an important 
factor insofar as the future growth 
of the business is concerned. And 
one of the interesting trends seen 
here is that in many of the new 
homes being built, no provision is 
being made for coal burning equip- 


ELECTRIC RANGES 


HE greatest proportion of in- 
crease over 1935 for any of 
the leading appliances is shown 
by electric ranges, 48 per cent ahead. 
Especially in 1936 have ranges pushed 
forward into a position of great 
merchandising importance not only to 
the utility, which promotes ranges for 
load building, but for the dealer and 
department store interested in merch- 
andise profits. 

Total sales of 318,000 ranges, repre- 
senting a retail value of $41,413,000, 
is big-time stuff. Utilities have 
pioneered the electric range but are 
selling every year a smaller propor- 
tion of the total. For 1935 their pro- 
portion of the total business was 54 
per cent. Figures are not yet avail- 
able to show the 1936 percentage, but 
from several important localities and 
from the estimates of prominent util- 
ity men, it is extremely likely that in 
1936 dealers sold at least half the 
total volume of electric ranges. This 
increase is at the instigation and with 
the active and sincere co-operation of 


CONTINUED FROM PAGE 9 


REVIEW AND 


CAST 


ment. Out of 500 homes built in 
one Eastern city, a survey revealed 
only two were constructed so that 
coal could be used as a fuel. In 
117 homes built in Madison, Wis., last 
year, only one coal bin was speci- 
fied. The natural assumption here is 
that some sort of automatic oil burn- 
ing equipment was built into the home 
and, indeed, in many of the cases 
we know that builders are specifying 
boiler-burner units to be built in the 
house and added to the price of the 
finished home. 

One thing seems fairly certain for 
the future: Regardless of the type 
of automatic heating eyuipment speci- 
fied, the public are rapidly being edu- 
cated to the point where some form 
will be demanded. This means that 
whether modernizing is done via the 
automatic coal stoking method or by 
the installation of gas house heating 
or by burning fuel oil, the demand 
remains and it is natural to suppose 
that all elements of the business will 
participate to a greater degree and 
will enjoy continuing sales increases 
as a result. 
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the utility companies. They have 
clearly seen that by multiplying outlets 


for ranges, selling activity and sales 
were multiplied. 

Most of the important new range 
lines for 1937 have been shown by the 
manufacturers. These new ranges 
show advancement in styling and re- 
fining of features. They also reflect 
the effort made over the past few 
years of the manufacturers to pro- 
duce at lower retail price. A con- 
servative forecast for 1937 range busi- 
ness sets the figure at 420,000. This 
forecast is made by the same men who 
forecast the 1936 range business at 
308,000. This forecast was lower 
than the actual sales of 1936. It is the 
opinion of this writer that 1937 busi- 
ness will also surpass the estimate. 
It can easily do so by a very large 
margin, and if there is no shortage of 
merchandise it is entirely probable 
that sales for 1937 will pass 500,000. 

An important influence toward this 
result will be in the new home market 
and kitchen modernizing. The 
Kitchen Modernization Bureau of the 
Edison Electric Institute is now be- 
ginning to function effectively. <A 
large number of local bureaus have 
been established and at work creating 
markets for electric kitchens in new 
and old homes. This market if pur- 
sued vigorously will play an important 
part in running up high totals in 1937. 

The gas industry is thoroughly 
awake to the threat represented by the 
electric range and has launched an 
extremely well planned and well car- 
ried out advertising campaign em- 
ploying color pages in prominent 
women’s magazines with circulations 
of many millions. This will no doubt 
favorably affect gas range business, 
which has been very good this year. 
It will also have a favorable effect on 
electric range sales. The more atten- 
tion that is paid to modern cooking 
devices, gas or electric, the more will 
both businesses benefit. 


(Please turn to page 20) 
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BRAND NEW LINE OF SPEED QUEEN IRONERS 

offering consumer values that are absolutely NEW in the 

ironer field. There are five models all beautifully finish- 

ed in white. with features of simplicity and convenience 

that will unleash a new impetus in 1937 ironer sales. 
Write for Details, 


{ 
| 
| K 


DURING 


With the momentum of the most phenomenal sales 
record in washing machine history behind it. Speed 
Queen--with its further improved washer line and 
brand new line of Speed Queen Ironers--is all set 
at the sound of the 1937 starting gun to give its 
dealers the necessary outstanding quality...distin- 
Coe ew Oversize Tub guished beauty...attractive retail prices...liberal 
profit margin...and advertising program...to keep 

New Dual Action its climbing sales curve headed upward and con- 
Safety Wringer tinue to make the Speed Queen franchise the most 
desirable and profitable in the washer industry. 


New Colors 


New Beauty Write for full information 


me model illustrated to the left is 

enew Monel Metal Model “A” 
ndsomely finished in pure white 
with chromium trimmings. 


BARLOW & SEELIG MFG. CO. 


Ripon, Wisconsin 


19951986 
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LEONARD REFRIGERATOR 


OF NASH-KELVINATOR CORPORATION DETROIT, 
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Air 


onditioning Surve 


r I NHE total air conditioning load 
added to the lines of 81 repre- 
sentative power companies dur- 

ing nine months of 1936, amounted to 

75,052.26 horse-power as compared 

with 66,355.47 horse-power reported 

by 75 power companies in the same 

period of 1935. 

This would mean that the total air 
conditioning load of reporting power 
companies increased 13.1 per cent in 
the first nine months of 1936 as com- 
pared to an increase of 68 per cent 
reported in last January’s Statistical 
Issue of ELectricAL MERCHANDIS- 
ING. The average increase per com- 
pany was 4.7 per cent. 

The average air conditioning load 
added to the lines of the 81 companies 
reporting was 926.57 horse-power as 
compared with an average of 884.74 
horse-power reported by 75 companies 
for the same period last year. There 
was an increase of 8 per cent in num- 
ber of companies which added air con- 
ditioning during 1936. 

It is interesting to note that resi- 
dential installations again led the list 
insofar as number of separate instal- 
lations were concerned, there being 
1,217 installations of this type re- 
ported by 59 companies. Next in im- 
portance from the standpoint of num- 
ber of individual installations were of- 
fices, with 58 companies reporting 851 
installations. Heaviest total connected 
load in horse-power however, went to 
retail stores with 755 installations, re- 
ported by 62 companies and totalling 
13,968.54. For full details of these 
totals there is a broad breakdown of 


types of installations printed on this 
page and a more detailed breakdown 
by types of establishments appears on 
the following two pages of this issue. 
Out of a total of 80 companies answer- 
ing the question concerning whether 
they sold air conditioning equipment 
direct, 20 companies answered in the 
affirmative and 60 in the negative. 

Out of a total of 72 companies re- 
ssponding, they report a total of 691 
dealers selling air conditioning in 
their territory—an average of 9.6 
dealers to each power company. 68 
companies reported that they furn- 
ished engineering and advisory service 
to air conditioning dealers in their 
territories, while 9 replied that they 
did not. 

To the question “Do you finance 
air conditioning sales on instalment 
contracts?” 21 companies reported 
that they did and 57 companies re- 
plied that they did not—a total of 78 
companies out of the 83 responding to 
the questionnaire. 


CONCLUSIONS 


Some interesting facts emerge from 
a study of the data presented on these 
three pages: 

In the first place, air conditioning 
sales and installations, for the nine- 
months period of 1936, failed to live 
up to the expectations of percentage 
of increase that had been predicted 
for 1936. A greater number of power 
companies interested themselves in the 
sale of this equipment and in giving 
dealers advisory assistance—and yet 


TYPES OF AIR CONDITIONING INSTALLATIONS 


NUMBER OF TOTAL 
TYPE OF NUMBER OF _ INSTALLA- AVERAGE CONNECTED 
ESTABLISHMENT COMPANIES TIONS H.P. H.P. 

Barber and Beauty Shops. . 30 83 7.18 595.98 
Department Stores ....... 39 100 110.98 11,098.32 
. 62 755 18.50 13,968.54 
RRS 58 851 7.12 6,059.63 
Office Buildings .......... 34 116 59.96 6,955.67 
Residences ..... 59 1,217 1.50 1,830.02 
65 528 17.63 9,305.33 
es 40 160 47.97 7,694.90 
Miscellaneous ............ 55 638 21.34* 13,617.07 
79 4,524 16.54 74,673.18 


*Miscellaneous included hospitals, funeral parlors, industrial, etc. 
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3 6 


horsepower. 


81 power companies reporting on 
ELECTRICAL MERCHANDISING'S 1936 
survey report a total increase of 13.1 per 
cent in air conditioning horsepower in- 
stalled on their lines for the nine month 
| period... The following two pages give 
a detailed break down of installations 
and show that 79 companies 
| total of 4,524 installations; 
horsepower per installation being 16.54 
and the total connected air conditioning 


load for the period being 74,673.18 


report a 


average 


the percentage of increase registered 
fell below that of last year. On the 
other hand, the percentage of increase 
is not substantially below that for 
most major appliances considering 
the fact that the air conditioning bus- 
iness is still in the formative stage 
insofar as distribution is concerned. 

It would also appear, from the fact 
that nearly 70 per cent of the power 
companies reporting, stated that they 
did not finance instalment contracts 
on this type of business, that a more 
marked impetus might accrue to air 
conditioning generally if they were to 
interest themselves in this type of 
instalment paper. 

A curious fact, too, is the growth 


in the number of installations made 
in various types of almost unclassi- 
fiable outlets. 55 companies reported 
638 such installations, averaging 21.34 
horse-power and totalling 13,617.07 
horse-power. Bookie offices at a race- 
track, undertaker’s parlors, even hot 
dog emporiums are among those men- 
tioned and which are grouped in the 
table on this page as “Miscellaneous.” 

By and large, the business went 
forward another step during 1936 and 
it is a fairly safe prediction that, with 
the general increase in capital ex- 
penditures that may be looked for in 
1937, air conditioning will be respons- 
ible for a considerable share of this 
new business. 
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AIR CONDITIONING SURVEY 


BEAUTY & 
BARBER DEPT. RETAIL OFFICE RESTAU- 
Hp. Air Conditioning Load SHOPS STORES STORES HOTELS OFFICES BLDGS. |RESIDENCES @ RANTS 
COMPANY © Mes. °36 9 Mos. '35 Av. Av. Av. Av. Av. Av. Av, Av. 
No Hp. No. Hp. No. Hp. No. Hp. No. Hp. No. Hp. No. Hp. INo Hp. 
Birmingham Elec. Co.. Birmingham, Ala. 603 00 951.00 8 21.0 5 3.45 1 40.0 10 85 1 45.0 8 1% BS 3.6 
Alabama Power Co., Birmingham, Ala. 364.20 433 00 1 60.0 _ 4 wWS8 — 5 5.4 1 2.5 » 3.25 4 19.5 
Tucson Gas, Elec. Lt. & Pwr. Co., Tucson, Ariz. 138 00 t 5 1.0 _ 6 5.83 — 48 1.0 1 2.0 43 1.0 2 5.0 
Central Arizona Lt. & Pr. Co., Phoenix, Ariz... 900 00 791.00 16 1.75 1 60.0 27 4.77 4 25.0 15 2.0 3 50.0 200 1.6 12 5.0 
San Joaquin Lt. & Pr. Corp., Fresno, Calif... 1,190.00 390 00 _ 1 21.0 75 4.87 2 30.0 12 7.8 5 80.0 _ 15 5.0 
San Diego Consol. Gas & El., San Diego, Calif .. 64.00 165 00 _— 1 60.06 _ _ 1 40 _ —_ — 
Southern Cal. Edison Co., Los Angeles, Calif. 1,318.50 942 00 _ 1 5.0 10 8.5 = 8 95 — 18 4.235 7 9.5 
Pacific Gas & Elec. Co., San Francisco, Calif... 250 00 Not given — Breakdown not given — —- 
Southern Colo. Pw. Co., Pueblo, Colo 1, 260.00 1 19.0 4 40 1 14.0 - 2 12.0 
Public Serv. Co. of Colo., Denver, Colo. 75.00 200 00 1 1 4.0 1 5.0 = 
Hartford Elec. Lt. Co., Hartford, Conn. 331.00 191.00 _ _— 3 6.5 a= 3 .67 2 142.5 1 3.00 2 6.0 
Delaware Power &’Lt. Co., Wilmington, Del. 57.50 2 4.25 2 1.0 4 5.6 
Florida Power Corp., St. Petersburg, Fla. 7.50 — 
Florida Power & Lt. Co., Miami, Fla... 901 00 581.00 —_ 2 58.0 12 16.0 3 12.0 19 3.50 1 108.0 13 2.5 5 27.4 
Central Ill. Elec. & Gas Co., Rockford, 47 00 40 50 3 1.66 10 2.0 1 23. 
Western United Gas & Elec., Aurora, Ill. 98 00 63 00 1 1.0 2 15.0 2 1.6 a 128. 
Central Ill. Pub. Serv. Co., Springfield, 111. 140 00 209 00 4 682 4 8. 
Commonwealth Edison Co., Chicago, Ill. 7,185 00 5,253.00 6 9.54 18 62.92 55 18.44 4 16.12 9 1.24 53 28.94 45 83 61 = 23. 
Central Illinois Lt. Co., Peoria, Ill... . 53.25 110 50 2 17.5 4 1.5 7 1.0 1 5. 
Indianapolis Pwr. & Lt. Co., Indianapolis, Ind. 594 66 1, 250 00 — 2 32.5 9 22.33 _ % 2.68 — 2 1.3 6 4 
Northern Ind. Pub. Serv. Co., Hammond, Ind. 29 00 62 50 2 12.75 1 3.5 
Southern Gas & Elec. Co., Evansville, Ind... 136 41 274 00 — 2 9.62 3 12.05 _ 2 19.75 _ 1 2.5 1 il 
Gary Heat, Lt. & Wtr. Co., Gary, Ind.... 92 50 7.00 1 925 — as 
Interstate Power Co., Dubuque, Iowa... 60 00 20.00 — — 1 we = 1 5.0 _ —_ 2 
Ft. Dodge Gas & Elec. Co., Ft. Dodge, lowa 10 00 0 — 20 
Des Moines El. Lt. Co., Des Moines, Iowa 2,281.00 422.00 2 1.75 1 1iLo 10 =3%6.3 4 2.0 14 3.29 1 243.83 17 1.25 6 18 
Iowa El. Lt. & Pwr. Co., Cedar Rapids, lowa 195 80 133.87 1 5.25 — 6 20.18 1 23.0 1 7.00 — 1 6.5 2 8 
Sioux City Gas & Elec. Co., Sioux City, lowa 212 25 77.00 3 2.5 1 11.5 ll 11.55 _ 6 2.04 _ 7 1.50 1 19 
Kansas Power Co., Great Bend, Kansas 57.00 109 50 2 5 3 3.0 _ 1 16.0 6 .75 = 7 -%8 s 3 
Kansas Elec. Pwr. Co., Lawrence, Kans. 35.35 145 25 2 5.0 = 1 7.5 — 4 1.6 _- + 1.25 1 7 
Kentucky Util. & Ass. Cos., Lexington, Ky. 90 00 200 00 — Breakdown not given — — 
Louisville Gas & Elec. Co., Louisville, Ky . 530.16 713.00 _ 6 22.18 10 9.62 2 6.5 14 6.9 1 105.5 1 3.33 — 
Kentucky-Tenn. Lt. & Pr. Co., Bowling Green, Ky. 95.00 22.00 — == 1 20 1 
Southwestern Gas & Elec. Co., Shreveport, La. 550 00 285 00 1 9.0 _ 5 10.6 _ il 3.0 2 6.0 13 3.0 4 4 
Potomac Edison Co., Hagerstown, Md. 88.25 51.00 _ 1 3.5 2 3.75 _ 12 1.35 10.0 4 15 2 it 
Consol. Gas & El. Lt. & Pr. Co., Baltimore, Md... 1,452.50 2, 202.00 4 95 3 127.0 12 12.% _ 13 19.69 — 10 3.7 10) «(2 
Edison El. Thum. Co., Brockton, Mass. 10.00 10.00 1 100 
United Elec. Lt. Co., Springfield, Mass. 121.50 274.00 - 2 2.98 1 20 _ 6 5.75 = 3 1.50 5 I 
Edison El. Illum. Co., Boston, Mass... 1,787.62 1.501 50 3 4246 23 «6417.3 5 17.2 11 (97.9 2 287.5 3 87 i9 «(1 
Detroit Edison Co., Detroit, Mich... 1,854 00 832 00 1 7.5 2 67.5 24 21.6 2 15.6 49 5.0 1 225.0 55 1.4 tw 1 
Otter Tail Power Co., Fergus Falls, Minn. 3.50 3.00 1 1.5 2 1.0 
St. Joseph Ry. Lt. & P., St. Joseph, Mo.. 151.58 50.00 1 5.0 1 9.5 1 5.33 1 27.8 2 1.0 _- 5 1.15 2 
Empire Dist. Elec. Co., Joplin, Mo. 15.00 40.00 2 3.5 
Kansas City Pwr. & Lt. Co., Kansas City, Mo. 2,081.00 3,727.75 4 193 1 225.0 16 8614.61 4 60.12 64 7.68 1 71.0 95 1.87 23 1 
Union El. Lt. & Pwr. Co., St. Louis, Mo... 6,360.94 5,266 35 3 4.44 — 44 444.89 4 114.72 9 9.57 4 742.4% 188 1.43 1 1 
Nebraska Pwr. Co., Omaha, Neb. 1,416 50 1,090 00 1 2.0 _ 7 708 1 115.0 19 3.8 1 251.0 41 15.0 7 
Towa Nebr. Lt. & Pr. Co., Lincoln, Neb. 1,104 00 225.00 — 2 226.5 3 49.67 1 4.0 —_ 3 121.33 — 1 
Public Serv. Co. ot N. H. Manchester, N. H. 59.75 56.25 — —_ — —_ 1 .75 1 1.0 15 4.0 1 
Pub. Serv. El. & Gas Co., Newark, N. J. 1,482.20 745.30 2 3.0 _ 3015.5 _ 12 14.82 _ 10 2.04 s 
Jersey Central Pr. & Lt. Co., Asbury Park, N. J. 30 00 17.00 —_ 1 15.0 = 1 7.5 _ ae 3 1.5 1 
New York Edison Co., New York, N. Y. . . 6,400 87 7,225.89 2 18.99 5 92.7 59 = 21.5 2 85.0 23 34.40 _ 4 4.8 1% 
N. ¥. & Queens El. Lt. & Pr., Long Island City, N.Y... 6% 98 218 35 2 100.25 8.97 12 15.40 2 
Central Hud. Gas & El. Corp., Poughkeepsie, N. Y.. 58.00 51.00 _ = 2 9¢@ me ome —_— _ 1 
L. 1. Lighting Co., Bayshore, L. I. 7.50 2.50 — 
Brooklyn Edison Co., Brooklyn, N. Y. 2,508.20 2,614.72 2 12.5 1 1100.0 15 10.76 1 7.5 3 17.3 _ - 8 
S. I. Edison Corp., Staten Is., N. Y. 19.50 16.50 _ _ 4 2.2 1 .25 - 1 3.0 3 25 5 
Rochester Gas & El. Corp , Rochester, N. Y... 1,701.00 486 50 — _ 6 %.04 _ 2 %.25 5 17.65 10 1.75 8 
Buffalo Niagora & East Pwr. Corp., Buffale, N. Y. 1,692.00 861.00 1 5 3 205.8 10 = (9.15 2 118.50 5 10.9 3 73.00 5 1.1 ll 
Cincinnati Gas & Elec. Co., Cincinnati, Ohio. . 1,264.25 2,451.50 2 21.0 —_— 23 «111.51 = 36 6.94 om 67 1.13 2 
Ohio Pub. Service Co., Cleveland, Ohio. . 35.00 18.00 — — 3 Not given’ 4 Not given — 3 Not given 2N 
Toledo Edison Co., Tcledo, Ohio. 1,201.00 490 00 _ 2 140.0 13 «14.23 1 17.0 8 2.18 1 83.0 4 8.5 ll 
Pennsylvania Power Co., Youngstown, Obio 2.00 0.00 == = 1 10 a — wade 1 5 
Penn. Cent. Lt. & Pr. Co., Altoona, Pa. 75 3.00 _ —_ -_ = = am 1 75 
Oklahoma Gas & Elec. Oklahoma City, Okla. 1,530.00 844.00 1 6.0 1 %.0 18 20.61 1 7.0 37 7.03 1 121.0 69 16.56 7 
Penna. Electric Co., Johnstown, Pa.. 184.06 .00 om ou 19 9.50 4 75 
Met. Edison Co. & N. J Pr. & Lt. Co., Reading, Pa....... 288 85 300 24 1 2.0 slit 7 170 _ 3 4.75 om _ 1 
Duquesne Light Co., Pittsburg. 2,319 50 1,412.50 3 3.63 11,115.0 18 20.58 32 5.% 25 1.63 ll 
Phila. Elec. Co.. Philadeiphia 3,854.50 5,044 80 5 13.3 2 «34.89 43 «412.76 % 1.64 15 
Broad River Power Co., Cotumbia. 8. C.......... 92.00 604.00 a 2 145 1 18.00 2 
Northwestern P. & L. & N. D. P. & L. Huron, S. D... 175.00 19.00 1 3.0 2 5.0 = 1 2.0 — 1 39.6 5 1.00 10 
Tennessee Elec. Pwr. Co., Chattanooga, Tenn. ........... 987 .88 511.70 1 3.25 5 55.45 11 32.42 3 10.83 10 6.29 _- 15 1.24 5 
Tenn. Pub. Service Co., Newport 690 00 59 00 ome 3 208.0 4 13.6 1 
San Antonio Pub. Serv., San Antonio Texas...... vee 837 50 9% .50 _ 2 278.5 5 25.05 1 9.6 7 1.48 1 17.0 12 2.04 2 
Southwestern Pub. Serv. Co., Aarillo, lex. ......... 33.00 = = — 1 3.0 _ 1 1.0 1 15.0 3 3.0 1 
Gulf States Util. Co., Beaumont Tesas ........... 823.00 170.00 _ ae 1 19. on _ 1 85.0 1 38.0 3 
144.00 93.00 1 10.0 6 10.25 1 1.5 1 2.0 2 2.¢ 
Dallas Power & Lt. Co.. Dallas, Texas ...........6.6.6065. 4,083.00 1,235.00 2 1.3 aiati 6 54.0 3 62.0 31 7.97 _ 50 1.36 18 
Va. Elec. & Pwr. Co., Richmond, Va. 1,225.00 1,680.00 ou 1 250.0 10 6.0 8 2.0 5 
Wash. Wtr. Pwr. Co., Spokane, 47.00 =x» 1 5.5 1 25.0 3 
Puget Sound Pr. & Lt., Seattle, Wash................... 23.00 0 1 10.9 = 
Potomac El. Pwr. Co., Washington, WD. C...............--. 4.255.580 8,634.00 6 7.92 4 207.81 33 —S«17.18 5 210.3 25 2.06 9 84.8 10 95 18 
Wisc. as & Elec. Co., Racine, Wis............... 5.25 4.50 = om 1 
Totalle.... 75 031.51 66,355.47 83 7.18 100 110.98 755 18.50 76 4.94 851 7.12 116 «659.9% |1,217 1.5 528 
(81 Cos.) (75 Cos.) (3@ Cos.) (39 Cos.) (62 Cos.) (33 Cos.) (58 Cos.) (34 Cos.) (59 Cos.) (6 
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FINANCE A.C. ‘ 
RESTAU- MISCEL- NO. OF SELL A.C. JENGR. ADVIS. NO. DEAL INSTALL. 
ENCES @ RANTS THEATRES | LANEOUS INSTAL- DIRECT SERVICE ERS SELL. 5 SALES 
Ay, Av. Ay. Av. LATIONS Yes Ne. Yes Ne ING A.C. ves ste COMPANY 
Hp. No. Hp. No. Hp. No. Hp. 
1.56 5 36.6 3 2.5 2 32.0 44 x x 15 x Birmingham Elec. Co., Birmingham, Ala. 
3.25 4 19.5 1 20 — 22 x x 6 x Alabama Power Co., Birmingham, Ala. 
1.0 2 5.0 1 15.0 — 63 x x s x Tucson Gas, Elec. Lt. & Pwr. Co., Tucson, Ariz. 
1.6 12 5.00 1 40.00 10 1.6 289 x x 15 x Central Arizona Lt. & Pr. Co., Pheonix, Ariz. 
~- 5 5.0 1 125.0 3002.0 141 x x 10 x San Joaquin Lt. & Pr. Corp., Fresno, Calif. 
—~ _ oe _ 2 x x 4 x San Diego Consol. Gas & El., San Diego, Calif. 
4.25 7 9.5 3 43.0 18 48.89 65 x x 15 x Southern Cal. Edison Co., Los Angeles, Calif. 
-- 2 12.0 12 98.0 1 7.5 22 x x — x Southern Colo. Pwr. Co., Pueblo, Colo. 
— — — = 3 x x 1 x Public Serv. Co. of Colo., Denver, Colo. 
3.00 2 6.0 -- 2 6.5 13 x x 7 x Hartford Elec. Lt. Co., Hartford, Conn. 
1.0 4 5.62 _ —_ ~ x x 4 x Delaware Power & Lt. Co., Wilmington, Del. 
x x Advt. 2 x Florida Power Corp., St. Petersburg, Fla. 
2.5 5 27.0 3 420 11 8.7 69 x x Advt. 12 x Florida Power & Lt. Co., Miami, Fla. 5 
2.0 1 23.0 _ — 14 x x 7 x Central Ill. Elec. & Gas Co., Rockford, lll. 
i) 1 15.0 1 500 — 7 x x 4 x Western United Gas & Elec., Aurora, Ill. 
1.87 4 8.68 1 51.0 2 105 15 x x st x Central Ill. Pub. Serv. Co., Springfield, Ii. 
83 61 23.41 12 46.21 55 23.68 399 x x (Limited) 2 xOur OwnSales! Commonwealth Edison Co., Chicago, Ill. 
1.0 1 5. aa _ 14 |Sell to Dealers x 12 x Central Illinois Lt. Co., Peoria, Il. 
1.23 6 14.17 1 100 12 11.46 85 x x 2 x Indianapolis Pwr. & Lt. Co., Indianapolis, Ind. 
3.5 _ — — 3 x x 8 x Northern Ind. Pub. Serv. Co., Hammond, Ind. 
2.5 1 11.5 _ 2 15.75 il — x 4 x Southern Gas & Elec. Co., Evansville, Ind. 
- _ ~_ _ 1 x Supply Leads 4 x Gary Heat, Lt. & Wtr. Co., Gary, Ind. 
a6 2 10.0 1 15.0 2 5.0 = 7 x x 4 x Interstate Power Co., Dubuque, Iowa 
-25 1 5.0 x Ft. Dodge Gas & Elec. Co., Ft. Dodge, lowa 
1.25 6 18.33 7 23.07 s - 7.3 ae x x Limited Ext. 17 x Des Moines El. Lt. Co., Des Moines, Iowa 4 
6.5 2 8.87 ” —_ 12 x x 7 x Iowa El. Lt. & Pwr. Co., Cedar Rapids, lowa 
1.50 1 19.6 _ 3 8.17 32 x 7 x Sioux City Gas & Elec. Co., Sioux City, Iowa 
-75 8 3.0 > ss 4 75 33 x x 1 x Kansas Power Co., Great Bend, Kansas 
1.25 1 7.5 — 1 1.25 13 x x 4 x Kansas Elec. Pwr. Co., Lawrence, Kans. 
x x 8 x Kentucky Util. & Ass. Cos., Lexington, Ky. 
3.33 _ _ 9 9.48 43 x x 10 x Louisville Gas & Elec. Co., Louisville, Ky. 
2.0 1 20 1 75. 2 8.0 5 x x If asked 3 x Kentucky-Tenn. Lt. & Pr. Co., Bowling Green, Ky. 
3.0 4 45.0 = 6 19.8 42 x x On request 9 x Southwestern Gas & Elec. Co., Shreveport, La. 
75 2 13.75 1 10.0 2 5.5 25 x x 10 x Our own Potomac Edison Co., Hagerstown, Md. 
3.7 10 «20.3 6 41.5 430 «(2.85 101 x x i4 x Consol. Gas & El. Lt. & Pr. Co., Baltimore, Md. 
1 10.0 -- 2 x x 3 Edison El. Ilium. Co., Brockton, Mass. 
1.50 5 10.4 _ 1 23.0 18 x x 12 x United Elec. Lt. Co., Springfield, Mass. 
87 19 «15.3 _ 12 168 78 x x 30 x Edison Ed. Illum. Co., Boston, Mass. 
1.4 10 14.6 3 55.0 25 (12.2 172 x x 21 x Detroit Edison Co., Detroit, Mich. 
1.0 —_ - — 3 x x 4 x Otter Tail Power Co., Fergus Falls, Minn. 
1.15 2 8.0 - = 13 x If requested x St. Joseph Ry. Lt. & P., St. Joseph, Mo. 
-- — 2 48 4 x x 6 x Empire Dist. Elec. Co., Joplin, Mo. 
1.87 23 «(10.72 1 Ice 2 15.9 229 x x 25 x Kansas City Pwr. & Lt. Co., Kansas City, Mo. 
1.43 2 «13.62 14 33.07 37 22.60 414 x x 18 x Union El. Lt. & Pwr. Co., St. Louis, Mo. 
5.0 7 17.2 2 126.2 4 120 83 x x 15 x Nebraska Pwr. Co., Omaha, Neb. 
1 4.0 3 12.66 3 18.66 16 x In general only ? x Towa-Nebr. Lt. & Pr. Co., Lincoln, Neb. 
£.0 1 90 1 23.0 1 2%. 20 x x 10 x Public Serv. Co. of N. H., Manchester, N. H. - 
2.04 18 20.8 1 150.0 52 5% 123 x x 12 x Pub. Serv. El. & Gas Co., Newark, N. J. 
1.5 1 3.0 _ — 6 x x 7 x — our ewn Jersey Cent. Pr. & Lt. Co., Asbury Park, N. J. 
1.30 % 28.0 7 47.8 37 32.5 215 x x ? x New York Edison Co., New York, N. Y. 
2 10.75 1 192.50 1 2%. %6 x . x Adv. 12 x N. Y. & Queens El. Lt. & Pr., Long Island City, N. Y. 
1 5.0 — 2 17.5 x x 9 x Central Hud. Gas & El. Corp., Poughkeepsie, N. Y. 
— _ 1 7.5 1 x No Ans. 3 x L. I. Lighting Co., Bayshore, L. I. 
8 30.28 12 43.29 6 66.76 48 x x 15 x Brooklyn Edison Co., Brooklyn, N. Y. ah 
25 4 56 — 4 87 18 x \ x x S. I. Edison Corp., Staten Is., N. Y. 
75 8 14.22 _ 7 181.82 38 x x 6 Occasionally | Rochester Gas & El. Corp., Rochester, N. Y. 
1122.7 72:3 43 x 11 x Buffalo, Niagara & East. Pwr. Corp., Buffalo, N. Y. 
13 22 «13.33 8 36.25 5 6.15 163 x x 10 x Cincinnati Gas & Elec. Co., Cincinnati, Ohio 
given 2 Not given! _ _ 12 x x 2 x Ohio Pub. Service Co., Cleveland, Ohio 
5 lL 19.64 4 69.25 3 40.0 47 x x 10 x Toledo Edison Co., Toledo, Ohio 
5 -_ - 1 5 3 x x 5 x Pennsylvania Power Co., Youngstown, Ohio 
7 1 x x Penn. Cent. Lt. & Pr. Co., Altoona, Pa. 
a 7 13.18 — 25 20.82 160 N x 40 x Oklahoma Gas & Elec., Oklahoma City, Okla. 
naan -_ _- 23 x x 4 x Penna. Electric Co., Johnstown, Pa. 
1 15.0 3 15.8 7 98.4 33 x x ? x Met. Edison Co. & N. J. Pr. & Lt. Co., Reading, Pa. 
63 11 15.77 2 390 5.09 113 x x Duquesne Light Co., Pittsburg, Pa. 
4 15 32.3 18 51.4 43 «18.24 179 x s 14 1 Phila. Elec. Co., Philadelphia, Pa. 
2 19.5 - 1 6.0 6 x x ~ x Broad River Power Co., Columbia, S. C. 
00 10 4.6 _ 9 5. 2 x x 3 x Northwestern P. & L. Co. & N. D. P. & L. Co., Huron, S. D. 
an 5 12.94 2 48.75 6 12.42 58 x x 10 x Tennessee Elec. Pwr. Co., Chattanooga, Tenn. 
1 10.0 _ _- 8 x x 7 x Tenn. Pub. Service Co., Newport, Tenn. 
2 9.55 _ 7 10.7 37 x x 6 x San Antonio Pub. Serv., San Antonio, Texa 
° 1 5.0 —_ _ 7 x x 6 x Southwestern Pub. Serv. Co., Marillo, Tex. 
° 3 16.0 2 %.5 3 146.66 il x x 7 x Gulf States Util. Co., Beaumont, Texas 
° _ 1 15.0 2 16.0 14 n x 5 x El Paso Elec. Co., El Paso, Texas 
18 60 «51.36 170 x x 12 Dallas Power & Lt. Co., Dallas, Texas 
° 5 15.0 8 36.0 5 8.0 57 x x 15 x Va. Elec. & Pwr. Co., Richmond, Va. 
3 «65.5 _ — 5 x x 4 x Wash. Wtr. Pwr. Co., Spokane, Wash. 
" — _ a as 12 x x 2 x Puget Sound Pr. & Lt., Seattle, Wash. 
18 18.63 5 42.5 1 16.5 116 x x 10 x Potomac El. Pwr. Co., Washington, D. C. 
1 5.25 - — 1 x x 3 x Wisc. Gas & Elec. Co., Racine, Wis. 
528 617.63 | 160 47.97 | 638 21.34 4,524 20 60 68 9 691 uglik.s Totals 
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WATER HEATERS 


NE of the most rapidly de- 

veloping appliances is the 

water heater. Sales this year 
reached a total of 104,000—an in- 
crease of 48 per cent over last year. 
Utilities serving some 10,000,000 do- 
mestic customers now have rates that 
make water heater sales possible. 
The water heater is largely utility sold 
and utility promoted, being in the 
marketing phase that the electric 
range occupied five years ago. At 
least 60 per cent of the water heaters 
are sold by the power companies, 
but they are rapidly developing co- 
operative plans whereby dealers are 
brought in on this business. There 
is too little data to estimate water 
heater saturation. Although in the 
territory of the Idaho Power Com- 
pany it has reached as high as 20 
per cent, the national figure is un- 
questionably very low. 

Looking ahead to 1937, the best 
picture of water heater probabilities 
is contained in the statement of the 
program of the National Electric 
Manufacturers Association, which 
we quote extensively as follows: 

The Electric Water Heating Sec- 
tion of NEMA will be heard from 
frequently during the coming year. 
This Section, at a recent meeting, 
adopted a seven-point program of 
activities designed to accelerate the 
advance of Electric Water Heating 
through 1937. From the list of ac- 
tivities, it is apparent that real ac- 
tion will take place. 

Heading the list is a joint activity 
with the Edison Electric Institute 
to promote the broader acceptance 
among utilities of electric water 
heating. K. M. Robinson, Presi- 
dent of the Idaho Power Company 
and Chairman of the EEI Water 
Heating Committee, is headlining 
this Joint Activity as a speaker be- 
fore utility groups. Mr. Robinson’s 
own company has a 20 per cent 
saturation of electric water heaters, 
so he speaks authoritatively. 

The Section will continue its sup- 
port of the already well established 
Electric Kitchen Modernizing Pro- 
gram. Electric water heaters are 
especially adapted to kitchen plan- 
ning, because of their trim appear- 
ance and because they require no un- 


sightly stovepipe. A new table model 
recently presented to the market 
lends itself especially well to kitchen 
adaptation, as it combines both an 
electric water heater and a kitchen 
table in one. The manufacturers 
point out that an electric water 
heater installed in a kitchen is very 
closely adjacent to the sink, where 
the greatest amount of hot water is 
used, and this provides an economy 
feature not so readily available in 
other water heating methods. 

The Section will broaden the scope 
of its established statistical activity 
to include a breakdown of tank sizes, 
both in ferrous and non-ferrous 
metals, in addition to data on sales of 
storage heaters, side-arm heaters and 
accessories and parts. 

A movement will be launched to 
cooperate with the utilities in an effort 


RADIO 


1936 SALES: 


+ 110 
| RADIO. RECEIVERS —{ 160 
SALES, PRICES AND VOLUME am 


All types 
including 
exports: 


8,825,000 sets 


RETAIL VALUE: - 
$503,025,000 


Chart shows trend based on 1929 at 100% 


1932 1935 1934 1935 1936 


tric water heating has come along so 
fast in the last year that it is felt 
that certain sections may not be re- 
ceiving sufficient promotion due to 
the fact that the attractiveness of 
their rates is not generally known. At 


CONTINUED FROM PAGE 13 


REVIEW AND 
FORECAST 


to adopt a standard test procedure. 
Test methods now vary widely, and 
it is felt that a standard procedure 
will insure continued high quality, 
and at the same time reduce manu- 
facturing costs. 

The Section will also continue to 
carry on its work towards standardiz- 
ing certain operations in production. 
A joint activity with EEI has al- 
ready been undertaken to accomplish 
this objective. 

The compilation of up to date lists 
of utilities having attractive water 
heater rates is now under way. About 
10 million domestic meters now have 
electric water heating rates, but elec- 


VACUUM CLEANERS 
(FLOOR 


1950 1932 1935 1934 
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1935 1936 


1936 SALES: 


Floor type: 1,146,151 
Hand type: 342,100 - 


All types: 48.9% 5 


Both these cleaner charts show trend based on 
40 1929 as 100 per cent 


the same time, an endeavor will be 
made to secure comparative gas rates 
so that actual cost-of-operation com- 
parisons may be made. 

Credit for this program goes to 
the active work being done by the 
Edison Electric Institute Water Heat- 
ing Committee and to the group of 
far sighted manufacturers who are 
financially supporting it. K. M. 
Robinson, president of the Idaho 
Power Company heads the Edison 
Electric Institute Committee, and the 
following manufacturers are lending 
their financial support to the active 
promotion of the water heater: Auto- 
matic Electric Heater Co.; Clark 
Electric Water Heater Division of 
McGraw Electric Co.; The Cleveland 
Heater Co.; Edison G. E. Appliance 
Co., Inc.; Electromaster, Inc.; A. J. 
Lindemann & Hoverson Co.; West- 
inghouse Electric & Manufacturing 
Co.; John Wood Mfg. Co., Inc.; The 
Hotstream Heater Co.; Malleable Iron 
Range Co.; Thermogray Co. 


VACUUM CLEANERS 


N 1936 vacuum cleaners sold 
more than a million units for the 
first year since 1929. The cleaner 

showed less resistance to the depres- 
sion years than did the washer or 
the refrigerator but is making a 
wonderful return recovery ad- 


vances. The most interesting de- 
velopment of the last two years in 
relation to the vacuum cleaner has 
been the degree with which the deal- 
ers are again coming into this pic- 
ture. 

Out of the year’s million units, and 
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we speak here of floor type only, it 
is probable that about two-thirds are 
sold by the manufacturer direct to the 
consumer—or as in the case of the 
Hoover Company, in resale opera- 


tions. This leaves some 350,000 
cleaners that are being disposed of 
by the trade, and the trade is again 
finding that the vacuum cleaner is 
profitable merchandise. 

Vacuum cleaner prices have re- 
mained well up. The accompanying 
chart shows less price decline from 
1929 levels than other appliances. For 
one thing, cleaners are sold in a 
saturated market. Sixty per cent or 
more are on a replacement basis and 
margin has to be provided for trade- 
ins. Then too the cleaner has never 
lost its specialty character. It has to 
be taken into the home and demon- 
strated; the prospect must be sought 
out and followed up. One of the 
dealer’s strongest assets in _ this 
vacuum cleaner market is a service 
department. Battered old wrecks of 
vacuum cleaners are brought in for 
service and the dealer gets a chance 
to expound the merits of a new 
cleaner. 

1937 business on cleaners should 
increase at about the rate now set, 
with a larger proportion of the total 
being taken by the dealer. The dealer 
today is offered by several manufac- 
turers new and most attractive models 
full of all kinds of salable features 
at prices generally under those asked 
by the manufacturer-to-consumer 
type of organization. 


LIGHTING 


Better Light-Better Sight 

activity produced increasing re- 

sults in 1936. About one and a 
quarter million I.E.S. lamps were sold. 
This compared with the 650,000 
I.E.S. lamps in 1935. More of these 
lamps could have been sold this year 
had they been available. The concen- 
tration of advertising and selling in 
October was extremely successful. So 
successful, in fact, that lamp stocks 
were exhausted and manufacturers 
were unable to fill orders. Marketing 
trends in I. E. S. lamps follows the 
same line as appliances. This merchan- 
dise was pioneered by utilities and is 
now being more widely sold through 
the dealer trade. It is estimated that 
of the 1935 total 80 per cent were sold 
by the utilities; in 1936 60 per cent 
were sold by utilities. The 1937 pro- 
gram has as its objective the creation 
of an additional 5,000 dealers in 
I. E. S. lamps. With this increased 
sales activity it will be easily possible 
to sell double the number sold in 1936 
or two and one-half million lamps. 
Whether this volume can be achieved 
will depend most of all on the capaci- 
ties of the factories to produce this 
quantity of lamps. 

The average use of light in the 
home has increased slowly. Ten years 
ago it was estimated that lighting pro- 
duced 306,000 kw.hrs. a year per aver- 


(Please turn to page 145) 


THERE’S LITTLE 


DIFFERENCE 
IN THE SIZE OF THE WORLD'S 
2 BIGGEST CATHEDRALS 


WHAT'S THE 

WORLDS BIGGEST 

CATHEDRAL, JOHN ? 
— 


WHY, NOTRE 


DAME, ISNT IT? 


ST. JOHN THE DIVINE, NV. Y., 16,522,000 cu. ft. 


MILAN CATHEDRAL, /ialy, 15,786,000 cu. ft. 


... but the second biggest magazine 


is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


| ae an architect may be excused for not 
being sure of the world’s biggest cathedral 
because there are others almost as big. But 
there’s no excuse for not knowing the world’s 
biggest magazine. The American Weekly is 
twice as big as its nearest competitor! 


Think of it! Every week this tremendously 
powerful advertising medium reaches the al- 
most unbelievable total of nearly 6,000,000 
families who read The American Weekly — 
twice the circulation of any other magazine! 
This means that when a manufacturer ad- 
vertises in The American Weekly he is 
giving you, the retailer, the greatest 
mass-selling support within his power. He is 
giving you the benefit 
of a tremendous ad- 
vertising force that 
reaches into the rich 
buying areas where 
81% of the nation’s 


The 
AMERICAN 
WEEKLY 


NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


THE 


**The National Magazine with Local Influence’’ 


total retail sales are made. No wonder re- 
tailers enjoy a quicker turnover of products 
advertised in The American Weekly! 


What The American Weekly is 


The American Weekly is the largest maga- 
zine in the world. It is distributed through 
the great Hearst Sunday Newspapers. In 627 
of America’s 995 towns and cities of 10,000 
population and over, The American Weekly 
concentrates 67% of its circulation. 

In each of 174 cities, it reaches better 
than one out of every two families 

In 144 more cities, 40 to 50% of the 
families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. . . and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read The 
American Weekly. 


Main Office: 959 Eighth Avenue, New York City 
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T Washington, D. C., the head 
A quarters of the cooperative 
movement in the electrical in- 
dustry is the Electric Institute, under 
the direction of John S. Bartlett. 
Started in 1934, it has performed the 
major part of industry activity insofar 
as sales training, cooking classes, dem- 
onstrations, and other educational ac- 
tivities are concerned. 

Listed below are some of the salient 
facts on the Washington market as 
compiled by the Institute: 

Residence customers on 
lines—152,437—Dec. 1, 1936 

Average residential consumption— 
1063 KWH per annum—Dec. 1, 
1936 


Pepco* 


Domestic Urban Rate: 
Ist 50 KWH.... 3.9 
Next 50 KWH 2.9 
Next 100 KWH 1.9 
15 


Population—675,000—on Potomac 
Electric Power Company’s lines. 
Average Savings per family— 
$820.00—( 1935) 
Electrical Appliance Outlets— 
73 in 1934 
180 in 1935 
200 in 1936 


Types of retail outlets selling elec- 
tric appliances: 


Specialty dealers..... 50% 
Department Stores... 40% 
Hardware Stores..... 2% 
Furniture Stores...... 8% 


Elec. Utility 


Electric Ranges sold—2376 (11 


months only) 
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WILLIAM McCLELLAN 


President, Potomac Electric Power Co. 


Number of electric range dealers: 
1933— 8 
1936—62 


Electric ranges on Pepco lines— 
9,658—Dec. 1, 1936 


Oil Burner Sales— 
1935—4,706 
1936—5,000 (estimated for 1936) 


Number of oil burner dealers—111 


Sales of Refrigeration— 
1935—18,329 
1936—19,480 (11 months only) 


Radio Sales— 
1935 — 37,164 
1936 — 37,000 (estimated) 


Washing machine sales— 
1935 — 9,580 
1936 — 9,840 (estimated) 


Ironing machine sales— 
1935 — 1,780 
1936 — 2,047 (estimated) 


Number of laundry equipment re- 
tail outlets—87 


Vacuum cleaner sales— 
1935 — 7,705 
1936 — 8,167 (estimated) 


* Potomac Electric Power Company 


Washington, D. C. 


152,437 wired homes using 1,064 kilo- 
watt hours annually bought a total of 
82,054 major electrical appliances 
during 1936...A note on the Electric 
Institute and its cooperative activities 


JOHN S. BARTLETT 
Managing Director, Electric Institute 
of Washington, D. C. 


Estimated degree of Saturation of 
Major Electrical Equipment: 
1935 1936 
Per Cent Per Cent 
Ranges 
Refrigerators 
Washers 
Ironers 
Radios 
Cleaners 
Oil Burners 8 


Electric Kitchen Health Homes in- 
stalled in territory—1936—984. Total 
in 4 years—2,207 

Apartment House Units built in 
1936—1,612 

During the year 1936 the Electric 
Institute has presented some phase 
of electric cookery, refrigeration, 
lighting or air conditioning before 
numerous public gatherings, Parent- 
Teacher Associations, school children, 
women’s clubs and other civic groups. 
These demonstrations are classified 
as follows: 

102 cooking classes—total attend- 
ance 5,884. 

Better Light-Better Sight story and 
demonstration—30 groups, 3,740 at- 
tend. 

Electric cooking schools sponsored 
by local newspaper with the coopera- 


as 


7 
60 
51 

6 
95 
58 
11 


tion of the Electric Institute—4 
classes, 5,758 attendance. 

53 Cooking schools held in dealers’ 
places of business totaling 6,506 at- 
tend. 

21 Training classes for salesmen— 
439 attendance. 

49 industry meetings—631 attend- 
ance. 

During the year 1936 the Electric 
Institute has carried on a series of 
seasonal promotions designed to con- 
centrate the public’s attention on par- 
ticular electrical items handled by its 
members. Visitors to the Electric 
Institute during these various exhibits 
of electrical equipment total well over 
the one-half million mark. 

Approximately 90% of the various 
electrical outlets of the Washington 
area participate in these cooperative 
programs. The Electric Institute 
opened its doors May 1, 1934 with a 
total membership of 81. November 
30, 1936 membership—149. 


ADDITIONAL 


To supplement the figures on 
sales and saturation of electrical ap- 


pliances for the entire country, | 


ELECTRICAL MERCHANDIS- 
ING herewith presents more de- 
tailed studies of various important 
geographic trading areas. Wher- 
ever figures were available, we have 
tried to obtain them. Basic market 
data is given in most cases and, in 
many, comparative sales figures on 
major appliances for 1935 and 1°36. 
In addition to the studies of Wash- 
ington, D. C. and San Francisco 
which appear above, the follow ng 
markets are analyzed: 


Page 
Salt Lake City and Utah il 
San Diego 42 
Reno and Nevada 38 
Idaho 63 
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Northern California 


$17,036,000 worth of appliances were 
sold by 1,153 dealers to 560,000 do- 
mestic customers on the lines of the 
Pacific Gas & Electric Company in San 
Francisco and surrounding territory. 


OMPLETION of the San 

Francisco-Oakland Bay Bridge, 

progress on the second great 
bridge across the Golden Gate, and a 
maritime strike which tied up the San 
Francisco waterfront over a period of 
some duration were outstanding fea- 
tures of the situation during 1936 in 
the Pacific Central district. One has 
seemed to offset the other, so, in spite 
of the closing of a number of fac- 
tories, unable to obtain raw materials 
or to ship finished products on account 
of the tie-up of shipping, business on 
the whole in this area is reported as 
excellent. 

The Pacific Gas and Electric Com- 
pany serves an area in northern Cali- 
fornia, of which the San Francisco 
metropolitan district represents the 
main center of population. There are 
560,000 domestic consumers on the 
company’s lines, an increase of 17,301 
over the corresponding figure for 1935. 
These customers used an average of 


780 kw.-hr. per home annually in 
1936, as against 731 kw.-hr., which 
MARKETS 

PAGE 
69 
Riverside, Cal., Imperial Valley........ 66 
Kansas City, Mo 90 
Spokane and Eastern Washington........ 82 
Springfield and Western Mass........... K+ 
Minneapolis and the Central Northwest 118 
Fresno and the San Joaquin cory" <a 122 
Washington and Eastern Oregon........ 130 
Southern California..................... 78 
Northern Washington................... 126 
Southern Colorado .................... 132 


ELECTRICAL MERCHANDISING—JANUARY, 


H. M. CRAWFORD 
General Sales Manager, Pacific Gas 
& Electric Company 


was the average in 1935. About 475,- 
000 radio sets are in operation in this 
district. Electric service was given 
95,157 rural homes,—that is, some- 
what less than one sixth of the entire 
number of homes served are located 


B. W. REYNOLDS 
Promotion Director, Electric Appliance 
Society of Northern California 


outside of cities. There are 161 elec- 
trical distributors serving this area 
and 1,153 dealers. 

During 1936 some $17,036,358 worth 
of electrical appliances were sold, di- 
vided by units about as follows: 


ELECTRIC APPLIANCE SALES—COMPANY AND DEALERS 
(San Joaquin Light & Power Corp. area not included) 


Unit Sales Dollar Satura- 

~ value, tion 

Appliance 1936 1935 1936 sales in % 
Electric Range.......... 3,969 3,213 $436 590 7.0 
Electric Water Htr....... 2,651 2,439 198 4.1 
Major Air Heaters........... 957 857 28 710 1.9 
Auxiliary Air Heaters........ 8 ,998 7,834 
Domestic Refrigerators... 48 ,171 37,616 7,707 360 33.0 
Dish Washers......... 266 130 
Washing Machines......... 36 ,513 30,337 2,555,910 47.2 
vis 11 ,012 9 348 660 .720 6.0 
Vacuum Cleamers.................. 26 ,095 21 ,880 913 325 58.0 

Total... $17,036,358 


It is estimated that the utility was 
responsible for about 2 per cent of this 
business; that some 60 per cent of it 
went through department stores; that 
furniture stores did another 20 per 
cent; specialty dealers, 13 per cent; 
and hardware stores about 5 per cent. 

Replacement figures are not avail- 
able for most appliances, but a guess 
places the figure of refrigerators which 
replaced old models at about 10 per 
cent. Of the 3,969 electric ranges 


1937 


which were sold in Pacific Gas & 
Electric territory, 60 per cent replaced 
wood, coal or oil cooking appliances, 
10 per cent replaced competitive gas 
(Butane, etc.), 20 per cent went into 
new homes, 7 per cent replaced old 
electric ranges, 3 per cent went into 
summer cottages and similar establish- 
ments. 

The company installs wiring for 
electric ranges and water heaters at 
flat prices ranging from $20 to $40, 


depending on the territory. (The high 
flat prices are due to ordinance restric- 
tions in the metropolitan areas.) Elec- 
tric water heaters are installed free 
where an electric range is already in- 
stalled or when installed in conjunc- 
tion with an electric range. A trade-in 
allowance of $20 is made when elec- 
tric ranges replace competitive cook- 
ing equipment. This $20 trade-in al- 
lowance takes care of the flat wiring 
charge for wiring which is $20 in all 
rural territory. That is, it amounts 
to installing the wiring free where 
competitive cooking equipment is re- 
placed. Where no charge in wiring is 
necessary, a trade-in allowance of $7 
is made when an electric range re- 
places competitive cooking equipment. 
A $5 trade-in allowance is made when 
an electric heater replaces competitive 
equipment. Arrangements have been 
made with dealers so that they can 
quote the same terms as the power 
company. 

The utility promotes a 3-kw., 32- 
gal. automatic water heater, which is 
installed with an automatic load 
limitor between the range and water 
heater, which permits the customer to 
obtain a $1 rate for water heating. 
Arrangements with dealers permit 
them to sell at the same prices and 
give the same terms. 

A considerable number of air condi- 
tioning installations have been made 
in Pacific Gas & Electric Company’s 
territory. Previous to 1936, 808 in- 
stallations had been made, totalling 
5,564 hp. During the first ten months 
of 1936, 250 more installations were 
made, totalling 1,893 hp. At the end 
of October, 1936, therefore, the num- 
ber of air conditioning plants on 

(Please turn to page 26) 
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Hew Washer and Ironer Models (55 of trem) 


Desigms (eye appeat plus) 

New. Three Color Finishes (signe seuers) 
New Features (order magnets) 

Hew Lifetime Guarantee 


Finance Plan Find out 
Commercial Credit ) i a 


Company 


Advertising and 
Sales Promotion 


Hew Ideas Everywhere 
( are 1937 Thor) 
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PROVEN PROFIT PROTECTION 


bring back “the _ 
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Started in 1936, now proven sound and practical. 


Ordinary agitators for dealers who want to “meet 
the price”— 


The exclusive, patented Thor GENTLE HAND. 


It removes the possibility of price comparison— 
thereby— 


GENTLE HAND protects your profits. 


And justifies your profit by giving your customer 
superlative satisfaction. 


IMPORTANT SUGGESTION. Take a little 


time off and interview a few women actually 
using Thor GENTLE HAND Washers. It will pay 
you to get the startling facts first hand. 


HURLEY MACHINE COMPANY, CHICAGO, ILL. 


HURLEY MACHINE COMPANY 
54th Ave. & Cermak Road, Chicago 
Please send me 


0 Inside facts on the new 1937 Thor story and 
Protected Profits 


Bemd the 
Coupon tor 
1937 Ther 


g o d I d **Stow-a-way” Ironer information 
Address 
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GENERAL ELECTRI 


Washington AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


NATIONAL ELECTRIC SUPPLY CO. 


1328-30 New York Ave., N. W. 
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Northern and Central California 
& Western Nevada rea 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


‘The Line That Sells FOR You 


C SUPPLY CORP. 


San Francisco — Oakland — Sacramento 


Washington, D. C. 


IMPORTANT MARKETS 


Northern California 


P. G. & E. lines had reached 1,058, or 
a load of 7,457 hp. 

Rates in the San Francisco Bay 
area call for a service charge of 40 
cents, with an initial block of 40 
kw.-hr. at 4 cents, dropping to 2.5 
cents for the next 200 kw.-hr., with 
all excess at 1.5 cents. Other incor- 
porated cities have a 50 cents service 
charge, while rural rates have a 70 
cents service charge and start at 5 
cents for the first 40 kw.-hr., 3 cents 
for the next 160 and 1.5 cents for all 
in excess of this amount. Electric 
water heating added to the range in- 
stallation takes the regular service 
charge, plus the first two service 
blocks, dropping then to 1 cent per 
kw.-hr. for all in excess. 

There were two outstanding cam- 
paigns conducted during 1936 in the 
P. G. & E. territory. The first of these 
was a three-months’ campaign ter- 
minating on March 31, the expiration 
date of the liberal terms provided for 
the purchase of all appliances by the 
F. H. A. financing plan. This was 
called the “Farewell to F. H. A. Cam- 
paign,” and was an industry affair in- 
volving all electric and gas dealers, 
distributors and manufacturers in this 
territory. Although the campaign was 
a little late in getting started, accord- 
ing to H. M. Crawford, general sales 
manager of the Pacific Gas & Electric 
Company, they were successful in ex- 
ceeding a quota of $3,000,000 in ap- 
pliance merchandise volume financed 
under the F. H. A. plan. Other sales 
made during this time, not financed 
through the F.H.A., would have added 
another $2,000,000 per month to this 
figure, had they been counted. 

March was the outstanding month 
of the campaign, as people rushed in 
to get under the wire. As a measure 
of accomplishment, it might be men- 
tioned that 6,055 domestic electric re- 
frigerators were sold during the month 
of March, 1936, compared to 2,210 
sold during March, 1935, or an in- 
crease of 183 per cent; 3,410 washing 
machines for March, 1936 compared 
with 2,116 for March, 1935; while 
ironers, of which 621 had been sold 
during March of the previous year, 
reached a figure for the corresponding 
period in 1936 or 1,170. A deluge of 
effective advertising was carried on 
throughout the territory in some 300 
newspapers. Sample checks of adver- 
tising used by the industry indicated 
a 62 per cent increase for March 1936 
over March 1935. The results of the 
campaign were very gratifying to all 
concerned, and, according to Mr. 


Crawford, definitely indicated what. 


can be accomplished by a united in- 
dustry campaign when the right kind 
of effort is put behind it. 

The second outstanding campaign 
held during 1936 was the Domestic 
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Electric Refrigeration Campaign, con- 
ducted under the sponsorship of the 
Electric Appliance Society of North- 
ern California and in cooperation with 
the Pacific Gas & Electric Company. 
This campaign was carried on during 
the month of July, a period when re- 
frigeration sales usually drop off con- 
siderably from the peak sales of June 
—and was designed to reverse this 
trend, if possible. 

In 1935 a refrigeration campaign 
had been conducted during May, and 
while it was considered highly suc- 
cessful, the fact that it was part of 
the natural seasonal upward trend 
made it difficult to estimate its value. 
During the 1936 drive, sample checks 
indicated that approximately 100 per 
cent more refrigeration advertising 
was done by the industry than during 
July, 1935. In addition there were 
thousands of column-inches devoted 
to special publicity on refrigeration in 
special sections of local papers. Re- 
sults showed that 6,116 domestic elec- 
tric refrigerators were sold in this 
month of usual low sales, compared 
with 5,067 for the same month in 1935, 
or an increase of 21 per cent. Thus, 
the significant thing about this indus- 
try effort was the 12.6 per cent in- 
crease over the June sales volume of 
5,435 refrigerators sold. This com- 
pares with a decrease in July, 1935 
from June, 1935 of 29 per cent in sales 
volume, in other words, the favorable 
sales differential to be credited to this 
1936 campaign was 41 per cent. Mr. 
Crawford states: “We were unusually 
pleased with the results of this cam- 
paign as it demonstrated to us the 
possibilities of offsetting what we are 
prone to call seasonal trends. It like- 
wise demonstrated to the entire re- 
frigeration industry in our territory 
that we should give more thought to 
offsetting unfavorable seasonal trends 
and not be so anxious to accept them 
as always necessary.” 

Power company plans for the com- 
ing year call for considerably in- 
creased quotas, based on better pur- 
chasing power throughout the terri- 
tory, and on the @mproved economic 
situation. Quotas, for 1937 on the 
major appliances, for both power com- 
pany and dealers, are given herewith: 


Electric Ranges............ 4.622 
Electric Water Heaters... .. 3,088 
Refrigerators.............. 46 ,000 


The cooperative agency which serves 
this entire territory is the Electric Ap- 
pliance Society of Northern California 
of which B. W. Reynolds is sales pro- 
motion director. 
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Only Universal Cooler offers this full coverage of what your 
customers want... and expect... at lower prices!!! @ Universal 
Cooler progress is carried to NEW highs in these 15th Anniversary 
Models. @ Cash in on the advantages this old, well established 
organization offers in household refrigerators. Send for the facts. 


Yj 
=| 


out the entire cabinet . . . vegetables 
there is less drying out of foods 


Read these sales making features...Learn how Universal 
Cooler can increase your sales... Make more money for you 


UNE! or While 


UNIVERSAL COOLER CORPORATION, DETROIT, MICHIGAN 


and in Canada, Brantford, Ont. 


omestic Sales Department 
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Your customers want Timers 


A steric AN H, ME Yesterday’s luxury is today’s necessity. Women are learning the great con- 
‘on A HoUseKeeDINE venience, economy and safety of time control devices on electrical appliances 
—and, moreover, they are learning that such time control devices are worth- 
while, only if they are always and eternally reliable. Because of the wide- 
spread adoption of Mark-Time current-cut-off Switch, and the Mark-Time Clock 
Vatcher (musical chime signal), they have accepted these devices as standard. 


: = National advertising appearing in Good Housekeeping, American Home, Me- 
a= Calls, Woman’s Home Companion and Pictorial Review, with a total of over 
or ten million monthly circulation, directs the consumer to you for electrical ap- 
sin: ais: inalliion tos pliances with Mark-Time Switches as standard equipment, and for the port- 
able Mark-Time Switch, or the Mark-Time Clock Watcher. 
ey of more than M. H. RHODES INC. - ROCKEFELLER CENTER - NEW YORK, N. Y. 


CANADA: AMALGAMATED ELECTRIC CORPORATION, LTD., TORONTO 
OFFICES IN PRINCIPAL CITIES. IF NOT LISTED, CALL INFORMATION. 
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This is the Mark-Time Clock 
Watcher. It may be had separ- 
ately or as a set, including salt 
and pepper shakers to match. The 
Clock Watcher sounds off, not 
with an alarm clock clatter, but 
with a pleasant musical chime, 
easily heard all over the house. It 
is a faithful guardian of minutes; 
with hundreds of daily uses. 
Ideal as gifts and bridge prizes. 
This is the type of non-electri- 
cal time-control signal that has 
been adopted by a large number 
of range manufacturers as stand- 
ard equipment. 


“*HEARD FURTHER 
YET ANNOYS LESS’’ 


MARK- 


Mark-Time Products are covered by more fhaw 20 


How 
Pays you profit! 


First, because appliances, ranges, wash- 
ing machines, sun lamps, and a host of 
other household products equipped with 
the Mark-Time Time-Control units are 
easier to sell. Don’t take our word for it. 
Listen to a sales executive of the Roper 
Manufacturing Company (ranges) who 
says “there is a definite . . . preference 


for Mark-Time.” 


Second, because every purchaser of any 
type of appliance or household product, 
not equipped with Mark-Time, is a pros- 
pect for an additional sale—a Mark- 
Time Portable Switch. Simply by plug- 


< 
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our attractive wholesale deal. 


This is the dial of the Mark-Time 
Current cut-dff unit, shown at the 
left, as it appears on many types 
of electrical products. Look for the 
name Mark-Time on the pointer. 


The same unit, but detached, and 
equipped with cord and plug for 
use on appliances not equipped 
with the Mark-Time Switch. 


ging it into the circuit, an automatic, 
time-controlled current cut-off unit is 
provided. 

Third, by selling the Mark-Time Clock 
Watcher (illustrated below)—the time 
control device that sounds a cheery, 
musical chime at whatever time is in- 
dicated by the hand on the dial. 

All of these Mark-Time products were 
originated by us. We are the only ex- 
clusive time control device manufac- 
turers. We have perfected a simple, 
fool-proof type of mechanism that will 
last almost forever without service. 


IF YOU HAVE NOT YET STOCKED MARK-TIME PRODUCTS ASK 


YOUR JOBBER TO SUPPLY YOU. JoBBER’s: Get the details of 


> 
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Northeast 
8”-10"-12” 
Low Prices! 


Aircirculators 
24”.30" 

Provide new 

Markets! 


1. Fans with Quality 


and Profit Appeal 


2. Fans with Price and 


Profit Appeal 


3. Air circulators that 


will bring new 
volume 


Then, too, there are Ceiling and 


Ventilating Fans, including new 


Double-Blower Type Ventilators. 
A complete Delco Line with which 


you can solve cooling and ventila- 


ting problems more easily, more 


satisfactorily, and more profitably 


than 


ever before. 


Send for the New 1937 Catalog. 
Get the details. Examine the mer- 


chandising possibilities. Find out 


about the attractive Window 


lays, Booklets, Folders, Posters 


Mailing Pieces which Delco 


furnishes to boost your sales and 
profits. 
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IMPORTANT 


Dealers and the Public Service of 
Colorado sold 12,221 major ap- 
pliances to the 104,000 domestic 
customers on the lines of the com- 


pany in'’36—a $3,500,000 market 


HE present number of domestic 

consumers in this district is 104,- 
247 which represents an increase of 
4,048 over 1935. 

The average residential consump- 
tion for 1936 will be 570 KWH 
which compares with 534 KWH in 
1935. 

The following is our estimate on 
the proportion of the above figures 
which are replacement sales: 


Water Heaters ............ 0% 
10% 
12% 
20% 
0% 


An estimate on the degree of satur- 
ation of major appliances is as fol- 
lows: 


30% 
4% 
85% 


A very rough estimate of aggregate 
volume, in dollars, of domestic elec- 
tric appliance business in this territory 
for 1936 is $3,500,000.00. 

There are fifteen electric distribu- 
tors in this territory and 143 electric 
dealers. 

An estimate on the probable dis- 
tribution of the domestic electric ap- 
pliance business in this territory is as 
follows: 


25% 
Department Stores ......... 25% 
Furniture Stores ........... 20% 
Hardware Stores .......... 15% 
Speciality Dealers .......... 15% 


One Laundry Campaign in May 
and June netted 239 units. 

One Refrigerator Campaign in 
April, May and June netted 1348 
units. 

One I.E.S. Campaign in March and 
April netted 4519 units. 

One LE.S. Campaign during the 
last four months in the year netted 
4200 units. 


MAJOR APPLIANCE SALES BY UNITS FOR 1936 


Utility Company 


Electric Water Heaters......... 35 
289 
310 
10132 


Dealers (Estimated) 
200 


Electric Water Heaters......... 10 
7500 
850 
3000 
300 
6000 
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“In Denver, says G. B. Buck, gen- 
eral commercial manager, Public 
Service of Colorado, we are operat- 
ing an Electric Institute which car- 
ries on a continuous exhibition of 
the latest development in lighting, 
electric cookery and other electric ap- 
pliances. There will be approximately 
25,000 people who will have visited 
this Institute during the year 1936. 
At this Institute, various women’s 
clubs and other organizations are in- 
vited to hold their regular meetings. 

“We are now conducting an Elec- 
trical Jubilee show in conjunction 
with all of the principal dealers in 
electric appliances. A large down- 
town vacant store building has been 
rented for a period of one week. 
Booth space has been allotted to each 
exhibitor in which to display any 
item of electric merchandise which he 
wishes to show. Attendance is en- 
couraged by pie baking contests, door 
prizes and special entertainment at 
each show. The exhibition is open 
four hours every afternoon and three 
hours every evening for a five day 
period. Judging from results from last 


year’s show of the same type, we ex-. 


mestic rates. However, the following 

schedule may serve as a rough aver- 

age for the entire territory and will 
show the form of rate generally used: 

Rate (Net) 

A minimum charge per meter, per 
(which entitles the customer to 
the use of 10 kwh) 

Next 30 kwh used per month, per 


Next 60 kwh used per month, per 

Next 150 kwh used per month, 

All additional kwh used per 


.02 

On account of our being a combina- 
tion company in the larger part of 
our territory, we have no outstanding 
inducements for the installation of 
electric ranges. We take care of a 
portion of the cost of the wiring, the 
balance being included in the sale 
price for the range. We have no rent 
plan but we do extend time payments 


on purchases to as long as four years. | 
A spot check taken in Denver by | 


the University of Denver School of 


Commerce in April shows that of | 


those families with incomes ranging 


A December activity at Denver: a mince-pie baking contest where electric 
rotaters were used exclusively. 


pect an attendance of approximately 
10,000 who will be given the oppor- 
tunity of seeing all of the latest type 
of electrical merchandise just at the 
time they are trying to decide on 
Chrismas gifts. This show helps to 
advertise our December “Give Some- 
thing Electrical for Christmas” cam- 
paign which has been carried on 
every year in cooperation with all 
other electrical dealers. Banners, 
group advertising, billboards, window 
display contests and other special 
stunts are used to put the slogan in 
the public eye. 

“On account of the fact that this 
is a combination company, we have 
no special water heater rates except 
in one of our small outside districts 
where a flat rate of .0lc per kwh is 
offered for off peak water heating 
with type and size of heater subject 
to approval by the company. 

“On account of the fact that we 
operate in approximately 125 towns 
scattered throughout the state, there 
is considerable variation in our do- 


between $500.00 and $2,000.00 per 
year. 

68.0% own radios 

70.2% own automobiles 

36 % own their own homes 

62.3% use telephones 

81.1% pay life insurance premiums 

Denver’s representative employee 
family, as determined by the wage 
earner and clerical sample which was 
taken, received an average total in- 
come of $1,513.00 per year, of which 
is spent $1,447.00 leaving an average 
yearly surplus of $66.00 per family. 

The proportion of urban to rural 
customers is 104,247 to 2,661. 

The general plans for 1937 include 
the continuation of the various ac- 
tivities heretofore described but on a 
larger scale. 

The major electrical cooperative 
agencies in this territory are the Rocky 
Mountain Electrical Association and 
the Electrical League of Colorado. 
The secretary for each of these asso- 


_ciations is Mr. George E. Lewis with 


offices in the Gas and Electric Build- 
ing, Denver, Colorado. 
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Rhode Island and Southeastern 
Massachusetts 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


PULVER COOK, INC. 


72 South Main Street Providence, R. I. 


Noxtheas tezn New York 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


A. WAYNE MERRIAM, INC. 


136 Erie Boulevard Schenectady, N. Y. 
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Electrical dealers in 
the Philadelphia 
area sold $15,339,- 
000 worth of appli- 
ances to 557,800 


domestic customers 


on the lines of the 
Philadelphia Electric 
Company in 1936 


GEORGE R. CONOVER 


Managing Director 
Electrical Association of Philadelphia 


Te Electrical Association of 
Philadelphia, located in the 
Architects Building, Philadel- 
phia, is the medium through which 
various promotional activities, de- 
signed to stimulate the sales of major 
electrical appliances in the Philadel- 
phia metropolitan trading area, are 
conducted. 

The main objective of this Asso- 
ciation is to harmonize the electrical 
industry within itself and with the 
public it serves. By harmony within 
itself is meant, that complete mutual 
understanding of problems and ob- 
jectives of one branch of the industry 
by the other and an appreciation of 
that preponderance of community in- 
terest which warrants an active policy 
of give and take in such fields of over- 
lapping interest which are always 
present in any industry. 

Chief among the aims and pur- 
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poses of this Association is the de- 
velopment of the market for the sale 
of major electrical appliances in the 
Philadelphia metropolitan territory, 
through the medium of various co- 
operative promotional campaigns, 
electric and radio show, electric re- 
frigeration shows, manufacturers’ 
show, and in general to do such pro- 
motional work of an educational char- 
acter as will create a wider market 
for the electrical industry or any 
group in it. 

The following is an outline of basic 
statistical data and results secured 
from various cooperative promotional 
activities of this Association in the 
territory which it serves, namely: 
Bucks, Chester, Delaware, Montgom- 
ery and Philadelphia Counties. 

Estimated figures on sales of major 
electrical appliances as received from 
manufacturers, distributors, utility 
company, etc., are shown below: 

The local utility company report 
shows a total of 557,800 domestic 
customers in the territory at present. 

An estimate of the aggregate vol- 
ume of domestic electric appliance 
business in this territory for the year 
1936 will show an average of $27.50 
per domestic meter and on this basis 


Philadelphia 


would total the sum of $15,339,500.00. 
Basic market data for this territory, 


compiled from a recent analysis, 
shows the following: 


Counties 


Automobiles Homes with Radio Telephones 


(Passenger cars) 


18,000 
27,875 26,500 12,342 
64,738 62,500 36,904 
64,129 60,000 40,026 
231,991 430,300 182,778 
412,191 597,300 280,410 


The estimated degree of saturation 
on the various major electrical ap- 
pliances in the Philadelphia territory 
is the following: 


Electric Refrigerators ............. 50% 
Electric Water Heaters........... 2.0% 
93.0% 
Washing Machines ............... 49.0% 


The average residential consump- 
tion of electric current per domestic 
meter in this territory over a period 
of the last five years shows the fol- 
lowing : 

1932 — 625 KWH 
1933 — 645 KWH 
1934 — 675 KWH 
1935 — 718 KWH 
1936 — 793 KWH 


ESTIMATED FIGURES ON MAJOR APPLIANCE SALES 


Electric Refrigerators 
Electric Ranges (including rentals)....... 
Electric Water Heaters (including rentals) 


1935 1936 

47,091 58,000 

3,147 
9,838 14,210 
31,640 34,120 
34,780 
3,670 3,810 


In compiling an analysis of the per- 
centage of the major electrical appli- 
ance business by the various retail 
outlets in the territory, we find the 
following result: 


Specialty Dealers 34% 
Department Stores ................ 27% 
6% 


According to figures received from 
the local utility company, 93% of the 
domestic customers are of the urban 
classification and 7% are rural cus- 
tomers. 

The domestic electric rate figures 
effective in this territory are the fol- 
lowing : 


Philadelphia City 
75¢ for first 10 KW 
5¢ per KW for next 40 
3¢ per KW for next 75 
2¢ per KW for excess of 125 


Suburban Area 


8¢ per KW for first 12 
5¢ per KW for next 43 
3¢ per KW for next 70 
2¢ per KW for excess of 125 


There are no special range rates 
in this territory in addition to the 
(Please turn to page 37) 
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WASHER 
, ONE THIRTY SEVEN 


GAIN in 1937 ABC leads with another ‘‘Top Line’’ of precision built ABC Washers and 

[\ Ironers. ABC has always had the reputation of building America’s Leading Line of Washers 

d Ironers and ABC’s growth over a period of twenty-eight years has been steady and con- 

sistent. In 1936 ABC shattered all previous sales records ...the large, modern ABC Factory 
operated to capacity throughout the year and ABC sales climbed to new heights. 


In the ABC 1937 “‘Top Line,’’ appliance dealers have a fast selling, complete line of Washers 
and Ironers with the lowest proven record of upkeep and repair costs ...a Line backed by un- 
equaled profit opportunities . . . nation-wide consumer acceptance... outstanding merchandis- 
ing plans. A line that builds bigger profits for you and delivers the highest quality merchandise available to your 


customers . . . enabling you to build a solid foundation for successful operation . . . A Satisfied Customer With Every 
ABC Sale! 


Look at these sensational ABC Washers and Ironers pictured above... here is saleable merchandise with Eye 
Appeal and with MORE worthwhile safety and convenience features than ever before offered. 


From the strikingly, yet pleasingly modern ABC Spinner Model 177 down to the ABC Model 117 Washer... and 
from the ABC DeLuxe Console Cabinet Ironer Model YA down to the ABC Roll-About Ironer 
Model RA . . . every model is an outstanding leader in its price class. There is a model ABC Washer 
and ABC Ironer for every home and purse. . . no sale need be lost. 


ABC Heavy Duty Washer — One Fifty-Seven — The world's greatest Washer value, has more 
exclusive safety and convenience features than any washer ever built. Modernly designed... 
equipped with a new, sturdy, All-Aluminum Wringer with Finger-Tip control . . . new ABC French 
Type Agitator Washing Principle ...One Piece, Girder Type, All-Steel Chassis. ..and many 
other features that are years ahead .. . RIGHT NOW ! 
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The new, modern, stream-lined ABC Spinner One Seventy-Seven is the most beautiful Washer 
ever built. Truly the last word in modern home laundry equipment. The complete home laundry unit 
that Washes, Rinses, Blues and Damp-Dries the clothes. There is but one Spinner . . . ABC builds it! 


ABC Heavy Duty Washer—One Thirty-Seven is an extra-large capacity, big value, medium priced 
Washer, with a world of outstanding exclusive ABC safety and convenience features. 

The ABC One Seventeen is the unquestioned leader in the low priced Washer field. Equipped with 
ABC patented, heavy-duty wringer, Finger-Touch clothes feeder, French Type Agitator washing prin- 
ciple, and many other outstanding advantages. 

ABC DeLuxe Console Cabinet Ironer Model YA is the Ironer that has ‘‘everything”’ . . . including 
beautiful, gleaming white, porcelain-top deluxe cabinet that swings out . . . thermostatic heat controls 
. . . two-speed roll control . . . and many other added conveniences. The World’s Greatest Ironer Value! 

ABC Roll-About Ironer Model RA—is full featured... fully automatic... unquestionably the finest low priced 
Ironer ever offered. 

ABC Cabinet Ironer Model TA—Has porcelain top cabinet that swings out at right angles, forming ample shelf 
space for finished and ready-to-iron clothes. Finished in gleaming white, it sets an entirely new standard for cabinet 
style Ironers. 

ABC Farm Washer Model One Thirty-Seven-G is a Heavy Duty, Extra Large capacity Farm Washer . . . ABC Model 
One Seventeen-G is a standard capacity, high quality, lower priced Farm Washer . . . Both models equipped with the 
sensational Iron Horse 4-cycle gasoline engine. 

ABC Washers and Ironers are precision built and will give Years of lasting, trouble-free service. The Trend to ABC 
Sweeps On...A Line that is complete... in Performance... in Product ...in Merchandising Plans—and backed 
by a new, Limited, Non-Recourse Finance Plan. 
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dramatic, attention-compelling, sales- 
producing newspaper advertising ma- 
terial. Advertisements that will bring 
customers into your store, pave the 
way for your salesmen’s calls, and 
help increase your profits from the 
sale of ABC Washers and Ironers. In 
addition, a complete publicity staff 
is at your service for special material. 


NEWSPAPERS 


ABC has available for ABC Dealers 


RADIO 


ABC offers to dealers especially 


prepared radio continuity that has 
been pre-tested, including spot an- 
nouncements, 
tions (records), and other radio pro- 
motion material that will enable you 
to increase your sales of ABC Wash- 
ers and Ironers through the use of 
this powerful medium. 


electrical transcrip- 


3 BILLBOARDS 


Wherever your prospective custom- 


ers go, ABC billboard posters will help 
to identify your store as headquarters 
for ABC... America’s Leading Wash- 
ers and Ironers. The new ABC twenty- 
four sheet posters are more colorful 
and more sales compelling than ever. 


4 DISPLAYS 


Unquestionably the new 1937 ABC 


window and floor display material is 
the most attractive, the most effect- 
ive ever designed. Action is given a 
dominant part in the new 1937 ABC 
Washer and Ironer displays. These 
are powerful sales aids for ABC Deal- 
ers... sure-fire sales clinchers at 
the point of sale. 


5 DEALER HELPS 


Elaborate ABC sales promotion ma- 


terial for 1937 is now complete and 
ready for you. Sales Manuals, Sales 
Training Sound Films, Folders, Cir- 
culars, Broadsides, Posters, Instruc- 
tion Booklets, Laundry Cost Charts, 
Sound Trailer Films for Theatres, 
Sales Contest Ideas, and other sales 
promotional material will guide your 
salesmen to more profitable selling. 


‘ 


FACTORY AND MAIN OFFICE ‘ 


ABC Promotional Plans 


In addition to the sensational 1937 ABC ‘‘Top Line’’ of 
merchandise which is not only outstanding... priced 
right . . . and fast selling, the ABC Franchise brings 
to ABC dealers the finest, most colorful and attractive 
advertising and sales promotion helps and the most out- 
standing merchandising plans ever offered . . . including 
the ABC Store-To-Your-Door promotion selling plan that 
enables dealers to sell more ABC Washers and Ironers ata 
greater PROFIT and at a Lower Selling Cost. You owe it 
to yourself to get all the facts about the new ABC Sensa- 
tional ‘‘Top Line’’ for 1937 and ABC’s 1937 merchandis- 
ing plans. 


ABC Finance Plan 


ABC ANNOUNCES A NEW, LIMITED, NON-RECOURSE 
FINANCE PLAN 


Through cooperation with Commercial Investment 
Trust Corporation (C.I.T.), with branches in 148 leading 
cities, ABC offers to dealers a new, limited, non-recourse 
finance plan for financing retail sales of ABC .. . America's 
Leading Washers and Ironers. 


This new ABC Finance Plan increases your credit 
resources, reduces losses due to repossession to a mini- 
mum, eliminates contingent liabilities and makes avail- 
able to dealers and customers the lowest interest charge. 
You get all your money when the sale is completed and 
the contract accepted, without deduction for credit 
reserve. 


REDUCES LOSSES TO A MINIMUM 


The dealer is relieved of further responsibility after 
thedown payment and four monthly payments have 
been made by purchaser. Eliminates losses due to reverts. 


INCREASES YOUR CREDIT RESOURCES 


Due to lessened obligations for collections under this 
new plan, ABC dealers’ credit resources are strengthened 
and increased by the short term responsibility. 


LIABILITY IS ELIMINATED 


After four regular payments have been made by the 
purchaser, the dealer is completely relieved of any con- 
tingent liability. As a result a marked improvement will 
be shown in your financial statement. 


INTEREST CHARGES ARE LOW 


Assuring a permanent profit to ABC dealers, this new 
ABC Finance Plan makes available to both the dealer 
and the customer the lowest charges for interest of any 
nation-wide finance company. 


For complete details about this new ABC Finance Plan 
consult your nearest C. I. T. Branch, or write to Altorfer 
Bros. Company, Peoria, Illinois. 


ABC... A Valuable Franchise 


The ABC Franchise for 1937 holds the greatest profit 
opportunity for aggressive appliance dealers of any year 
in our history, great as they all have been. Why be satis- 
fied with any but the Leading Line? Write or wire now 
for full information about the ABC Dealer Franchise. 


ALTORFER BROS. COMPANY 


Creators and Builders of ABC Household Appliances Since 1909 
PEORIA, ILLINOIS 
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above. However, a special Ic. per 
KWH off-peak rate for water heating 
is in effect with a minimum charge 
of $1.00 per month. 

In addition to the above basic in- 
formation listed, there are various 


promotional activities instituted by the | 
Association throughout the year, along 


with publicity release stories, contain- 
ing detailed information as to results 
secured, plan of operation, and vari- 
ous other features involved in the pro- 
motional activities of the Association 
throughout the year. This informa- 
tion includes the following: 


Electric Refrigeration 
Campaigns 


Electrical refrigeration shows were 
conducted in Philadelphia, Pottstown 
and Chester, Pa., during the month 
of March. The Philadelphia exhibit 
attracted 25,000 people during the 
week it was held and an all-time sales 
record was hung up with the sale of 
625 refrigerators by exhibitor mem- 
bers. More than 10,000 attended the 
Chester show. 


Cleaner Campaign 


April was devoted to a special ac- 
tivity on vacuum cleaners despite the 
fact that Philadelphia has a 72 per 
cent cleaner saturation. The cam- 
paign resulted in the sale of 3,992 
new floor model cleaners at an aver- 
age retail price of $43.72—a business 
worth $175,000 at retail. Similar 
activities conducted in 1933, 1934 and 
1935 resulted in sales of 1,310 units, 
2,374 units and 2,870 units respec- 
tively. 


Air Conditioning 


There were 217 air conditioning 
installations made in Philadelphia in 
1936 compared to 138 during 1935. 
Spring and summer were timed for 
newspaper campaigns of an educa- 
tional nature. The Air Conditioning 
Division of the Association is headed 
by J. Frank Gaskill of the Philadel- 
phia Electric Co. 


Other Activities 


In addition to the campaigns men- 
tioned above, the Philadelphia Elec- 
trical Association put on their usual 
Electrical Progress Exhibit, had a 
cooperative sales program on electric 
ranges which included a rental propo- 
sition and an aluminum ware offer; 
sponsored a kitchen modernization 
activity already reported in these 
pages; put on the Ninth Annual Ra- 
dio and Electrical Show—a feature 
that has become a definite part of 
the Philadelphia scene; had a “Give 
Electrical Gifts” program for the 
Christmas season. In addition, a fall 
lamp campaign was part of the year’s 
activity. A full report of this will 
be found in the news section of this 
issue of the magazine. 
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ocated your store 
throug h the Classified 


Get your shate 
SC 
book cislomans’ 


There is such a thing as easy sales. 
They’re the kind that come to you 
because your business is listed in 
the Classified Directory. 

But to get your full share you 
should have adequate represen- 
tation at every classification of 
merchandise and service you offer 
and under the advertised brands 
you carry. 

One dealer writes, “We keep a 
very close count of telephone calls 
that we receive through our trade 
mark listings, and we find the re- 
sults are more than gratifying.” 

Another reports, “We can see 
more direct results and more new 
accounts from the money spent in 
the Classified than from anysimilar 
investment we have ever made.” 

For details, just call the direc- 
tory representative at your = 


“WHERE TO BUY IT” user 
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We got the shock of a lifetime the other day when one of 
our representatives mentioned the Domestic Electric Com- 
pany to the chief engineer of a large manufacturing concern 
now looking for a vacuum cleaner motor. 


“Yes!""—said the engineer, “I remember Domestic 
Electric—large producers of vacuum cleaner motors, 
and good motors, too. What ever happened to them?”’ 


Well, it’s our own fault. We shouldn’t have taken it for 
granted that everyone in the appliance business knew what 
happened. The old DOMESTIC ELECTRIC COMPANY is 
still going bigger and stronger than ever — but in 1929 the 
business was moved to Kent, Ohio, and the name was changed 
to BLACK & DECKER ELECTRIC COMPANY. 


The same men whose knowledge and skill made “Domestic 
Electric” the most respected name in the Universal Motor 
field are still doing their stuff—turning out better motors 
than ever for many leading vacuum cleaner manufacturers. 


When it comes to making satisfied customers, you can’t 
beat Black & Decker motors. Long years of satisfactory ser- 
vice—and the continued patronage of leading manufacturers 
over a long period of time — prove that beyond any doubt. 


BLACK & DECKER 


THE BLACK & DECKER CO. 
FORMERLY 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 


KENT, OHIO 
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Nevada 


FRED HODGE, 
Sales Manager, 
Sierra Pacific Power Co. 


one customer spends an average 

of forty dollars during the year 
for electrical appliances. But—when 
10,000 customers spend an average 
average per customer of forty dollars 
for electrical appliances, that should 
be news. The aggregate volume of 
domestic electric appliance business 
during 1936 will exceed $400,000 in 
the territory served by the Sierra 
Pacific Power Company. The company 
served 10,213 domestic residential 
customers as of October 31, 1936, a 
gain of 777 customers over the same 
date last year. 

The year now closing finds the elec- 
tric company enjoying the benefits 
from the third full year of its dealer 
cooperative policy. The plan in effect 
during 1936, is fundamentally that 
drawn up by Mr. H. A. Lemmon late 
in 1932, and submitted for aproval to 
the Reno Electrical Contractors Asso- 
ciation by President George A. Camp- 
bell. Its acceptance by the dealers 
organization called for the electric 
company to voluntarily withdraw from 
the sale of electrical appliances (other 
than to employees) and turn the busi- 
ness over to electrical dealers. A sys- 
tem of bonuses, advertising and other 
allowances and inducements was 
agreed upon. The only important 
change since the start has been to in- 
crease the bonuses to dealers. Yet, 
despite the increased bonuses the com- 
pany finds the cost of adding new 
business to be unusually low. Final 
figures are not yet available for 1936 
but everything points to perhaps a 
lower cost ‘this year than during 1935, 
when the cost for adding an electric 
range was found to be $8.99; the 
cost of adding a refrigerator $7.95. 

Among the many statistical proofs 
that the dealers have done a marvelous 
job of load building, is the increase in 


I: is, of course, not news when 


that “pulse rate” utilities employ to 
watch their customers—known as the 
average annual consumption per 
domestic residential consumer. As of 
December 31, 1935, this figure for the 
Sierra Pacific Power Company hit a 
new high of 1,028. Monthly increases 
have averaged about 15% and on 
December 31, 1936, the figure will be 
approximately 1180 kilowatt hours. 
The national average is less than 7(0 
kilowatt hours. 

The end of the year will show the 
electric ranges saturation to be about 
45% and the electric refrigerator 
saturation about 50%. About 65% of 
the domestic customers of the Sierra 
Pacific Power Company live in Reno 
and Sparks where manutactured gas 
of the same ownership is available. 
The combined electric and gas cook- 
ing saturation will be about 70%. 
Partly because the management desires 
to protect the gas business and partly 
due to the fact that the separately 
metered electric water heating rate is 
believed too low (300 kilowatt hours 
@ 14c.—hbalance Ic.) to yield an ade- 
quate profit; electric water heating is 
not encouraged by the company. How- 
ever, Harry Linnecke, secretary of the 
Reno Electrical Contractors and Deal- 
ers Association, told us at last years 
annual dealers banquet—“You are go- 
ing to get electric water heaters 
whether you want them or not!” 
Harry was right and over 11% water 
heater saturation will probably com- 
pare favorably with most utilities. 

Another one for Ripley! Believe 
it or not—the electric contractors 
complained when the company made 
a rate reduction in May of this year. 

The old inducement rate, previously 
available only to range users, was re- 
duced and made available to all cus- 
tomers regardless of load. The deal- 
ers felt this robbed them of a special 
sales point; a cheaper rate if you buy 
an electric range. The new rate, while 
not the lowest in the country, offers 
stiff competition to the gas depart- 
ment. It reads: 


First 30 kwhrs at 6¢ (rural at 7¢) 
Next 170 kwhrs at 3.2¢ 
Balance at 2¢ 
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No service or meter charges—mini- 
mum $1.00 per meter per month re- 
gardless of connected load. 

One of the many advantages of our 
dealer cooperative plan is that it pro- 
vides an accurate check on every dealer 
and every major appliance sold. In 
order to get the bonus the dealer must 
report make, model and serial number 
of the appliance and the proper 
address of the purchaser. This in- 
formation is checked on the premises 
by a company representative. Thus 
the company knows what appliances 
displace competitive fuels, displace 
old electrical appliances etc. Similarly, 
the trade channels the sales are made 


10,213 domestic cus- 


tomers of the Sierra 
Pacific Power Com- 
pany bought $400,- 
000 worth of ap- 
pliances in 1936—and 
they are expected to 
buy over2,000 major 
appliances in 1937 if 
quotas are made. 


through are known. In this connec- 
tion it is interesting to note that the 
one basic point emphasized in jthe 
dealer cooperative plan is that the 
sale of major electric appliances 
should be encouraged through the 
electric contractor dealer. Nothing is 
done to prevent other classes of 
merchants from selling major appli- 
ances, but rather everything is done 
to encourage the electrical contractor 
dealer to sell the appliances. 

The following tables shows a com- 
parison of sales of major applicances 
in 1936 and 1935. The 1936 figures 
are 10 months actual and 2 months 
estimated. 


MAJOR APPLIANCE SALES 1935-1936 


Sold by Company Sold by Dealers Total Sales 
1936 1935 1936 1935 1936 1935 

12 8 738 678 750 686 
Refrigerators.......... 0 0 1,100 857 1,100 857 
Water Heaters........ 8 7 177 146 185 153 
Pee 0 2 107 119 107 121 


During 1936, thirty-seven firms 
reported sales of major appliances. 
Of this group twenty firms were elec- 
trical contractor dealers devoting their 
entire efforts to the electric business ; 
five firms are general mercantile 
establishments in small towns and 


\ 


— 


have been the recognized electric 
dealers for the town for years. Thus 
twenty-five out of thirty-seven report- 
ing dealers may be classed as electri- 
cal dealers—; these two groups sold 
73.8% of all the electric ranges re- 


(Please turn to next page) 
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New York 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by REX COLE, INC. 


25-11 Hunters Point Ave., Long Island City, N. Y. 
IRonsides 6-6600 
570 Lexington Ave., New York City. PLaza 3-4299 


Baltimore AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by General Electric Supply Corp. 


5 S. Gay Street Baltimore, Maryland 
Phone: Plaza 2050 
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THE EXCLUSIVE FEATURES 
OF THE BOSS ARE BUILT 
IN THE WASHER AND 
ARE NOT ADVERTISING 
AFTER-THOUGHTS! 


THE BOSS WASHER HAS 
THESE EXCLUSIVE FEATURES 


Here's fan news! The R & M “ Junior” line, a sell-out last 
year, has been improved and broadened for 1937. There's 
a brand-new 12-inch “ Junior” pictured above, oscillating 
type—built to R & M standards of guaranteed quality 
to retail for $16.95! . . . Other R & M “Juniors” sell for 
$3.45 (8-inch) and $8.95 (10-inch)... . The entire R & M 
line has been stepped up in efficiency, beauty and 
value. Write for 1937 Fan Catalog, just published. . . . 
Robbins & Myers, Springfield, Ohio; Brantford, Ontario. 


ROBBINS & MYERS 


FANS FOUNDED 1878 


MOTORS + HOISTS + CRANES «+ 
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ported. Other dealer classifications: 
Two chain or department stores, two 
furniture stores and eight miscella- 
neous dealers—garages, markets, jewel- 


CONTINUED FROM PAGE 39 


ers, etc.—having an electrical sale or 
two as a side line. The following 
table shows the percentage of the 
total sales for each group. 


SALES BY VARIOUS TRADE GROUPS 


a — Utility (employee sales)........... 
b — Department (chain) stores........ 


c — Furniture stores 


f — Miscellaneous Dealers 


| e— Electric Contractor Dealers 


Refrigerators Ranges 
0.0% 1.7% 
15.3% .3% 
10.6% 4.8% 
63.8% 87.6% 
7.5% 5.5% 


The Sierra Pacific Power Company 
has enjoyed a good saturation of elec- 


| tric ranges and refrigerators for some 


years. Many ranges are getting old 
and are being replaced by newer 
ranges. On the basis of figures 
available for the first 10 months of 
1936 we note that replacement of old 
electric ranges with new ranges has 
increased to 11% of the total sales 
reported. A breakdown of the range 
sales to date shows: 


41.5% replaced coal, 
ranges 
38.4° were installed in new homes or 
houses already wired 
11.3% replaced old electric ranges 
8.8% replaced gas ranges 


wood and oil 


Replacement of electric refrigera- 
tors is still a small item—perhaps 
2% of the total sales. When the com- 
pressor fails on an electric refrigera- 
tor, the customer usually prefers to 
buy a new compressor and install it in 
the old cabinet. This tends to hold 
replacement sales down to those cus- 
tomers who simply desire a larger 
capacity refrigerator. 

The leading manufacturers of air 
conditioning equipment are fighting 
for adequate dealer representation in 
Reno. The many fine installations in 
our theaters, banks, restaurants and 
gaming establishments have publi- 
cized air conditioning so well that the 
field has been extended to home in- 
stallations. Plans for several large 


jobs are already approved for instal- 
lation early in 1937. 

From the utility’s standpoint, major 
appliance campaigns are going on 
from February to December. At least 
one dealer seems to put on something 
“special” ; a cooking school, another a 
“carload” of refrigerators, etc. 
Frankly, as we look at our charts and 
load reports we are inclined to believe 
that the old days of seasonal cam- 
paigns are gone. Today, electric 
ranges and refrigerators are sold every 
month of the year. Certainly we make 
no attempt to classify sales as the re- 
sult of this or that school, or special 
offer. 

Our plans for 1937 show little 
change over 1936. The same dealer 
cooperative policy with regard to 
bonuses, advertising and wiring allow- 
ances etc. will be continued. The con- 
tractor dealers are making money and 
are happy—; the consumer seems 
anxious to increase his or her con- 
sumption through the increased use of 
electric appliances, new buildings are 
going up steadily, and no political agi- 
tation is visible at present. Quotas 
for next year are set at 600 electric 
ranges, 1,200 electric refrigerators, 
175 electric water heaters, 100 major 
space heaters and 10 air conditioning 
installations. The electrical contrac- 
tor dealers expect to do well in 1937 
and the Sierra Pacific Power Com- 
pany will try to help them ring the 
cash registers on half a million dollars 
worth of electric appliances. 


“He wants you to meet a couple cousins of his 
from Alaska.” 
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5. Life-time “jubrication forall 
Se SURE TO SEE THE Boss THERMO AT THE 
NATIONAL HOUSE FURNISHING SHOW IN 
CHICAGO FROM JAN. jOTH-I6TH. iT WILL BE 
YOUR BIG CHANCE TO COMPARE THE BOSS 
WITH THE ENTIRE FIELD. BOSS WILL BE IN 
ROOM 919A AT THE STEVENS HOTEL. THE 
Boss WILL EXPECT TO SEE AND WELCOME 
YOU. WE'VE BEEN A JUMP AHEAD SINCE 1889. 
SEE THE WASHER THAT WILL STEAL THE SHOW. 
| goss your BEST BET! 
7HE BOSS WV ASHING 
ciuc aNNATE noRwooR sTATION 
“Undeniable World Leadership Quality” 
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ALL-OVER, METAL-TO- 
METAL CONTACT 


With the bottom of the 


cooking vessel 


TWO-BURNERS-IN-ONE 
Selective heat to suit the 
size of the utensil 
THE IDEAL FRYING UNIT 
Outer burner only, for 
uniform frying heat 
UNHARMED BY COOK. 
ING ACCIDENTS 


Spill-overs drain harmless- 
ly off — Rough handling 
causes no damage 


EASILY CLEANED 


Simply wipe the flat top 
with a damp cloth 


A 


ranges 


have selecad CHROMALOX 
Super-Speed. UNITS 3.7 


HEY know that Chromalox Super-Speed units 
sell more ranges! 


The Chromalox curve drives ever upward, impelled 
by the outstanding quality of Chromalox units . .by 
the ever-growing demand of range buyers for these 
fast-cooking, power-saving, long-lived units on the 
ranges they buy..and by the enthusiastic appreci- 
ation of power companies and dealers, who know 
that Chromalox units not only sell ranges, but also 
cut the service problem to the irreducible minimum. 
s 


Sell Chromalox-equipped ranges and drive your sales 
curve upward by featuring the outstanding and unique 
Chromalox advantages, obtainable in the ranges listed. 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa. 


7 
19335 


ESTATE STOVE COMPANY 
KELVINATOR CORPORATION 
KELVINATOR | 


UNIVERS 


MALLEABLE 
RANGE CO. 


ROBERTS & 
STOVE CO. 


QUALITY 

RUTENBER ELECTRIC 
MARION 
WALKER & PRATT MI 
CRAWFORD 
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ITS NOT THE ff WELL- BRUSH 
OIL THAT MAKES YOURSELF UPSTAIRS 
ME BoIL--1TS AND CALL THE 

THE MOTOR BRUSHZ ELECTRICIAN 


GO GET HIM-:: 


HE NEEDS YOU AND AN 
OHIO CARBON BRUSH 


You Mr. Electrician, can cool this fellow 
down—cool the motor and heat the 
house, all at the same time and by the 
same method—Ohio Carbon Brushes. 


Carry a stock of these dependable 
brushes with their quality ingredi- 
ents, long life and uniformity. You 
will get many emergency calls, which 
in most cases can be remedied by an 
Ohio Carbon Brush. This profitable busi- 
ness is well worth going after because 
it leads to more and bigger repair jobs. 


~ 
ing your customers— stock 


~ Ohio Carbon Brushes. 


12508 BEREA ROAD - CLEVELAND, OHIO 


Satisfy yourself by satisfy- 
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San Diego 


OWN near the Mexican bor- 

D der of California is the sea- 
coast city of San Diego, naval 
headquarters and outlet for a rich, 
though limited agricultural area, 
served by the San Diego Consolidated 
Gas & Electric Company. This com- 
pany had on October 31, 1936, 66,740 
domestic consumers on its lines, of 
which about 60,000 were urban, the 
remainder rural. This was an in- 
crease of 2,534 over the 64,216 served 
on the corresponding date of 1935. The 
average wired home of this area dur- 
ing 1936 used 720 kw.-hr. of elec- 
tricity, as compared with the figure 
of 630 kw.-hr. which represents an- 
nual residential consumption for 1935. 
A business of about $2,500,000 in 
electrical appliances was done in and 
about San Diego during 1936. Of 
this the power company did about 10 


Facade of California Building 
oe Diego, facing Balboa 
‘a 


among the 185 dealers and distributors 
who serve this territory. The power 
company concentrates on dealer pro- 
motion, which is handled through the 
cooperative “Bureau of Radio and 
Electrical Appliances of San Diego 
County,” of which J. Clark Cham- 
berlain is secretary. The power com- 
pany participates in each activity un- 
dertaken by this agency on the same 
basis as other dealers. 

A record of the major appliances 
sold by all dealers during 1935 and 
1936 is given below. 

Of the above sales, probably 200 of 
the electric ranges sold during 1936 
represent replacements, as also 200 of 
the water heaters. How many of the 
refrigerator sales during 1936 repre- 
sent replacements is not estimated, but 
the record of trade-ins would indicate 
that about 225 of the 1935 sales of 


per cent, the remainder being divided electric refrigerators were in this 
MAJOR APPLIANCE SALES FOR 1935 AND 1936 
1936 (Nov. & Dec. Estimated) 1935 
Utility Dealers Total Utility Dealers Total 
500 200 700 253 128 381 
Water Heaters .. 500 150 650 415 135 550 
Refrigerators... . 315 8,035 8,350 290 6 ,635 6,925 
. 340 4,160 4,500 289 3,806 4,095 
eee 140 910 1,050 145 720 865 
Cleaners........ 300 2,200 2,500 211 1,954 2,165 
0 12 ,000 12 ,000 0 12 ,000 12 ,000 
Air Heaters ..... 300 1,200 1,500 256 1 ,069 1,325 
1.E.S. Lamps 3,600 not known ........ 1,965 not known ........ 
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MARKETS 


A $2,500,000 market for electrical ap- 
pliances among the 66,740 domestic 
customers served by the San Diego Con- 
solidated Gas & Electric Company. 


A. E. HOLLOWAY 


Vice-president in charge of sales, San 
Diego Consolidated Gas & Electric Co. 


class. Saturation figures for the major 
appliances are estimated at 8 per cent 
for electric ranges, 2 per cent for 
water heaters, and 50 per cent for re- 
frigerators. About 35,000 radio sets 
are in use in this area, a saturation 
of about 80 per cent. 

About ten air conditioning installa- 
tions were made during 1936. 

The power company does not do 
free wiring on electric ranges, nor 
does it have any rental plan. It does 
offer financing aid to dealers handling 
this equipment. Special rates are 
offered for water heating. Tanks must 
be not less than 24 gallons in capacity 
and must have an installation of not 
less than 50-watts per gal. 

In general rates start at 9 cents per 
kw.-hr. for the first 12 kw.-hr., drop- 
ping to 4.3 cents for the next 23, 3 
cents for 65, 2 cents for 100 and 1.5 
cents for all excess. The minimum 
charge under this schedule is 50 cents 


uct ict 


J. CLARK CHAMBERLAIN 


Secretary, Bureau of Radio & Electrical 
Appliances of San Diego County 


for each kw. of connected capacity 
and not less than $3 per month. Out- 
site of cities, the second block of 
power stands at 4.8 cents instead of 
4.3 cents. This is the combination 
rate, where a range or water heater 
of at least 4-kw. capacity is installed. 
Other rates start at 9 cents and drop 
to 4.8 (or 4.3 cents) then to 2.5 cents, 
with 2 cents for the lowest block. 

The major events of 1936 were the 
extension of the Exposition, which 
finally closed on September 9, 1936 
and in which the electrical exhibits 
were an important feature, and the 
local industry’s pre-Christmas exposi- 
tion, which ran from November 28 
through December 2nd. 

Plans for 1937 include an estimated 
sale of electrical appliances by dealers 
of 600 electric ranges, 600 water 
heaters and about 8,000 refrigerators. 
Other more exact quotas have not yet 
been set. 


ven 


Main building of the Consolidated Gas & Electric Co. 
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service costs in town! | 


THIS SPECIAL OIL 
WILL MAKE THAT 
NEW WASHER LAST 
AWHOLE LOT LONGER 


YN 
3 
= \ 
FINE ! I've 
4 Z SEEN ADS ABOUT 4 
ITIN COLLIER’S 
| = 


NLY one oil is specially made for electric house- 

hold appliance motors. It’s Gulf Electric- 
Motor Oil, and it’s your best friend. For it makes 
motors run smoother, wear longer—thereby saving 
you service calls and complaints. Recommend it to 
new customers. Have your service men do the 
same on all calls. (They get an extra sale; you’re 
saved future trouble.) Nationally advertised! $2 for 
twelve 25c cans. A nice profit. Write Gulf Petro- 
leum Specialties, 541 Gulf Building, Pittsburgh, 
Pennsylvania, for details. 


ELECTRIC-MOTOR OIL 


OUT 


FOR 1937 


Two quiet type fan lines improved mechanically and electrically— 
more salable; bigger values than ever. The “Cool Spot” line offers, 
a new measure of quality at lower prices. You won’t experiment 
if you sell Signal Fans. They are known, tried, proven, and 
accepted—and backed by a well-rated manufacturer. Complete 
information, prices, and discounts upon request. 


SIGNAL ELECTRIC MFG. CO., Menominee, Mich. 
OFFICES 


ALE PRINCIPAL 
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| How to have the lowest 
| 
Zag 
<A 
LIST a 
$19.75 = 
Fe 
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Not“high-hat”’—just 
“stepping out”? with 
the biggest 1936 sales 
and profit increases of 
any group of washer 

dealers. 


NEWSPAPER MATS: Complete selec- 
tion of tested newspaper ads in all 
sizes ... easily adaptable to your 
own local advertising use. 


PRINTED PIECES: Salesman training 
material, striking newspaper broad- 
sides. in color, folders, booklets, 
mailing pieces. 


ASY. Trains your 


double the gain of the entire washer industry —and 
much greater than that of any other 
and ironer dealers. What’s more, t 
E 
dealer profits increased correspondingly. 

A miracle? Yes—when you look only at the results. 
But it is no miracle when you realize the careful 
planning, the years of research, the tremendous sales 
and advertising background that paved the way 
for this amazing advance of sales and profits. 
After all, what other washer and ironer can offer 
these advantages that make EASY the nation’s 
Number 1 profit line: 


1. 


to 


6. 


SALES - TRAINING FILMS, 
service offered only by 
salesmen 


1936 EASY SALES WERE “TOPS” 
.--48% GREATER THAN IN 1935 


ASY dealers’ 1936 sales were “tops”— and then 
some! They show a 48% increase over 1935— 


of washer 
emand for 
ASY’S “over $100” line also showed big gains— 


‘ou 


Patented and exclusive washing actions that 
wash clothes whiter and faster — the EASY 
Spiralator, Vacuum Cup and Turbolator. 
Patented and exclusive methods of water 
removal that are safer and more efficient: The 
EASY Damp-Dryer, Dual-Release Wringer, 
Safeguard and Super-Safety Wringers. 
World’s most complete line—28 desirable 
models that lead competition at every price. 
Outstanding craftsmanship and beauty of de- 
sign, including 10 popular new models in white. 
Industry’s finest advertising and promotion. 
A 60-year reputation for building fine washers— 
2,000,000 enthusiastic owners. 


The EASY dealer franchise is liberal—and fruitful 
in profit for aggressive merchants. Write or wire now 


for full details. 


EASY WASHING MACHINE CORP. 
SYRACUSE, N. Y. 


| 
} 


SERVICE 


| 
| 


RECORDS: DISPLAY SERVICE: New, striki 
dow or floor displays. Equi 
flasher, it 

in, increases 


win- 
with 

eye, draws 
sales. 
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5DS WASHER. Many EASY dealers sell up 4 
to 30% of their total EASY business on this 4 mS 3 
fitable model. A few cents extra a day pay q % 
and labor-saving EASY Damp-Dryer, 
combined in this model with gentler, faster, J 


cleaner-washing EASY Spiralator. 


33 IRONER. Sales to date indicate this will 
be 1937's leading Ironer model. New and 
revolutionary! Finished in lovely white to 
match refrigerator and range . . . low in price, 
yet —- with every feature of many iron- 
ers priced at over $100. 


EASY MODEL 1B. Outstanding in its beauty 
of design and lovely white finish, Equipped 
with the patented EASY Spiralator, assuri 
cleaner clothes washed in 1% less time and wit 
much less wear than in the average washer. 
Dual-Release Wringer is safest, most efficient 


wringer made. 


GAS ENGINE MODELS. Yes, many EASY 

models are available with the famous Briggs- i 
Stratton gas-engine for use in farm homes that 

are off the high-lines. Farmers are more pros- 

perous than in years—here’s another big 

market for profits. 
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birdie. 


Rarely photographed 
and elusive, 
Keenan of the Detroit 
Edison Company was 
caught during his after 


dinner smoke. 


M. L. Nolen 
lowa Electric Co., 
Cedar Rapids, don't 
know what to think of 
the gentlemen with the 


Success of a convention rests on the advertisin 
manager's shoulders, and here is W. A. ("Art” 
Grove pouring the old pepper into a delegate. 


Too busy even to sit 
down to lunch was Au- 
gust H. Jaeger, cigar 
smoking manager of 
the water heater di- 
vision. 


This heavy thinker is 
C. P. Randolph, chief 
engineer of Edison 
General Electric Appli- 
ence Company. 


Right: No convention group is complete 
without a photo of George Hughes, the 
Columbus of the electric range. Gentleman 
stroking beard is Verne Moon. 


Below: Two more new Hotpoint faces — 
Harry Mealey, manager of refrigeration di- 
vision, and Adolph Rebensburg, of market 
research, who hails from Cologne, Germany. 
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Right: Two 
GS (e) men—W. 
A. Batchel- 
der, left, and 
Fritz Babceck, 
right, give the 
works to Colone! 
Frank R. Innes of 
Electrical world. 


Looking like a football tackle, 
David C. Marble, Hotpoint 
range sales manager, poured 
his story into the microphone. 


Not often snared by a Pink, plump and fair haired 
6. H. ("Rock") Smith took 
his bow as the new manager 


of home laundry equipment. 


camera is B. P. B. John- 
son of the Indiana & 
Michigan Electric Com- 
pany, South Bend. 


Right: Then the spotlight 
came on and showed the 
1937 Hotpoint line of 
ranges, all posed at a tilt. 


1937 


with 
Hotpoint Men 
at Chicago 


Generalissimo of the 
whole show was Ray 
W. Turnbull, vice- 
president and gen- 
eral sales manager. 
Here he is at his 
grape fruit. 
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Leo Harris, Morris Distributing ‘Com- 
pany, Syracuse, New York. in a 
thoughtful mood. 


L. C. Wiswell, veteran Chicago dis- J. L. Berry of the Elec- 
tributor, takes a minute off for food tric Range & Equipment 
with one of his men. Company, Toledo, 


looked pretty pleased. 


R. |. Petrie, Leonard sales manager, H. G. Perkins, Leonard 

took a drag on the old pipe during vice - president, turned 

a breathing spell. around too quickly for 
this one. 


with 
Leonard Distributors 
at Detroit 


New York well represented: members of the Colen- 
Gruhn Company snapped at the Leonard convention. 
Left to right: H. A. Dutton, B. D. Colen, president; 
C. R. Wagner and E. F. Donnelly. 
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Carl Ritter of Buhl Sons Company, R. I. Petrie and George Cossman of 


Detroit, paid attention to the grub. 


L. C. Wiswel 


 Srepy 


conferring. distributors. 


Leonard men from the McWhorter Weaver Company, Nashville, get some 
of the latest dope from George Gray, district manager at the Leonard 
convention. Left to right: W. C. Weaver, Jr., S. T. Walker, L. M. Rowe 
and Mr. Gray. 


E. R. ae Leonard merchandise manager, and C. W. Strong of Buhl & 
, Chicago distributor, had some good Sons, Detroit, gets the 
laughs at the meeting in Detroit. 


manager. 


And this is mostly about advertising: H. W. "Hike" Newell, vice-president of Geyer- 
Cornell & Newell, Leonard ad counsel; B. B. "Pat" Geyer, chairman of the board of 
the same company, and George W. Mason, Leonard president. 
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Godfrey Strelinger, Leonard execu- 
Graybar, Indianapolis, do a little tive, did a day's work talking to 


ear of R. |. Petrie, sales 
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A. E. Allen, Westinghouse vice president and Ray C. 
Cosgrove, manager of the refrigeration department 
look pretty pleased at the editorial preview of the 
Westinghouse line held at the Waldorf-Astoria in 
New York. 


Eloise Davison, director of the Herald Tribune's Institute, 
got a kick out of the two model kitchens Westinghouse 
installed at the Waldorf. She is shown with Irving W. 
Clark, in charge of kitchen design for Westinghouse. 


“Joe” Kelley, manager of range sales 
for Westinghouse, points out one of 
the brand new ones to visiting utility 
men at Mansfield. 


Katherine Fisher, director of the Good Housekeeping 
Institute talks over the electric range situation with 
Reese Mills, in charge of range and water heater 
sales for Westinghouse. preview. 


Mary Davis Gillies and Demetria Taylor of McCalls 
Magazine were among the various editors of 
women's publications to attend the Westinghouse 


with 
Westinghouse 
At New York 


1937 
Conventions 


And here's Reese Mills again, head 
of the range and water heater sales 
for Westinghouse, showing off an- 
other one of his new creations for 
the benefit of Ada Bessie Swann, di- 


wet h rector of the Home Service Center 


of Woman's Home Companion. 


W estinghouse 
At Mansfield 


V. E. "Sam" Vining pulled one 
of his “knock ‘em in the aisle” 
stunts at the Mansfield meet. 
ing by putting on a cooking 
demonstration with real vict- 
uals instead of fancy grub. 


Ray C. Cosgrove did the hon- 
ors for the refrigerator line at 
the Mansfield meeting were 
distributors were shown the 
1937 Westinghouse line. 


And this is a sample of the crowd of distributors that looked over the 
1937 Westinghouse line at Mansfield. Models are stacked up for 
easy inspection. 


A. E. Allen (right) was host at Mansfield. He is shown with Julius 
Daniels, assistant head of the commercial bureau of Boston Edison. 


~ 
= 
« 
= 
oa 
— 
4 


Helene Foster of P. H. Harrison & Co., Newark, stops 
for a chat with Hazel Fletcher of Orkill Electric, 


Fern Snyder, home ser- 
vice director of Georgia 
Power Co. stops for a 


Waterbury, Conn., at Edwina Nolan's Home Service 
Conference. 


cup of coffee. 


1937 


onvent 


Joseph Rushton and Austin Monty of the 
Philadelphia Electric Company, stroll 


over to one of the administration build- 
ings during the load building conference 
at Nela Park. 


Paul Dow and Ralph Cameron of Gen- 
eral Electric snapped during the load- 
building conference at Nela Park. 


General view of the utility men and General Electric executives at 
the load building conference held at Nela Park, Cleveland, in 
December. 


Emma Maurice Tighe of 
Boston Edison fame 
snapped at the confer- 
ence. 


Ruth Bean of the Staten Island Edison Company 
exchanges views at the G-E Home Service 
Conference. 


ions 


Florence Freer of Brooklyn 
Edison and Eloise Davison, 
director of the New York 
Herald-Tribune Institute at 
the conference. 


Nell Snavely in 
charge of home ser- 
vice work for Rex 
Cole, Inc ., New 
York City. 


General 
Electric 
At 
Nela Park 


Cleveland 


Harriet Brigham of 
the Oklahoma Gas 
& Electric Company. 


Doris Scott of the New 
York & Queens Electric, 
Long Island City, N. Y. 


Judge C. W. Appleton, G-E vice-president, is the second man from 
the right in this informal shot of utility men and G-E executives 
talking between sessions of the load-building conference. 


Here's another one 
of those banquet 
pictures. This time 
it is the utility ex. 
ecutives and Gen- 
eral Electric men 
snapped at the 
load-building con- 
ferencedinner 
given at the Hotel 
Hollenden in Cleve- 
land in December. 


4 


Candid camera shots of Gerald E. Stedman by LAURENCE WRAY. 


“I've never known a fighter 
who was proud of a ‘push- 
over bout.” 


"We who sell appliances 
have been pretty lucky.” 


God!" 


“We've got a tussle on our 


hands in 1937— Thank 


“If you are content with 
your earnings, you are due 
for a fall.” 


"Nothing is more deadly 
fo the appliance salesman 
than complacency." at the 


"We've done it before — 
all you have fo do is look 
record.” 


By Gerald E. Stedman 


was proud of a pushover bout. 

I’ve never seen a champion 
golfer perform except as an average 
player, who was not faced with chal- 
lenging competition. Nor have I seen 
an appliance salesman, including my- 
self, who did his best unless wrestling 
with the resistance set up other forces 
trying to charm a bigger hold on the 
consumer dollar. 

We who sell home appliances have 
been pretty lucky. If we've worked 
as we should have, we've escaped the 
depression. And we've escaped it 
because we've had to operate with 
full power in the face of the greatest 
set of resistances, in the longest 
period of negative years ever to con- 
front a retail salesman. No group 
in the United States has contributed 
more to comfort, convenience and 
real home recreation than have we. 

Neither you nor I ever faced a 
greater opportunity from the sales 
standpoint, nor one that will command 
such a largess of energy, ingenuity, 
strategy and drive, than is before us 
in 1937. And, paradoxically, the far 
brighter business outlook with its con- 
sequent zipped up consumer spending 
in all directions for the good things 
of life, have set up a new challenge 
to the appliance salesman; and one 
that will demand championship calibre 
to win. We've had first call on the 
consumer dollar, and it’s up to us in 
1937 to keep that hold. There can 
be no resting on past laurels. 

The merry tinkle of the coin of 


[ never known a fighter who 
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the realm in our pockets is the re- 
ward for service rendered, when 
salesmen of other industries have been 
frustrated. Because we won while 
others lost during these funny years 
behind, they may be conditioned to 
do a better selling job in 1937 than 
are we. That is our biggest worry 
in 1937 as appliance salesmen—we’ve 
got to forget that we have been able 
to perform while they were held back. 
We've got to remember that they, 
gaunt and lean from little earning 
power, are raring to go, and that this 
re-awakened buying power of the av- 
erage family may spew itself through 
them to things which rob the family 
purse and make it more difficult for 
us to get commitments than hereto- 
fore. We've got a tussle on our 
hands—thank God ! 

This new year will certainly be no 
bonanza for the softling who has 
found it easy in the past; nor will it 
be Utopia for one who lacks the 
energy to drive ahead to new con- 
tributions of service and effort. Who 
was it who said we are most often 
“spoiled by success”? Don’t let any- 
thing you’ve done make you con- 
tented in this glorious year ahead. If 
you do, you’re riding for a fall. 

More than ever before, we need 
to be specialists in appliance selling. 
That means that we should dedicate 
ourselves to the improvement of our 
own selling arts. As retail salesmen 
and merchants, we rule the appliance 
industries. The manufacturer who 
doesn’t realize his destiny is in our 


hands is cockeyed. And because, be- 
ing closest to the customer and pros- 
pect, we mean much to him, and we 
can expect that he will help us most 
in getting our mutual share of the 
increased buying power that is indi- 
cated in this new year. Not only do 
we need to gain greater selling effi- 
ciency, but the manufacturer needs 
to support us with greater merchan- 
dising assistance; more practical, less 
fanciful and more real. Let’s de- 
mand a lot of others and of ourselves. 

We need to train ourselves even 
more thoroughly in the appliance sell- 
ing arts if we shall dare to win its 
greater rewards. You can’t get along 
without self-training. There is room 
for more self-made salesmen in the 
appliance industries—more room than 
ever. Too many salesmen are as yet 
rank amateurs, content with a score 
of 120 when they should be making 
all the holes in the low eighties. De- 
termine to be a leader in your field. 

I knew a chap, Frank Swauze, who 
had everything but the will to be- 
come an artist. Son of a wealthy 
and indulgent family, he constantly 
fumbled a natural brilliance. No one 
could tell him anything. He graduated 
from high school chiefly because the 
principal wanted to get rid of him, 
because he thought he could write 
better texts than he was asked to 
study. He refused to learn the prin- 
ciples of the Australian crawl in 
swimming because he knew of better 
ways, and as a result, is still swim- 
ming dog fashion. He took up golf 
without attention to the suggestions 
of the professional at his club and 
developed a set of wrong habits that 
makes him ridiculous except at the 
nineteenth hole. In business, he has 
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always known all the answers, has 
never thought it necessary to ask 
questions. He’s the great “I am,” 
and there has never been a sorrier 
flop in my experience. He doesn’t 
perform, he doesn’t fit, he doesn’t 
contribute, and he’s always lately 
found goddamming the world as it 
runs—thinking that everything is still 
far behind him. 

So I’m never going to be a 
Swauze, particularly in 1937, unless 
I lose my right mind. Never was 
there a year that demanded more of 
the artist about me. Consequently, 
there never was a time when I needed 
more training. And it’s true with 
you, whoever you are, reading this 
article. It isn’t whether you and I 
think we’re good—we’ve got to be 
good in 1937; and if we are, we can 
make a selling record that will eclipse 
anything we've done before. Our 
greatest danger is that while sales- 
men in other less fortunate indus- 
tries have had to tussle during the 
depression, we’ve had it relatively 
soft. 

Now, hopefully alert that they may 
pull themselves from their personal 
deflations because of happier eco- 
nomic times in 1937, they are poised 
to strike when opulence may make it 
more interesting for us to lay down. 
The best man will win, and the best 
man will be who, no matter how suc- 
cessful in the past, recognizes that 
there is still more to learn, more to 
fight for. 

If you are satisfied with yourself, 
if you think you know all the rudi- 
ments of the art of appliance selling, 
if you are content with your earn- 
ings, you are due for a fall in 1937, 

(Continued on page 52) 
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ncrease 88% 


1936 


There's a Reason... 


Get Aboard for 1937 


Exclusive Worthwhile Features at no 


Extra Cost Will Help You Increase 
Profits as They Did for Barton Dealers 
in '36 


No company or product can consistently top an indus- 
try month by month for an entire year without 
extraordinary merit. No company can increase sales year 
| by year in good years as well as bad without a depend- 
able product and policy. 


| Barton Dealers have always been able to meet any 
: competition profitably with Barton conventional type 
washers. 


| Barton Dealers have led competition profitably with 
| exclusive features such as the Patented Convoluted Tub 
with its fifteen deep-drawn water breakers providing 
1710 Extra Water Currents per Minute. 


... A sales story that your competitor cannot dupli- 
cate. One that your prospects can understand. A sales 
story that sells—profitably. That’s the reason for Barton’s 
sales increase of 88% as compared to the industry in- 


= 


y 

I crease of 23.45% for the first ten months of 1936. 

| 

‘ NEWSPAPER Act now to insure greater profits for 
t MATS 1937. Let us give you the Barton Success 


- SUPPLIED FREE story. THE BARTON CORPORA- 


it 
; FOR YOUR USE = TION, West Bend, Wis. 


| 
| 
a Indusery'’S Gai, Ove 
| AUC | SEP | OCT | 
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Toledo, South Bend and Fort Wayne 
AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 
H. G. BOGART CO. 


316 Superior Street Toledo, Ohio 


Milwaukee AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by E. H. SCHAEFER CORP. 


863 No. Plankinton St. Milwaukee, Wis. 
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and you ought to have it. 

Let’s look at the year ahead. From 
any angle, the opportunity in appli- 
ance selling looks unusually bright. 
We are facing another boom—even a 
planned economy cannot prevent it. 
Income is up. Employment is up. 
Marriages are up. Carloadings are 
near 1929 levels, and so is steel pro- 
duction. Theres have been more 
bonuses, dividend awards and wage 
increases than in’ the past decade. All 
these signs are harbingers of greater 
buying power, and of the enrichment 
of life which, with greater apprecia- 
tion, more families are now finding 
the means to accomplish. 

With increased buying power, 
comes a resurgence of investment de- 
sire in the things that count most— 
modernization of the home, and even 
in the construction of new homes. 
There is about five percent public 
interest in the building of new homes 
during the next two years, and these 
builders will want them modern with 
full electrical equipment. On the basis 
of 20,000,000 homes of individual 
character, that will mean 1,000,000 or 
more new homes before 1938 has 
faded, or better than 500,000 homes 
in 1937; most of which should have a 
new washer, refrgierator, radio, 
ironer, range. That, in itself, will 
take care of any sales percentage 
drop-off from the high peaks of last 
year. 

Then, there is a 30 per cent inter- 
est among average families in the 
thorough modernization of their 
homes which provides another 
6,500,000 home market opportunity 
for one electrical appliance or 
another; identified with the improve- 
ment of kitchen, laundry, or base- 
ment. 

Translating this new residential 
construction and home moderniza- 
tion interest down to any typical city 
block, investigation shows that seven 
of each ten homes will, in 1937, want 
to buy new, or replace, household 
equipment from the standpoints of 
refrigerator, range, automatic heat- 
ing, or laundry equipment. That pro- 
vides a latitude of sales possibility 
to the neighborhood appliance mer- 
chant and his selling organization, 
both inside and outside his store, 
which has never been paralleled in 
the years of appliance selling history. 

Refrigeration will have its great- 
est year in 1937. There is at least a 
ten per cent replacement interest by 
those who bought their units prior to 
1931. Further, there is a tremendous 
interest on the part of those who are 
intending to buy new homes, in the 
wise selection of the most effective 
type of refrigeration. And there is 
a buying intent among those who 
previously haven’t felt they could af- 
ford it—which the increase in em- 
ployment and wages makes possible 
—of at least 20 per cent. All told, 
there is a national possibility of at 
least 2,000,000 units of household 
equipment, saying nothing about the 
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extension of small town and rural 
sales made possible through rural 
electrification. I look for a further 
increase of at least 15 per cent in 
1937 refrigeration sales in every wide- 
awake localized market this year. 

Laundry equipment will have its 
greatest year in 1937. The washer 
market maintained a unit volume on 
a low price basis for the past few 
years. Now, however, the employed 
class who consider the washer to be 
a fundamental utility, have the 
wherewithal for replacement, and 
will be in the 1937 market in a big 
way this year—and accustomed to 
paying more and demanding more 
quality than washer customers gen- 
erally of the past few years. 

The desire of the average house- 
wife to escape her most laborious 
chores, has stimulated a new interest 
in ironing equipment, which even 
though one of the more pioneered 
products, still has a consumer desire 
that gives it an amazing crescendo 
of buying intent in 1937. 

The modern homemaker prefers to 
be electrical in all her managerial and 
routine chores. That is why she pre- 
fers the electric range. And she 
knows that the replacement of her old 
stove with a modern electric range 
will cost little because of the use 
savings such replacement will create. 
There was never a year in which 
there was as great a market oppor- 
tunity for the extension of electric 
range sales, particularly among deal- 
ers who have not until now been a 
great factor in such distribution. 
Having sold her an electric refrig- 
erator, the appliance dealer has a 
prior claim on her interest in electric 
ranges, which accounts in part for 
the growing trend among appliance 
dealers to handle electric cooking 
equipment. 

There are the same encouraging 
trends in the realms of radio, air 
conditioning, automatic heating equip- 
ment, which point to 1937 as the 
greatest selling year. Nearly four 
years ago, in an Electrical Merchan- 
dising article, I believe I initiated 
the philosophy that we appliance sales- 
men should be interested in the crea- 
tion of customers, rather than merely 
to be content with making individual 
sales. This selling technique of creat- 
ing customers for other appliances 
from those who have bought and are 
satisfied with some one thing we've 
sold them, is the thing that will most 
win for us in the coming year. 

What will it take to succeed most 
spectacularly? Three things: 

(1) To flavor our activities as 
merchants and salesmen with news 
values. 

(2) To have the fairness to admit 
new selling facts. 

(3) To have the courage and per- 
sistency to apply the news and the 
facts. 

To these fundamentals, the 1937 
series of articles under my signa- 
ture will be dedicated. 
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when you see the new Hotpoint line 
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The Hotpoint SPEED FREEZER 
Ice and frozen desserts faster than ever before! 
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Hotpoint Calrod Speed Cooking 


New Hi-speed Calrod cooks with amazing speed 
for a fraction of former cost. Rugged construc- 
tion adds years of extra life. Speed cooking Cal- 
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The Vacuum-Sealed Thriftmaster Deliver 
More Power at Lower Cost 
Almost by magic a mere trickle of electricit 
is transformed into an abundance of freezin. 
power. Sc worth of electricity makes twice a 
much cold as formerly. Lower operating cos 


Hotpoint Thriftivator Washes Faster 
Hotpoint’s unique washing principle circulate 
clothes through 3 distinct zones of agitation 
Sudsy water forced through every fibre. Th: 
Thriftivator washes more clothes faster. 


= ba. 
<> 
| f : 
a 
A. 
= 
{ 
kitchen exploitation 
— 

7 

: 

| 
j 


OR 30 years the Hotpoint name has 
U'blazoned across America in leading 
lagazines, newspapers, and posters. The 
937 advertising program is the most 
onsistent, intensive and compelling in 
uur history. Every month throughout 
he year major publications blanket the 
vest in your territory with 
olorful and convincing messages that 
nduce a constant stream of sales on the 
‘omplete Hotpoint line. 

And that’s not all! Hotpoint supports 
‘ou with a planned program of local news- 
»aper and poster advertising to make 
‘our store appliance headquarters — 
o build volume sales at low cost. When 
ou see this set-up you'll agree that 1937 
will be the biggest year in history for 
he entire Hotpoint family. 


Good Housekeeping 


4.4 SPEED SALES PROMM@TION 
STREAKS THROUGH SALE® RESISTANCE 


Streamlined Direct Mail Fast-acting pieces in 
fuil color flash the amazing story of Hotpoint’s 
2xclusive features to selected prospects deliver- 
ing a trainload of sales-making appeals aimed 
directly at the pocketbook. 


Streamlined Displays Hotpoint has planned a 
whole series of dramatic, interest- building 
displays for your store and windows to make 
passers-by stop, look and listen. These displays 
link your store to the main line of traffic created 
by Hotpoint’s national advertising. 


Streamlined Sales Plans Hotpoint men are 
now equipped with the most comprehensive 
array of sales plans, training material, contest 
and sales ideas ever put behind a product. Call 
the Hotpoint distributor today. Ride with Hot- 
point to the biggest year in history! 


Call Your Hotpoint Distrifutor Today 


GENERAL ELECTRIC APPLIANCE CO. inc. W. St. Chicage, 


| ONAL ADVERTISING 

One Ov, 


GENERAL ELECTRIC SUPPLY CORP. 


BOSTON PROVIDENCE SPRINGFIELD 
WORCESTER 


GENERAL ELECTRIC SUPPLY CORP. 


HARTFORD 
BRIDGEPORT NEW HAVEN WATERBURY 


ROYAL-EASTERN ELECTRICAL SUPPLY CO. 


NEW YORK 
BROOKLYN LONG ISLAND CITY NEW ROCHELLE 


GENERAL ELECTRIC SUPPLY CORP. 


NEW YORK BRONX BROOKLYN 


LANGDON & HUGHES ELECTRIC CO. 


SYRACUSE 


HAVENS ELECTRIC CO. 


ALBANY, N. Y. 


LALL YOUR 


THE COMPLETE Hotpoint. LINE IS 


DISTRIBUTED BY THE FOLLOWING WHOLESALERS 
IN THE TERRITORIES INDICATED 


ELLIOTT-LEWIS ELECTRICAL CO., INC. 


PHILADELPHIA, PA. 


GRAYBAR ELECTRIC CO. 


ALLENTOWN, PA, READING, PA. HARRISBURG, PA. 


GENERAL ELECTRIC SUPPLY CORP. 


PITTSBURGH, PA. YOUNGSTOWN,0O. JOHNSTOWN, PA. 


PERRY-MANN ELECTRIC CO. 


COLUMBIA, S, C. 


GENERAL ELECTRIC SUPPLY CORP. 


RICHMOND, VA. 
NORFOLK, VA. RALEIGH, N. C. CHARLOTTE, N. C. 


GENERAL ELECTRIC SUPPLY CORP. 


CHICAGO 
INDIANAPOLIS, IND. ROCKFORD, ILL. MUNCIE, IND. 
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THE compete LINE IS 


DISTRIBUTED BY THE FOLLOWING WHOLESALERS 
IN THE TERRITORIES INDICATED 


GENERAL ELECTRIC SUPPLY CORP. GRAYBAR ELECTRIC CO. 


ST. LOUIS, MO. SPRINGFIELD, ILL. LITTLE ROCK, ARK. PORTLAND, OREGON 


ADVANCE ELECTRIC CO. GRAYBAR ELECTRIC CO. 


TERRE HAUTE, IND. SPOKANE, WASH. 


GENERAL ELECTRIC SUPPLY CORP. ELECTRIC KITCHEN APPLIANCE CO. 


MILWAUKEE, WIS. APPLETON, WIS. 560 NINTH STREET, SAN FRANCISCO, CALIF. 


CENTRAL ELECTRIC SUPPLY CO. 


BATTLE CREEK, MICH. 


GENERAL ELECTRIC SUPPLY CORP. 


HOUSTON, TEXAS 


GENERAL ELECTRIC SUPPLY CORP. 


LOS ANGELES LONG BEACH SAN DIEGO 
FRESNO PHOENIX EL PASO 


GRAYBAR ELECTRIC CO. 


SALT LAKE CITY, UTAH 


If a distributor is not listed in your territory, 
write the 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 


5600 WEST TAYLOR STREET, CHICAGO, ILL. 


STUBBS ELECTRIC CO. 


PORTLAND, OREGON 


CALL YOUR 
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What 
The 


Public Wants 


The Standards and Preferences Which Will 


Influence Mrs. Buyers Choice 


By John H. Knapp, 


Vice President in Charge of Sales 
Norge Division—Borg-Warner Corp., 
Detroit, Michigan 


E, of the appliance indus- 
tries have an even greater 
chance to win in 1937, but 


it will demand more selling efficiency 
than we have had to employ during 
the depression years now past. Look- 
ing into the New Year, we find many 
plus factors. From the general stand- 
point, employment and wages are up. 
There has been a decided increase in 
electric power consumption. Major 
electrical appliances, such as refrig- 
erators, washers, oil burners and 
ironers show a marked increase. Even 
more encouraging, the heavy indus- 
tries upon which prosperity has al- 
ways based its recovery in past 
depressions, show a steady upturn 
throughout the year. At the half 
year mark, steel was up 33 per cent, 
residential construction was up better 
than 75 per cent; machine tool orders 
increased 71 per cent; while capital 
purchases by such important indus- 
tries as railway equipment enjoyed 
their best year in almost a decade. 

We slide confidently into 1937 
midst a crescendo of declared divi- 
dends, wage increases, and an accel- 
eration in national income which is 
almost unparalleled. 

Since the effect of the depression 
was to make the average American 
family less interested in being long on 


in 1937 


money, and more interested in being 
long on those durable goods which go 
to the enrichment of home life, it 
can be expected that 1937 will show 
another sales increase in major elec- 
tric appliances. But there is a condi- 
tion which necessitates far more effec- 
tive appliance selling, than has been 
necessary during the past five years. 
This means that, with more buying 
power, the average family now sees 
its way clear to replace or to own for 
the first time, some of the good things 
of life, which have a higher position 
in the elective purchasing preference, 
and therefore, most of the major 
appliance markets can expect greater 
competition for the consumer dollar 
than they have experienced during 
the past few years. 

More than ever before, there will 
be the 1937 necessity of proving more 
certainly, that such appliances really 
pay for themselves from use savings 
they create when properly used in 
the home, and, because of this advan- 
tage, create no drain upon family 
income. There is also the necessity 
of fortifying the sales presentation 
for such appliances, with additional 
proof that they contribute so much in 
the enrichment of home life, in the 
alleviation of discomfort, in contri- 
bution to greater convenience, and to 
addition of leisure hours, as to make 
them appear far more attractive than 
some of the other things which rank 
higher in public desire, and which 
can be afforded, irrespective of com- 
mitment in relation to the purchase of 

(Please turn to page 60) 
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such self-financing equipment. 

My personal feeling is that we are 
set for another great gain in total 
volume of the refrigerator, washer, 
range and ironer industry, but that 
this potential possibility will require 
a far more effective type of personal 
selling than we have yet known. After 
all, the destiny of each of these indus- 
tries and of the compenies within it, 
is in the hands of the retail sales- 
man. They will win in relation to an 
improvement of his presentation effec- 
tiveness which will increase the num- 
ber of prospects to calls, and of orders 
to prospects. From him, a new degree 
of enthusiasm, a greater feeling of 
responsibility in the rendering of 
public service, and a more aggressive 
effort in “seeing the people and telling 
a more effective story” will be re- 
quired. 

Certainly, then, one of the real op- 
portunities for greater efficiency is to 
draw nearer to the factors that con- 
trol the buying decision. By centering 
more emphatically upon them, he can 
be sure of coming closer to consumer 
interest and of winning a larger share 
of the purchasing dollar in competi- 
tion with these other buying desires, 
which, with the resurgence of the new 
prosperity, have gained a new com- 
mand on the family purse. 

It has been the practise of Norge 
Division, Borg-Warner Corporation 
for the past five years, to institute 
nation-wide consumer studies in the 
hope of more effectively patterning 
marketing activity. In this procedure, 
each year, thousands of consumers in 
the important trading centers of the 
country, have been personally inter- 
viewed. During October of 1936, 
another such nation-wide consumer 
study was conducted, pointed to the 
interest of consumers in relation to 
refrigeration, washers, ranges, ironers, 
oil burners and water heating equip- 
ment. One of the salient questions in 
this survey had to do with the facts 
that would most influence the 1937 
buying decisions, in relation to each of 
these products. 

Realizing the great necessity for 
more skillful ‘presentation by retail 
appliance salesmen, and the fact that 
there is no greater opportunity to be- 
come more effective than in selling 
closer to consumer interests, we be- 
lieve it important to relate to the indus- 
try, from this nation-wide consumer 
survey, those factors in relation to 
each product which have greatest con- 
sumer influence. The merchant and 
salesman will do well to thoroughly 
study these percentages and to pat- 
tern their approaches to them. 

One of the certain things is that the 
average salesman spreads his presen- 
tation over a confusing number of 
selling points when, as evidenced by 
the subsequent tables, if he would 
bring out the advantages of the prod- 
uct he represents in relation to the 
most important few arguments, he 
could greatly increase his ratio of 
sales to presentations. 

In a certain sense, this information 
is unselfish in nature, and tends to con- 
tribute to the improvement of retail 
merchandising throughout all of the 
appliance industry. From another 
angle, however, we feel that by the 
dissemination of such information we 
can improve the industrial selling tech- 
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nique to the point where our own 
Norge organization, laboring under 
stiffer competition, will be even more 
impelled to its own improvement. No- 
tice the tables having to do with the 
factors which influence consumer 
decision in these various products in 
1937. 


REFRIGERATORS 


To ascertain what factors would 
most influence 1937 buying decisions, 
we interviewed 4,554 women through- 
out the country who were interested 
in the 1937 purchase of an electric 
refrigerator, and concerning the fac- 
tors that most influenced the buying 
decision. The result is shown in the 
subsequent table. It is compared with 
a relatively similar number of inter- 
views in past nation-wide Norge con- 
sumer surveys on the same question: 


1937 1936 1935 19345 
Economy .... 27.9% 31.0% 31.0% 31.5% 
Convenience . 20.0 26.3 16.6 16.2 
Mechanism .. 16.4 14.6 15.3 15.4 
aker -- 10.2 10.4 11.7 10.0 
Beauty 6.8 6.4 71 8.5 
4.6 4.6 6.9 6.2 
. 2.5 0.2 0.2 5.0 
Other reasons. 11.8 65 11.2 71 
Average num- 
ber of rea- 
sons given.. 1.40 1.35 1.43 1.22 


The foregoing table indicates that 
economy (both from the standpoint otf 
use saving and cost of operation) de- 
clined somewhat as a consideration as 
has, likewise, the factor of convenience ; 
although both have the highest ranking 
of factors influencing the purchase. 
Mechanism, in 1937, has somewhat in- 
creased in inportance. Position of 
maker is relatively the same. Beauty, 
although ascending slightly in its im- 
portance, is relatively minor. This 
ascendency is probably due to the fact 
that since 1932 there has been no dras- 
tic change, and that by 1938 beauty 
will again enter the picture as an im- 
portant consideration. The reputa- 
tion of the dealer is a constant factor 
in 1937, probably due ot the great de- 
gree of preferential recognition 
around brand names which has been 
built up by the excessive advertising 
of many companies during 1936. 

Price is indicated as being more im- 
portant as a factor from the con- 
sumer standpoint, even though it is 
still relatively insignificant. 

The importance of other reasons 
than the seven mentioned, even though 
minor, has doubled in its influence dur- 
ing the past year. Such matters as 
individualized flexibility in the ar- 
rangement of refrigerator cabinet in- 
teriors and a number of other things 
indicate the importance of stressing 
new selling arguments. The fact of 
the matter, however, is that if the 
salesman of any individual manu fac- 
turer can prove dominant superiority 
in the seven ranking factors that most 
influence the buying decision, he can 
expect to win nine of each ten com- 
petitive solicitations. 

There is a wider tendency to com- 
pare more closely in the purchase of 
a refrigerator, as indicated by the 
average number of buying reasons 
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given. This is arrived at by dividing 
the number of interviews into the 
number of factors mentioned. Though 
this increase is not particularly im- 
portant, it indicates that there is a 
growing awareness among consumers, 
of better judgment, of greater latitude 
of buying reasons than heretofore. 


OIL BURNERS 


There has been a great increase in 
consumer interest in complete boiler 
burning units and automatic heating 
equipment during the year. The fol- 
lowing table is based upon interviews 
with 2,762 families, and, compared 
with 1935, indicates the growing im- 
portance of certain buying influences. 
It gives a reliable pattern for per- 
sonal presentation, and indicates that 
eight of each ten competitive solici- 
tations can be won by that salesman 
who developes a superior argument 
in relation to the first four factors 
mentioned. 


Buying Influences 1986 
Convenience ............+ 208 29.0 
Dependability ... .. 14.8 12.4 
Heating Efficiency .... 19.7 17.1 
es 2.9 5.2 
0.7 1.4 
Average number of reasons 
1.13 1.55 


Without question, the merchandis- 
ing realm of automatic heating equip- 
ment has been held back by the 
tendency of that industry to be too 
technical in the past. A new era is 
dawning in which it will be discovered 
that the average appliance salesman, 
using the dramatic methods he does 
with other appliances, can persuade 
the prospect for automatic heating 
equipment by the same arguments and 
selling process. I believe that oil 
burning equipment, particularly be- 
cause of the acceleration that can be 
expected in new residential construc- 
tion, is due for a tremendous sales in- 
crease in 1937. 


WASHERS 


The buying influences that will most 
control the 1937 consumer purchase 
of washers, compared with the find- 
ings of the 1936 nation-wide Norge 
study follow, and these are based, for 
the new year, upon a close analysis 
of 4,248 personal interviews: 


Buying Influences 1937 19386 
Cleansing Ability ... - 18.4% 15.5% 
14.3 14. 
Convenience .... cose E20 11.3 
10.2 11.6 
Easy on clothes......... ; 9.3 9.9 
Labor saving ........ ee 
6.0 75 
70 6.3 
2.7 ene 
3.7 3.8 
“a 4.7 7.2 
Average number of reasons 
1.42 1.42 


The washer industry is in a pecu- 
liar market situation in that the ma- 
jority of buyers for 1937 have already 
enjoyed ownership of a washer and 
therefore are keenly alive, from ex- 
perience, to what they will expect in 


the performance of a new one. 
There is a diffusion of factors in- 
fluencing the purchase, which is not 
the case with other appliances. The 
foregoing table is a sure clue to the 
elements which a retail salesman 
should include in his presentation, for- 
tified by proof, to increase his aver- 
age of sales per demonstration and 
prospect. There does not seem to be a 
greater tendency toward “comparative 
shopping” than last year, in that 
the average number of buying reasons 
reported is absolutely the same. 


IRONERS 


From the standpoint of the electric 
ironer, an appliance which for the 
last three years has had an amaz- 
ing acceleration of consumer interest, 
the buying influences which will 
most control the 1937 purchasing deci- 
sion, based upon interviews with 
4,045 women, is revealed in the sub- 
sequent table: 


Buying Influences 1937 1936 
+ 25.9% 26.9% 
Mesults 11.7 115 
Economy ....... 188 1.8 
Maker & Dealer ........ 6.8 08 
1.7 5.0 


The foregoing statistics indicate 
that, as a pioneering product, the aver- 
age woman is not as acquainted with 
the ironer as she is with other major 
electric appliances, and that there is 
a degree of education which must be 
inculcated by the average salesman. 
His presentation can well center 
around the four leading influences 
shown in the foregoing tabulation, and 
he can have confidence that eight of 
each ten presentations shall result 
favorably to him if he can provide 
convincing and persuasive proof of 
the superiority of his product in rela- 
tion to them. 


RANGES 


The factors that most influence the 
decision to buy a new kitchen range, 
and we of the appliance industry 
should ever keep in mind the influ- 
ence of the refrigerator in enliven- 
ing a desire for the replacement of 
the old and ugly kitchen range, is 
based upon 4,307 interviews this year, 
are shown in the following table, 
where they are compared with a like 
nation-wide study, made for the first 
time last year. 


Buying Influences 19387 1936 
. 23.1% 22.5% 
Efficiency ..... 20.3 22.2 
Convenience 16.6 
Cleanliness 98 10.0 
9.2 8.4 
5.9 5.1 
Flavorful Cooking ........ 1.5 4.2 
Use Savings .............. 3.2 3.5 
$.1 2.3 
Mechanism . 1.3 1.1 
$s 1.1 0.5 
All others. . 3.5 2.1 
Avera number of reasons 


Inasmuch as kitchen ranges, both 
gas and electric, have not been as sus- 
ceptible to nation-wide educational ad- 
vertising as have refrigerators, there 
is a wider range of factors influenc- 
ing the purchase; indicating that the 
average housewife is not as sure of 
her buying ground with them as with 


(Please turn to page 61) 
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other appliances. This, likewise, in- 
dicates that the prospect places greater 
weight on the reliability of the pre- 
sentation of the retail salesman of 
kitchen ranges than of other appli- 
ances. It is interesting to realize, 
however, that the five factors having 
most weight in the foregoing table 
represents 80 per cent of the purchase 
control. By developing arguments 
that will dramatically prove the plus 
values in relation to these, the aver- 
age salesman can expect to again win 
nine of each ten competitive solicita- 
tions. There has been no major in- 
crease in the average number of buy- 
ing reasons shown for 1937 compared 
with the previous year, indicating that 
the selling job will not vary from 
what has maintained during the past 
year. 


WATER HEATERS 


Something is definitely happeninz 
to enlarge consumer interest in auto- 
matic water heating equipment. Per- 
haps it is the discovery of leading utili- 
ties throughout the country that the 
automatic water heater contributes 
more in net profit than other major 
appliances and their tendency, as a 
result, to more actively campaign 
them. Certainly, whatever the rea- 
son, the average consumer is more 
interested in the convenience of auto- 
matic water heating than ever before, 
and the subsequent table is based upon 
nationwide interviews among 3,979 
families and indicates the influences 
that will control their buying deci- 
sions in 1937. 


What would most influence buying 
decision? 


58.6 
19.3 
3.6 
Average reasons mentioned. . 1.25 


Here again, the concentration of 
the retail salesman’s presentation upon 
a leading four or five major factors, 
should assure him of winning nine of 
each ten competitive solicitations, if 
he develops a more persuasive argu- 
ment. Largely speaking, present re- 
tail merchandising of water heaters is 
in the hands of utilities and is not 
strictly a dealer problem. 


30,000 CONSUMERS 


All told, the foregoing tables re- 
flect the influences and interests of 
nearly 30,000 consumers and repre- 
sents an investment in personal inter- 
view that is huge in its proportion. I 
contribute this data as a Norge con- 
tribution to the retail presentation 
efficiency of the electric appliance in- 
dustry, and hope that alert salesmen 
will pattern their presentations more 
closely to consumer interest, will 
become more efficient and, therefore, 
be able to successfully compete against 
the more aggressive promotional 
activity of other industries that will 
fight more dynamically for their share 
of the consumer dollar in 1937. 


Chicago 


835 specialty distributors and dealers 
sold over $40,000,000 worth of ap- 
pliances to the 766,797 domestic 
customers of Commonwealth Edison 


in 1936 


UMBER of wired homes in 
N Chicago (domestic customers) 

—766,797. Of these 27.94 per 
cent are native whites, 39.4 per cent 
are native born of foreign parent- 
age, 24.94 per cent are foreign, 6.93 
per cent negroes and .03 per cent 
others. 

Sales of appliances (estimated) : 


1936 1935 

Refrigerators ......... 87,975 76,500 
45,000 38,000 
38,339 30,672 
........... 350,000 280,000 
150 150 
Water heaters ....... 000 000 


Estimated degree of saturation on 
major appliances: 


Homes Homes 

with without 

Refrigerators ......... 306,400 460,397 
490,240 276,557 
45.960 720,837 
Cleaners ... 643,440 123,357 
674,080 92,717 
Water heaters ....... 00 766,797 


Number of specialty distributors 
and specialty dealers in Chicago: 
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Estimated aggregate volume of do- 
mestic electric appliance business for 
1936, 40,000,000. 

Basic market data: 

Number of automobiles in Chicago 393,947 
Number of radio sets............ 674,080 
Number of telephones 840,246 


Domestic rate schedule: 


Three rooms—5.5c per kwh first 
21 kwh; 3.0c per kwh next 79 kwh; 
2.0c per kwh over 100 kwh; Four 
rooms—5.5c, per kwh first 26 kwh; 
3.0c per kwh next 74 kwh; 2.0c 
per kwh over 100 kwh. Five rooms— 
5.5¢ per kwh first 32 kwh; 3.0c per 
kwh next 68 kwh; 2.0c per kwh over 
100 kwh. Six rooms and larger— 
5.5¢ per kwh first 36 kwh; 3.0c per 
kwh next 64 kwh; 2.0c per kwh over 
100 kwh. This new rate schedule 
went into effect October 7. 

Average current consumption: 


Average electric bill is $2.86. Less 
than $1 a month is paid by 5.4 per 
cent of 766,979 domestic customers. 
Approximately 14 per cent of bills 
rendered last year were for 100 kwh 
or more. 

The average kwh annual consump- 
tion of residential customers for 1936 


was 805 kwh (does not include any 
range load). 

Some 24.89 per cent of domestic 
meters are in single dwellings, 21.61 
in two flats, 47.50 in three flat apart- 
ments or over. Of bills going to 
homes, 67.91 per cent go to dwellers in 
rented houses, 31.07 per cent to own- 
ers of homes, and 1.02 per cent to 
homes whose tenure is unknown. 
There are 403,229 residence buildings 
in Chicago. 

Types of retail outlets doing major 
part of appliance business in Chicago 
(estimated) : 


12 per cent 
15 per cent 
Department stores........... 25 per cent 
Hardware stores............. 5 per cent 
5 per cent 
Specialty dealers............ 35 per cent 
5 and (0c stores............ 3 per cent 


Shows and exhibitions conducted: 

Commonwealth Edison Company, 
premier electric organization in the 
country in giving electric shows, cut 
down its number to one. 

The most interesting thing in the 
Chicago development is that all large 
sales held by both the big and the 
small outlets during 1936 have in- 
cluded a good share of advertising 
space and effort on the sale of elec- 
trical merchandise. The continual 
campaigning in seasons on all goods 
has been participated in by large and 


GARDNER S. HOWLAND 


Manager, C alth Edi 
Electric Shops 


small outlets, and special effort on 
the part of any one individual outlet 
has been no less vigorous than the 
effort put forth by a great many 
others. 

Announcement of a 2 cent rate 
opened up Chicago to electric ranges 
and water heaters, even though Com- 
monwealth Edison Company does not 
sell them. During the year the ac- 
tion of the Illinois Radio and Elec- 
trical Dealers Association to stop 
industrial selling cut down this ac- 
tivity to minimum. Half a dozen 
cooking schools were held by Com- 
monwealth Edison Company, largely 
to promote use of electric cooker, 
which scored a great success. Gar- 
den parties to promote new appli- 
ances were introduced. 
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WITH 1937 MODELS 
w SELLING FEATURES. 


Y wait for new models—and sacrifice early-season 

profits—when the hottest line for 1937 is here right 

now? Other dealers are already going to town with the 

brand new 1937 Stewart-Warner—already clamoring for 

more before competing lines are even announced. Already 

Stewart -Warner’s 1936 record of 127% sales gain is crack- 
ing wide open. 


MORE FEATURES FOR YOUR MONEY is the reason. 
32 real sales features! 6 marvelous, absolutely exclusive 
features topping the list! New eye appeal! And above all, 
the dependability and freedom from service that’s made 
Stewart-Warner nationally famous. But sales appeal isn’t 
all. Stewart-Warner puts you out in front with: 


1. New Floor Plan with No Finance Charges! Under 
this new floor plan you can install a complete showing now 
without paying a penny in finance charges! 


2. Exclusive Retail Finance Plan! You can feature “No 
Money Down” terms—and still have no repossession wor- 
ries. Every Stewart-Warner sale is 
a cash sale for you. That’s what it 
means to sell under the Stewart- 
Warner-C. LT. 100% Advance and 
Non-Recourse Finance Plan. 


3. Powerful Selling Helps! Hor- 
ace Heidt and his famous brigadiers 
on a coast-to-coast network! Hand- 
some, attention-compelling displays 
for your floor. Backgrounds—ban- 
ners—booklets—folders! Every- 
thing you need to do a complete 
selling job! 


Get full details from your 
Stewart-Warner distributor today! 


STEWART-WARNER Does It Again— 
With MORE FEATURES FOR YOUR MONEY! 
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IMPORTANT MARKETS 


CAMPAIGNS COMPLETED 1936 AND RESULTS 


December 26 to February 15 
“1936 Campaign 
581 washers 126 ironers 


729 washers 153 ironers 
Dealer and Company activity. 124% of Quota 


December 26 to February 15 
“Better Light—Better Sight” Campaign 


SS Ee 2600 I. E. S. lamps 1000 Renu-a-lites, etc. 
ee ae 2034 I. E. S. lamps 580 Renu-a-lites, etc. 
Dealer and Company activity. 73% of Quota 


February 10 to March 7 


First Section “‘Modern vs, Time Honored” Campaign 
400 ranges 880 range plates 
ae 564 ranges 479 range plates 

Dealer and Company activity. 121% of Quota 


March 9 to April 4 
"Second Section “Modern os. Time Honored” Campaign 


400 ranges 480 plates 150 water heaters 
eee 1026 ranges 395 plates 79 water heaters 
Dealer and Company activity. 183% of Quota 


April 6 to May 2 


First Section “‘ New Commercial Manager's’ Campaign 
400 water heaters 250 ranges 
Aerial view of Boise, Idaho 457 water heaters 317 ranges 


Dealer and Company activity. 123% of Quota 


May 4 to May 30 
Second Section New Commercial Manager's” Campaign 


43,000 customers of the Idaho Power 
Company used an average of 1,400 kilowatt- 
hours last year—and bought $2,900,000 
worth of appliances from 265 electrical 


400 water heaters 250 ranges 
| ee 707 water heaters 226 ranges 
Dealer and Company activity. 157% of Quota 


June 1 to July 3 


First Section “Fishing for Business’? Campaign 


ee 400 water heaters 350 ranges 
eee 286 water heaters 360 ranges 
Dealer and Company activity. 91% of Quota 


July 6 to August 1 


Second Section “Fishing for Business”’ Campaign 
ee 275 ranges 275 water heaters 
eee 285 ranges 169 water heaters 

Dealer and Company activity. 83% of Quota 


dealers. 


August 3 to September 5 
“Over the Hump” Campaign 


200 ranges 150 water heaters | 
eee 226 ranges 104 water heaters ; 
Dealer and Company activity. 97% of Quota 


mestic consumer on the lines of country. The competitive fuel situa- 
the Idaho Power Company last tion is also reasonably well in hand. 
year used 1400 kw.-hr. of electricity, The Idaho Power Company reckons 
an increase of 124 kw.-hr. over the 30,00 urban and 13,000 rural custom- 
record of the previous year, indicates ers on its lines as of December 31, 
that not only do most households of 1936. 
this territory own a goodly number Rates start at $1 minimum, for the 
of electrical appliances (and use _ first 13 kw.-hr., dropping to 6.5 cents 
them), but they are buying more. per kw.-hr. for the next 35 kw.-hr., October 5 to October 31 
Idaho is an area of diversified agri- 5c. for the next 25 kw.-hr. and 4c. for “Vest” Section of “General Manager's Suit” Campaign 
culture, with considerable dairying the remainder. Where a range is in- 
and sheep raising and some mining stalled the minimum bill is $2 for Jo ~ 
and lumbering and it is said to have 34 kw.-hr. up to 5 hp. installed capac- Se Tomo eee 
suffered less from the hard years of ity, with $1 for each additional hp. September 8 to October 31 
including 30 kw.-hr. per excess hp., “Mazda-Ho” Campaign 
then 3c. for the next 35, 2.5c. for the Quota watts 
ini > watts 
for lighting and refrigeration some- 
what similar to the range and lighting 
rate. The addition of a water 
heater brings another rate into effect Policy in the selling of electric 300 kw.-hr. for off-peak water heating. 
which starts at $2.50 for 56 kw.-hr., ranges includes no free wiring, no Air conditioning is not a factor of 
plus $1 for each additional hp. over rental of ranges, no financing aid to importance in this district, as the cli- 
5 hp., including 30 kw.-hr. per each dealers. The Idaho Power Company mate throughout most of the year does 
excess hp., dropping then to 24c. for does do cooperative advertising and not call for it. Commercial installa- 
64 kw.-hr. 2c., for 64 kw.-hr. and then carries out a plan of active dealer co- tions during 1936 totalled about 
l4c. for all remaining. A separate ordination throughout the year. Dur- 200 hp. 
cooking rate is offered starting at 3c. ing one eight-week campaign a $20 Cooperative activities of the dis- 
per kw.-hr. and dropping to 24c. and allowance was made to dealers for trict are in the hands of the Electrical 
then to 2c., while the separate water ranges sold, but this ceased at the end Equipment Sales Association. R. E. 
heating and auxiliary air heating rate of that period. Water heaters are in- Gales, commercial manager of the 
is a flat l4c., per kw.-hr., with a mini- stalled by the utility in a normal resi- Idaho Power Company, serves as 


Te: fact that the average do- the depression than most parts of the 


September 8 to October 3 


“Coat” Section of “General Manager's Suit” Campaign 
345 ranges 167 water heaters 
244 ranges 137 water heaters 

Dealer and Company activity. 89% of Quota 


R. E. GALE : 
Qremmechat eee, mum charge ranging from $1.20 for dence for $10 for any dealers selling general secretary. 
Idaho Power Company a 600 watt heater to $2 for a 1,000 approved factory built water heaters. During 1936 the power company 
: watt heater. A lc. rate is allowed for a block of (Continued on page 64) 
? ELECTRICAL MERCHANDISING—JANUARY, 1937 PAGE 63 


Idaho 


Charleston AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


VIRGINIAN ELECTRIC, INC. 


Charleston, W. Va. 


fillentown, Reading, Scranton and 
Wilkes-Barre Districts 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


GENERAL ELECTRIC SUPPLY CORP. 


1249 Liberty St. Allentown, Pa. 
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completed a 9,000-kw. water power 
plant. Plans for 1937, either in such 
construction, or in the setting of 
merchandising quotas are as yet in- 
complete. It may be said, however, 
that business in Idaho was good in 


1936, and it is expected to be better 
during the coming year. 

During 1936 the sale of electric 
equipment reached a figure estimated 
at $3,746,164. In units this was dis- 
tributed about as follows: 


4 


NUMBER OF UNITS OF APPLIANCES SOLD 


Company Sales Dealer Sales Total 

Appliances 1935 1936 1935 1936 1935 1936 
Ee 2213 1310 2080 2410 4293 
Regrigerators................ 556 732 5040 5098 5596 5830 
1770 2120 6410 6689 8180 8809 
Water Heaters...... 1206 2126 244 1206 2370 
147 215 339 345 486 560 
Ee 113 374 247 536 360 
Vacuum Cleaners........... 281 165 719 1121 1000 1286 


Note: November and December sales estimated. 


POWER COMPANY CAMPAIGNS CONDUCTED 


Electric range campaign............... 
Electric water heater campaign............. 


I. E. S. lamp campaign............... 
Lamp bulb campaign................. 


2,370 water heaters sold 
5,830 refrigerators sold 


5,212 units sold 


560 ironers 


Note: December and November sales are estimated. 


Of these it is estimated that 36 per 
cent of the range sales were repla.e- 
ments, 25 per cent of the water heater 
sales and 15 per cent of the refrigera- 
tor sales. There are now 20,200 
range users on the Idaho Power Com- 
pany lines, a 46 per cent saturation. 
Water heaters in use number 7,248, 
with a saturation of 17 per cent. Re- 
frigerators are owned by 45 per cent 
of the company’s customers, number- 
ing 19,000. There are at present 
42,601 wired homes in the district, 
which is an increase of 3,515 over 
last year’s record. 

There are 10 electrical distributors 
serving this territory and 265 dealers 
of record. An estimate of the division 
of business among the various types 
of outlets is about as follows: 


20% 
Department Stores........ % 
Furniture Stores........... 10% 
Hardware Stores........... 10% 
Specialty dealers........... 40% 


During the past year the power com- 
pany took part in six range and re- 
frigerator shows and conducted fifty 
cooking schools, with a total attend- 
ance of 8,000. Visitors through the 
model home exhibited at Twin Falls 
numbered 20,000. 

Ranges, water heaters and refriger- 
ators are campaigned for ten months 
out of the year, I.E.S. lamps for 
three months. Both lamp bulbs and 
washers and ironers have eight weeks 
each during which they receive special 
attention. 


“He's been working on that stunt ever 
since he saw it done at Coney Island” 


JANUARY, 1937—ELECTRICAL MERCHANDISING 


> 
= 
= Bay, 
| 
» 
E 


Electrical Merchandising 
ANNOUNCES 


: ITS MOST IMPORTANT ACTIVITY IN 30 YEARS’ 
SERVICE TO THE ELECTRICAL APPLIANCE INDUSTRY! 
0 
0 2 
) 
A PROGRAM FOR ADEQUATE HOME ELECTRIFICATION 4 
old 


CENTERING 


IN THE MAY ISSUE OF 
ELECTRICAL MERCHANDISING 


4 WHICH WILL BE 
The ELECTRIC HOME PRINT! 
x 


@ Visualizing in print all that the home of today and tomorrow should be for electrical 
adequacy. € Graphically illustrating how complete electrification of new and reconditioned 
homes can be had for an astonishingly small additional investment. € The May issue of 
ELECTRICAL MERCHANDISING will be a complete “‘neutral sales manual” for manufac- 
turers, distributors, dealers, contractors and public utilities to graphically demonstrate to 
home makers (and architects and builders) the why, where, when, what and how of mod- 
ern, adequate home electrification from cellar to attic. € Don’t fail to read the complete 
story in the special insert in this issue headed “21,887,774 Dissatisfied Customers.” 


SEE PAGES 113 TO 116 


Electrical Merchandising 
| 330 West Forty-Second Street New York, N. Y. 
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Tests prove G-E Sanlamps make 
men healthier and handsomer! 
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ELECTRIC SUNLAMPS 


| 


Esquire, “The Magazine for Men,” 
culation and 4,000,000 readers, will carry this story of 
General Electric Sunlamps in the January 1937 issue, on 
the newsstands December 15. Advertisements will also 
appear in the February and March issues. These Sunlamp 
stories will interest every one of Esquires’ readers. They 
will be your customers. See your nearest General Electric 
distributor today to obtain the complete profit story of 
General Electric Sunlamps. 


GENERAL @ ELECTRIC 


A PROFITABLE 
HINT: 


Carry a complete line of 
General Electric Sunlamps 


FOR GREATER 
SUNLAMP PROFITS 


ESQUIRE AT YOUR SERVICE 
with over 425,000, cir- 


APPLIANCE AND MERCHANDISE DEPARTMENT 


GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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Riverside, Cal. 
and the 
Imperial Valley 


HE Southern Sierras Power 

Company, with its headquarters 

in Riverside, California, serves 
an area which extends down into the 
desert region about the Imperial Val- 
ley, Coachella and Palm Springs. It 
numbers 21,427 wired homes on its 
lines, about 70 per cent of its resi- 
dential customers being urban, 30 per 
cent rural. The average annual con- 
sumption of electricity per residential 
consumer for the 12 months ending 
Sept. 30, 1936 was 1,044, an increase 
of 83 kw.-hr. over the record of 961 
kw.-hr. for 1935. 

A rough estimate of the volume in 
dollars of domestic appliance sales in 
this territory for 1936 is placed at 
$750,000, divided between the power 
company and some 85 dealers who 
serve this district. 

It is estimated that about 10 per 
cent of all new electric appliances sold 
replace older electrical equipment. 
Saturation figures for the three major 


Hotel at Palm Springs. 


appliances, based upon an average of 
22,000 customers, are: 


ee 26.3 per cent. 
Water Heaters.... 14.5 per cent. 
Refrigerators... .. 44.0 per cent. 


Rates are varied according to the 
territory served. The combination 
rate for lighting, cooking and heating 
in the Coachella Valley and Imperial 
County starts at 4.5 cents for the first 
150 kw.-hr., dropping to 2 cents for 
the next 350, 1.8 cents for the next 
1,500, 1.7 cents for 3,000, 1.6 cents for 
5,000 more, 1.5 cents for 10,000 more, 
and 1.3 cents for the remainder, with a 
minimum annual bill of $36 per meter. 
Other rates, applying to lighting alone 
in various territories start at 8 cents, 
at 6.75 cents, at 10 cents, at 6 cents, 
etc. with varying gradations. 

Prior to July of this year the power 
company had no regular dealer co- 
operative plan. At that time, however, 
a new system was inaugurated by the 
company, applying to the Imperial 
Valley, which involved a new type of 
campaign on electric ranges, with 
terms and financing in which estab- 
lished dealers were invited to co- 
operate. This carried over in the Im- 
perial Valley until November 14, on 
which date it was extended to 
Coachella and Palm Spring, where the 
dealers likewise participated in the ac- 
tivity. From time to time, according 
to Geo. T. Bigelow, general commer- 
cial manager of the Southern Sierras 
Power Company, the remainder of the 
dealers, in the utility’s territory will 
be invited to participate as the cam- 
paign reaches them. 

The power company has a very 
special “Off-peak flat rate” for domes- 
tic electric water heaters where used 
in connection with an electric range. 
This does not apply to a flat kilowatt- 
hour rate, but is rather a flat amount 
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Left: Typical line area served by Sout 
Sierras Power and (above) the Mia 
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per month based upon the number in 
the family, habits and other factors 
affecting the use of water. This data 
also determines the size of the water 
heaters which must be installed, and 
which vary in size from 24-gal., 1,000- 
watt heaters to 66-gal., 3,000-watt 
heaters. They are installed with a load 
limiting device on the range circuit, 
so that no added service facilities are 
required to serve the water heating 
load. The same plan of dealer co- 
operation applies to water heaters as 
to ranges. 

Four major campaigns are reported 
by the power company during the past 
year. From March 1 to April 30 a 
Spring Range Campaign conducted 
over the entire system resulted in 
the sale of 312 ranges, 115 water 
heaters and 82 refrigerators. A re- 
frigerator campaign occupied attention 
from May 1 to July 31, during which 
time 315 refrigerators, 174 ranges and 
79 water heaters were sold. This also 
applied to the entire system. The spe- 
cial Imperial Valley ‘Housewives’ 
Campaign,” which lasted from July 13 
to Aug. 29, resulted in the sale in that 
district only of 318 ranges, 508 re- 
frigerators and 91 water heaters. The 
“Homecoming Campaign,” which 
again was confined to the Imperial 
Valley, extended from Sept. 21 to 


21,427 domestic 


customers of the 
Southern Sierras 
Power Company 
bought $750,000 
worth of appliances 
in 1936 from 85 
dealers scattered 
over this territory. 
Herewith a com- 
parison of 1936 
with 1935. 


Nov. 14 and sold 320 ranges, 239 re- 
frigerators and 204 water heaters. 

The power company exhibits an- 
nually at the Imperial County Fair 
and cooperates in similar local dis- 
plays, but it does not go in extensively 
for shows or cooking schools. 

No complete data is at hand in the 
matter of air conditioning installa- 
tions, but power company records of 
connected load would indicate that 
about 1,000 hp. of this type of equip- 
ment was installed in its territory dur- 
ing 1936. 

In regard to plans for the coming 
year. Mr. Bigelow states: We have 
no set plans for our merchandising 
efforts during 1937 much beyond the 
middle of the year. We expect to con- 
tinue the same type of campaign as 
was employed in the Imperial Valley, 
embracing dealer cooperation, long 
terms, free wiring, low interest rates, 
etc. This campaign will be conducted 
in each of our districts until our entire 
system has been covered, which should 
be about August 31. From the experi- 
ence we gained in the Imperial Valley 
with this same type of campaign, we 
expect to sell approximately the fol- 
lowing major appliances: 

1,200 ranges 
800 water heaters 
1 500 refrigerators. 


ELECTRIC APPLIANCE SALES (3 MONTHS ESTIMATED) 


1936 (Oct., Nov. & 
1935 Dec. Est.) 
Appliance Utility Dealers Utility Dealers 

493 for 600 100 
45 available 200 100 
0 250 not known 
ELECTRICAL MERCHANDISING—JANUARY, 1937 


Virginia DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


R. S. MONTGOMERY, INC. 


Richmond 


DISTRIBUTORS FOR South Carolina 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


PERRY-BROWNE, INC. 


1627 Main Street Columbia, S. C. 
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Tests prove G-E Sanlamps make 
men healthier and handsomer! 
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GENERA SUNLAMPS 


A PROFITABLE 
HINT: 


Carry a complete line of 
General Electric Sunlamps 


FOR GREATER 
SUNLAMP PROFITS 


ESQUIRE AT YOUR SERVICE 


Esquire, “The Magazine for Men,” with over 425,000, cir- 
culation and 4,000,000 readers, will carry this story of 
General Electric Sunlamps in the January 1937 issue, on 
the newsstands December 15. Advertisements will also 
appear in the February and March issues. These Sunlamp 
stories will interest every one of Esquires’ readers. They 
will be your customers. See your nearest General Electric 
distributor today to obtain the complete profit story of 
General Electric Sunlamps. 


GENERAL @ ELECTRIC 
SUNLAMPS 


APPLIANCE AND MERCHANDISE DEPARTMENT 


GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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Riverside, Cal. 
and the 
Imperial Valley 


HE Southern Sierras Power 

Company, with its headquarters 

in Riverside, California, serves 
an area which extends down into the 
desert region about the Imperial Val- 
ley, Coachella and Palm Springs. It 
numbers 21,427 wired homes on its 
lines, about 70 per cent of its resi- 
dential customers being urban, 30 per 
cent rural. The average annual con- 
sumption of electricity per residential 
consumer for the 12 months ending 
Sept. 30, 1936 was 1,044, an increase 
of 83 kw.-hr. over the record of 961 
kw.-hr. for 1935. 

A rough estimate of the volume in 
dollars of domestic appliance sales in 
this territory for 1936 is placed at 
$750,000, divided between the power 
company and some 85 dealers who 
serve this district. 

It is estimated that about 10 per 
cent of all new electric appliances sold 
replace older electrical equipment. 
Saturation figures for the three major 
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Left: Typical line area served * Southern 
| 


Sierras Power and (above) the 
Hotel at Palm Springs. 


appliances, based upon an average of 
22,000 customers, are: 


Water Heaters.... 14.5 per cent. 
Refrigerators... .. 44.0 per cent. 


Rates are varied according to the 
territory served. The combination 
rate for lighting, cooking and heating 
in the Coachella Valley and Imperial 
County starts at 4.5 cents for the first 
150 kw.-hr., dropping to 2 cents for 
the next 350, 1.8 cents for the next 
1,500, 1.7 cents for 3,000, 1.6 cents for 
5,000 more, 1.5 cents for 10,000 more, 
and 1.3 cents for the remainder, with a 
minimum annual bill of $36 per meter. 
Other rates, applying to lighting alone 
in various territories start at 8 cents, 
at 6.75 cents, at 10 cents, at 6 cents, 
etc. with varying gradations. 

Prior to July of this year the power 
company had no regular dealer co- 
operative plan. At that time, however, 
a new system was inaugurated by the 
company, applying to the Imperial 
Valley, which involved a new type of 
campaign on electric ranges, with 
terms and financing in which estab- 
lished dealers were invited to co- 
operate. This carried over in the Im- 
perial Valley until November 14, on 
which date it was extended to 
Coachella and Palm Spring, where the 
dealers likewise participated in the ac- 
tivity. From time to time, according 
to Geo. T. Bigelow, general commer- 
cial manager of the Southern Sierras 
Power Company, the remainder of the 
dealers, in the utility’s territory will 
be invited to participate as the cam- 
paign reaches them. 

The power company has a very 
special “Off-peak flat rate” for domes- 
tic electric water heaters where used 
in connection with an electric range. 
This does not apply to a flat kilowatt- 
hour rate, but is rather a flat amount 
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per month based upon the number in 
the family, habits and other factors 
affecting the use of water. This data 
also determines the size of the water 
heaters which must be installed, and 
which vary in size from 24-gal., 1,000- 
watt heaters to 66-gal., 3,000-watt 
heaters. They are installed with a load 
limiting device on the range circuit, 
so that no added service facilities are 
required to serve the water heating 
load. The same plan of dealer co- 
operation applies to water heaters as 
to ranges. 

Four major campaigns are reported 
by the power company during the past 
year. From March 1 to April 30 a 
Spring Range Campaign conducted 
over the entire system resulted in 
the sale of 312 ranges, 115 water 
heaters and 82 refrigerators. A re- 
frigerator campaign occupied attention 
from May 1 to July 31, during which 
time 315 refrigerators, 174 ranges and 
79 water heaters were sold. This also 
applied to the entire system. The spe- 
cial Imperial Valley ‘Housewives’ 
Campaign,” which lasted from July 13 
to Aug. 29, resulted in the sale in that 
district only of 318 ranges, 508 re- 
frigerators and 91 water heaters. The 
“Homecoming Campaign,” which 
again was confined to the Imperial 
Valley, extended from Sept. 21 to 


21,427 domestic 


customers of the 
Southern Sierras 
Power Company 
bought $750,000 
worth of appliances 
in 1936 from 85 
dealers scattered 
over this territory. 
Herewith a com- 
parison of 1936 
with 1935. 


Nov. 14 and sold 320 ranges, 239 re- 
frigerators and 204 water heaters. 

The power company exhibits an- 
nually at the Imperial County Fair 
and cooperates in similar local dis- 
plays, but it does not go in extensively 
for shows or cooking schools. 

No complete data is at hand in the 
matter of air conditioning installa- 
tions, but power company records of 
connected load would indicate that 
about 1,000 hp. of this type of equip- 
ment was installed in its territory dur- 
ing 1936, 

In regard to plans for the coming 
year. Mr. Bigelow states: We have 
no set plans for our merchandising 
efforts during 1937 much beyond the 
middle of the year. We expect to con- 
tinue the same type of campaign as 
was employed in the Imperial Valley, 
embracing dealer cooperation, long 
terms, free wiring, low interest rates, 
etc. This campaign will be conducted 
in each of our districts until our entire 
system has been covered, which shou!d 
be about August 31. From the experi- 
ence we gained in the Imperial Valley 
with this same type of campaign, we 
expect to sell approximately the fol- 
lowing major appliances: 

1,200 ranges 
800 water heaters 
1,500 refrigerators. 


ELECTRIC APPLIANCE SALES (3 MONTHS ESTIMATED) 


1936 (Oct., Nov. & 


1935 Dec. Est.) 

Appliance Utility Dealers Utility Dealers 
552 + Figures 1,300 200 
493 for 600 100 
387 1935 1,200 1,500 
204 350 not known 
0 250 not known 
ELECTRICAL MERCHANDISING—JANUARY, 1937 


Virginia DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


R. S. MONTGOMERY, INC. 


Richmond 


DISTRIBUTORS FOR South Carolina 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


PERRY-BROWNE, INC. 


1627 Main Street Columbia, S. C. 
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‘doh this tip! Before you decide upon 
your 1937 refrigerator sales arrange- 
ments, investigate Copeland. 

You’ll find a great new driving power 
behind Copeland’s rapid progress these 
eventful days. 

You'll find a new and complete line of 
the finest refrigerators ever engineered 
and built by Copeland—and that’s saying 
everything, for Copeland is the industry’s 
pioneer. 

You’ll find in the product itself some- 


thing far more “‘sure-fire”’ as a sales-closer 
than any list of features—something 
that, during 1937, will provide Copeland 
and you with the most outstanding and 
most powerful advertising and selling 
story that the industry has seen in many 
years. 

Take the first step toward easier and 
greater profits today by writing, wiring 
or phoning J. D. McLeod, General Sales 
Manager, Copeland Refrigeration Cor- 
poration, Detroit, Mich. 


Visit the Copeland Show Headquarters, Suite 422-A, 
Stevens Hotel, Chicago — January 10 to 16, 1937 


COPELAND 


REFRIGERATION CORPORATION 


DALLAS E, WINSLOW, President 


‘ DETROIT, MICH. 
PIONEER MANUFACTURER S O F 


REFRIGERATION 
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Portland, 
Oregon 


A. C. McMICKEN, 
General sales manager, 
Portland General Electric Co., 
Portiand, Ore. 


HE Portland General Electric 

Company, the second of the 

two power companies serving 
the City of Portland, Oregon and its 
surrounding territory has very nearly 
100,000 domestic consumers oi its 
lines. The figures for October 31, 
1936, show an increase of 4,052 as 
compared with a similar date a year 
ago. Of these 22.8 per cent are rural, 
77.2 per cent urban. In its rural ter- 
ritory the company feels that it is 
serving 83 per cent of all possible 
customers. The average annual resi- 
dential consumption as of October, 
1936, was 1,141 kw.-hr., an increase 
of 111 kw.-hr. over the 1,030 kw.-hr. 
of a year ago. 

“Pepco”, as this company is known 
locally, does direct selling of electrical 
appliances through its own organiza- 
tion and also carries out a coopera- 
tive program which promotes dealer 
sales. The estimate of A. C. McMicken, 
general sales manager of the Portland 
General Electric Company, as to the 
probable volume in dollars of the total 
appliance business done in this ter- 
ritory during 1936, places this figure 
at about $6,000,000. Mr McMicken 
says: 

“During the year 1935 dealers sold 
a total of 1,350 electric ranges to our 
customers and our own sales organi- 
zation sold 1,434. For 1936 the deal- 
ers will sell approximately 2,000 
ranges and our own organization will 
sell approximately 1,800. Our own 
actual sales of ranges for the ten 
months ending October 31 were 1,529. 
For the year 1935 we sold 1,034 water 
heaters (dealers practically none) ; 
and for the year 1936 we will sell 
approximately 1,500 water heaters. 
Our own sale of electric refrigerators 
will be about the same in 1936 as in 
1935—namely, 832. We are not active 
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The Portland General Electric Company has 


100,000 domestic customers on its lines who 


average 1,141 kilowatt-hours annually; in 1936, 


for instance, they bought 3,800 ranges and 


1,500 water heaters. 


in this field. Figures from distribu- 
tors indicate that between 7,500 and 
8,000 domestic refrigerators will be 
sold in our territory by all dealer 
outlets. Any attempt to list washers, 
ironers, vacuum cleaners and lamp 
socket appliances would be purely a 
guess. We feel that there has been 
a material increase in the sale of all 
manner of electrical appliances, judg- 
ing from our own results. For the 
year 1935 our total merchandise vol- 
ume amounted to $599,376, while for 
this year it will approximate $684,000. 
We believe that the percentage in- 
crease (12 per cent) represented by 
these figures will hold good for deal- 
ers generally in the territory.” 

In the electric range field approxi- 
mately 32 per cent of both power com- 
pany and dealer sales have been re- 
placement sales. This does not take 
into consideration the resale to cus- 
tomers of used electric ranges. The 
net increase in range users at the 
end of the year will be, according to 
Mr. McMicken, not less than 3,600. 
Electric range saturation on Pepco 
lines is 25 per cent. Electric refrig- 
erator saturation is from 30 to 34 
per cent. Electric water heaters (of 


1937 


which the power company is the only 
one actively selling the storage type) 
have a saturation figure of about 6.2 
per cent. 

During 1936 the major objective of 
the Portland General Electric Com- 
pany was to increase the sale of elec- 
tric ranges through its own and deal- 
ers’ efforts. Approximately 60 deal- 
ers, of the 190 reported in this district, 
now stock and exhibit electrical 
ranges. Results are indicated by the 
figures given above. In addition the 
company conducted four small ap- 
pliance cooperative campaigns with 
dealers :—one on electric toasters, one 
on coffee makers, one on ironers and 
one on sun lamps. Accurate figures 
on the results of these campaigns are 
not available, but definite reports have 
been made of the sale of 125 ironers, 
150 sun lamps and several hundred 
coffee maker and toaster sales. 

One of the major sales building pro- 
grams of the company was that pro- 
moting neighborhood theater shows, 
featuring such films as “The Courage 
of Kay” and “Three Women”. Pepco 
has also featured exhibits at county 
fairs, the state fair and other shows, 
as well as cooking schools. Says Mr. 


MeMicken: 
ful success with 
and found that they were very pro- 


“We had very wonder- 
our theater shows 


ductive of desirable prospects both 
for ourselves and dealers. Some of 
our dealers also conducted shows of 
their own, using films and materials 
loaned by us. Our radio programs 
featuring Jane Marden as home eco- 
nomics authority have been very well 
received and very valuable.” 

The company’s free range wiring 
policy lasted until August 1, 1936. 
During this period 2,772 free range 
wiring installations were provided by 
the Portland General Electric Com- 
pany. From March, 1935, when the 
policy was first inaugurated, until its 
close, a total of 5,198 wiring installa- 
tions were made for the power com- 
pany and dealers. Approximately 34.4 
per cent were made for utility sales, 
and 30.6 per cent for previous own- 
ers of ranges who have these put 
away because they had felt that they 
could not afford the wiring. These 
customers, during the depression 
years, had moved from wired homes 
into less pretentious quarters. 

At the present time the company 
promotes actively a two-unit, storage 
type electric water heater, served un- 
der an 8-mill off-peak meter rate. The 
size of tanks run from 40-gal. up- 
ward, with the majority of sales now 
being of the 52-gal. type. 

Domestic rates start of 5.5 cents 
per kw.-hr. for the first block of 
energy (of 30 kw.-hr. or more de- 
pending upon load), then dropping to 
3 cents for 40 kw.-hr. and then to 
1.8 cents for the remainder. The 
minimum charge is $1, or $2 where 
cooking appliances exceed 2 kw. The 
minimum charge on water heating 
is also $1. 


(Please turn to page 70) 
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DEALERS IN THE HEART OF 7Zexas 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Selis FOR You 


by 
GENERAL ELECTRIC SUPPLY CORP. 


Abilene — Dallas — Ft. Worth — San Antonio 


Oklahoma - Texas Panhandle - 
W. estetn fA rkansas 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


GENERAL ELECTRIC SUPPLY CORP. 


Oklahoma City Amarillo Tulsa 
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In regard to power company plans 
for the coming year, Mr. McMicken 
says: 

“We have set a quota of mer- 
chandise sales for 1937 of $550,000, 
which will include 1,500 ranges, 1,500 


water heaters, 850 refrigerators, 50 
dishwashers, 250 ironers, 500 wash- 
ers, 300 vacuum cleaners, and 100 
combination range and refrigerator 
units and, in addition, numerous lamp 
socket appliances.” 


JAMES B. BUMAN, 
Manager of residential sales, 
Northern Electric Company, 

Portland, Ore. 


Portland, Oregon (continued ) 


The Northwestern Electric 
Company serves 28,311 Port- 
land domestic customers, 
does no merchandising, but 
helps dealers build the 
$7,000,000 worth of ap- 
pliance business done in the 


city yearly. 


HE city of Portland, Oregon, 
has a population of something 


more than 300,000 and is situ- 


| ated on the Willamette River, with a 


port which accommodates sea-going 
trade. Its inhabitants own one auto- 
mobile to every 3.75 persons, its 
saturation of telephones is about 62 
per cent, of radios about 93 per cent. 
There are some 90,000 radio sets in 
Multnomah County. The city is 
served by two public utilities, the 
Portland General Electric Company, 
known locally as “Pepco” and the 
Northwestern Electric Company. Last 
year both city and state public owner- 
ship measures threatened. That pro- 
posing a survey for purchase of the 
properties of the Northwestern Elec- 
tric by the city of Portland was de- 
feated 11 to 1. State power bills in 
both Oregon and Washington were 


| also defeated. 


Of the two companies serving this 
district, the Northwestern Electric 
Company does no active merchandis- 
ing of its own, but maintains a dealer 
cooperative program throughout the 
year. In reporting for the North- 
western, Jas. B. Buman, manager of 
residential sales, states: 

“Our program is contrary to that 
of many utilities in that all of our 
promotion is done through retail ap- 
pliance outlets. All campaigns and 
drives for appliance sales are geared 
to this plan, the basic part of the pro- 


JANUARY, 


motion being through interesting news 
stories about the campaign and dis- 
play advertising. At the foot of all 
advertisements the customer is re- 
ferred to the Northwestern Associated 
Appliance Dealer in his neighborhood. 
In many cases the advertising pro- 
gram carries with it special posters 
for the dealers, window streamers, 
bill stuffers and other similar helps. 
Considerable time is given to the in- 
dividual dealer in arranging his dis- 
plays and making suggestions, some 
of which have proved definitely suc- 
cessful. Considerable 
given to the exchange of helpful ideas 
between dealers. Dealers have been 
very responsive with tie-in advertising 
and timely window and store displays 
for each campaign.” 

There are 28,311 residential con- 
sumers on Northwestern lines, an in- 
crease over 1935 of 1,068. Eighty-six 
per cent of them are urban, 14 per 
cent rural. The annual residential 
consumption of electricity averaged 
1263 kw.-hr. for 1936; for 1935 it 
was 1202 kw.-hr. 

It is figured that the value of elec- 
trical appliance business done in the 
Portland area during 1936 amounted 
to $7,962,570, of which the North- 
western customers were responsible 
for about 30 per cent, or some $2,388,- 
771. This is an increase of approxi- 
mately 38 per cent over the total 
volume of electrical appliance sales in 
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1935 
Appliance Utility Dealer 

72 1,160 
Water heaters ........... 73 102 
Refrigerators ............. 35 2,907 
ess 15 80! 
Other heating appliances... 6,038 


UNIT SALES APPLIANCES IN PORTLAND, O. 


Replace- 
1936 ments 


Total Utility Dealer Total 1936 sales 
1,232 56 1,505 1,561 25 
175 133 *300 0 
2,942 45 3,693 3,738 15 
2,828 21 3,539 3,560 50 
816 5 1,275 1,280 50 
5,048 26 7,937 7,963 50 
2,476 334 7,166 7,500 0 
sr 1,094 1,094 10 
9,155 13,570 13,570 20 
6,038 6,833 6833 50 


1935. Sales are reported as showing 
an increase in each division. “Table 
cookery,” states Mr. Buman, “shows 
a tremendous increase in small ap- 
pliances. Other increases are ac- 
counted for chiefly in refrigerators, 
electric ranges and radios.” 

Taking Portland as a whole, the 
utilities account for about 5 per cent 
of electric appliance sales, department 
stores for about 40 per cent, furniture 
stores for 15 per cent, hardware 
stores for 10 per cent and specialty 
stores for 30 per cent. There are 107 
dealers in Portland, and 26 electrical 
distributors. 

During 1935 a survey was made by 
the Northwestern Electric Company 
of 1,598 homes in Portland, most of 
them in the better residence districts. 
This showed a saturation of major 
electric appliances somewhat higher 
than the usually accepted figures. Re- 
sults of this survey follow: 


Saturation of Major Appliances—Portland, 
Ore. (figures are given in per cent) 


The Northwestern Electric Com- 
pany maintains a continuous all-year 
activity of promotion and it is there- 
fore difficult to assign results to any 
one particular sales activity. They 
have entered booths in many shows 
and exhibitions and have carried on 
a series of cooking schools, all of 
which have been helpful in expanding 
the use of their service and have in- 
creased the volume of business done. 

The company maintained a policy 
of free range wiring from March 18, 
1935 to August 1, 1936. In this con- 
nection, Mr. Buman states: “We 
know that it accelerated the sale of 
electric ranges. I do not think the 
continued effect was so great because 
we had noticed for some time that 
it had lost its punch as a customer 
incentive to buy. When they began 
to comment ‘We can get Free Range 
Wiring any time,’ we considered it 
time to quit. In place of our former 
plan, we offer the same range wiring 
at the same cost, $27, to the customer, 
payable with the electric service bill 
at the rate of $1 per month. We 


found that our sales fell off very little 
with the termination of free range 
wiring.” 

The Northwestern installs water 
heaters on either a flat rate or off- 
peak plan; on the latter a time switch 
is used which cuts off the heater from 
the hours of 4 to 8 p.m. 

The company has two types of gen- 
eral residential rates, one starting at 
5.5 cents for the first block of power, 
depending upon connected load, drop- 
ping then to 3 cents, with all in excess 
at 1.8 cents. The other rate charges 
25 cents per month per room, plus 
2.75 cents per kw.-hr. for the first 70 
kw.-hr. and 1.8 cents for all additional 
energy used. 

In the air conditioning field activ- 
ity as yet is confined to commercial 
installations. Portland climate does 
not demand much relief of this kind. 

An active home lighting program 
has been carried out by the North- 
western Electric Company and through 
its dealers, its advertising program 
and the efforts of its home service 
girls, a substantial demand for I.E.S. 
lamps has been built up. Most dealers 
have felt the effects of this and have 
put in attractive lines of I.E.S. lamps. 

In regard to the company’s program 
for the coming year, Mr. Buman says: 

“Our sales promotion plans for 
1937 will be substantially the same as 
for 1936, promoting the sale of our 
residential and farm services through 
the normal dealer outlets. During 
1936 we were helpful in increasing the 
number of dealers in our territory by 
fifteen. Of these, eight are new appli- 
ance stores and the remainder new 
appliance departments in music, 
jewelry and other types of stores. 
One large chain system that has here- 
tofore dealt almost exclusively in 
groceries, drugs and ladies’ apparel, 
has now gone into the electric appli- 
ance business in quite a big way, 
with a large sales organization in the 
field. Of course, as the year pro- 
gresses we hope to inject many inno- 
vations and selling ideas into our sales 
program. One of the successful 
events of last year, ‘Electrical Prog- 
ress Week,’ put on by the Portland 
Retail Merchants Association, in 
which we cooperated, was so success- 
ful that it has been made a definite 
part of the annual program of the 
Portland Retail Merchants’ Division 
of the Chamber of Commerce.” 
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WILL BE THE “‘HOTTEST’’ YEAR IN 


] “pencaded in January the curtain goes 
up on two brand new Everhot 
Roaster models — two “honeys” — de- 
signed for, and deserving of, number 
one place in your 1937 sales program. 
They'll have: 

—all the characteristics essential to 

Nth degree performance! 


—new features! 


Cc. E. SWARTZBAUGH, 

President, The Swartzbaugh Mfg. Co. 
“C. E.'s" minute-message to the trade: 
“Our watchword quality hits a new all- 
time high in the smart new 1937 Everhot 
models.” 


—new and exclusive talking points! 


—im proved — erected upon the 
Swartzbaugh cornerstone of very 
old-fashioned allegiance to quality! 


—new merchandising! 


—new sales and attendant profit pos- 
sibilities for electrical housewares 
dealers! 


HOLD EVERYTHING! 
Announcement Soon! 


The Swartzbaugh Manufacturing Company 
TOLEDO, OHIO, U.S.A. 
SINCE 1884 


Over half-a-century of Pp and 
zealously guarded reputation for quality. 


J. B. SWARTZBAUGH, 
Secy.-Treas., The Swartzbaugh Mfg. Co. 
“J. B.'s" minute-message: “Quality, yes! 
and the plus of new, energetic merchan- 
dising to assist our dealers.” 


ES 


h, and a 


The Swartzbaugh Mfg. Co. 
Factory and Office Building in 
Toledo, Ohio. Sales offices in 
principal cities. 
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G: an early start with the profit leader for 1937! Dealers who 
have seen the new General Electric Triple- Thrift Refrigerators 
are placing the biggest orders they've ever recorded. Here is the 
line of refrigerators you will want to handle—they are priced 
lower, use less current, and will last longer! 


Brilliantly styled cabinets with advanced features of economy and 4 
convenience. A complete line—not a gap in it—18 models all powered 7 4 
with the famous vacuum-sealed THRIFT UNIT. A new schedule 
of prices and discounts that cover every market—and at a profit! 


REMEMBER—As a General Electric Dealer you can offer—IN ONE 

LINE—every household electric appliance from a clock to a com- 

plete electric kitchen or laundry, each identified by the famed @. The ONE complete line of 
General Electric Company, Sec. DE1, Nela Park, Cleveland, Ohio. _ electrical appliances for the home 
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ae AND SALARY 
increases, already in effect, will add more than 


$130,000,000 to 1937 payrolls—with more to come. 


That means additional millions of dollars will 
be spent by wage-earners for electrical and 


other appliances for home pleasure and comfort. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 178 OFFICES IN THE UNITED STATES AND CANADA 


Wage-earners are time payment buyers. The time 


payment plan you offer will have a lot todo with 


the closing of many of your sales. Get the best plan. 


Profit by the national reputation of Commercial 
Credit Company, for low cost and dependable 
financing. Assure yourself of the benefits of Com- 
mercial Credit Company service, including careful 
credit investigation, prompt remittances and close 


cooperation from a local office in your own territory. 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $60.000,000 
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Los Angeles 


OST people have a pretty 
definite idea of what the 
City of Los Angeles is like 


—a metropolitan area of well over a 
million population, spread out over a 
series of loosely connected centers, 
each with its own shopping district, 
all feeding into the main downtown 
section. The general average of pros- 
perity is high—there are about 420,- 
000 connected telephones and 395,000 
automobiles owned in the city. Elec- 
tric service is furnished by the city- 
owned Bureau of Power and Light 
and by the Los Angeles Gas and 
Electric Company. The city is now 
negotiating for the purchase of the 
latter’s facilities and hopes eventually 
to take over the entire load within the 
city limits. 

To this metropolitan area within 
the past year came for the first time 
power from Boulder Dam, a pro- 
gressively increasing amount of which 
is contracted for by the Bureau for 
sale to Los Angeles inhabitants. At 
the present time there are about 208,- 
000 domestic consumers on_ the 
Bureau’s lines, of which 95 per cent 
or more are city dwellers, a small 
amount of current being delivered to 
farm homes outside of the city limits. 
The average annual consumption of 
electricity per domestic consumer was 


F. L. HOCKENSMITH, 
Executive Manager, 
Electrical Development League 
of Southern California 


695 kw.-hr. for 1936, as against 624 
kw.-hr. for 1935, an increase of 11.4 
per cent. About $7,000,000 worth of 
electrical appliances was bought by 
these consumers in 1936, or an aver- 
age of about $34 per wired home. Of 
this amount $4,800,000 represents the 
sale of refrigerators. 

The Los Angeles market is served 
by some 33 general distributors who 
handle electrical lines and 12 appliance 
wholesalers. In the retail field there 
are 250 electrical dealers and 200 con- 
tractors. The Bureau does no direct 
merchandising of appliances. The 
above mentioned appliance business, 
therefore was divided among the re- 
tail outlets in about the following pro- 
portions: department stores, 30 per 
cent; furniture stores, 10 per cent; 
hardware stores, 5 per cent; and 
specialty dealers, 55 per cent. The 
high proportion of business done by 
specialty stores is probably due to the 
scattered nature of shopping districts, 
a fairly high proportion of sales of 
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208,000 customers are served by the Bureau of 


Power and Light in the City made famous by 
Boulder Dam power. They bought over $7,000.- 


000 worth of appliances 
worth per customer. 


nationally known appliances being 
made through local neighborhood 
shops, 

Details of appliance sales for 1936, 
as compared with 1935 are given 
below : 


Percent 

Appliance 1935 1936 Increase 
Ranges ..... 1,284 2,372 84.7 
Water heaters 288 753 161.5 


Refrigerators. . 
Space heaters 
(Incl. Com.) 420 750 " 75 


30,000 (Est.) 


Washers .... 12,000 
lroners ...... 2,000 " 
Vacuum Clean- 

4,500 " 
Radios ...... 14,000 " 


Probably 2 per cent of the range 
sales are replacements. Water heater 
replacement sales are negligible. The 
present saturation figures for the 
major appliances in the Los Angeles 
district are estimated as _ follows: 
Ranges, 2.28 per cent; water heaters, 
0.59 per cent; refrigerators, 35 per 
cent. 

Electric rates for domestic service 
start at 4.4 cents per kw.-hr. for the 
first 35 kw.-hr. The next 75 kw.-hr. 
sell at 2.3 cents, the next 100 at 1.5 
cents and all in excess at 1.25 cents. 
Where there are more than 5 lighting 
circuits, the initial block is increased 


last year—about $34 


by 5 kw.-hr. for each additional cir- 
cuit. There is a special rate for water 
heating. 

The Bureau furnishes free wiring 
for ranges through the contractor, or 
on a contribution basis. It does not 
rent or merchandise appliances, but 
maintains an active sales promotion 
force to cooperate with dealers. Dur- 
ing 1936, it became the Los Angeles 
agent of the Federal E.H.F.A. for 
the financing of appliance sales to 
Department of Water and Power 
consumers. 

Free wiring is also furnished for 
approved water heaters. The size of 
the tank must meet the requirements 
of the Bureau, determined on the basis 
of possible occupancy (bedrooms) and 
the number of bathrooms to be served. 
Approved heaters must be of the two- 
element type with control equipment 
to cut off the lower element during 
the peak period. The water heater is 
separately metered and served at a 
rate of 0.75 cents per kw.-hr. 

There are about 100 air condition- 
ing installations on Bureau lines, 
most of them commercial. 

Cooperative activities of the Bureau 
in the Los Angeles region are further 
augmented by the program of the 
Electrical Development League of 


(Please turn to page 78) 
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Two sensational selling angles — including the 
world’s largest single refrigerator order—give West- 
inghouse dealers what it takes to hit top speed 
right from the word “GO.” Right now is a good 
time to get the facts about the 1937 Westinghouse 
sales and advertising plans. 

Write us direct or get in touch 

with the Westinghouse Refrigerator 

distributor in your territory. 


TOWEL 

Streamline Ad- 
also 


_ e linen 
free with the 
just - - matic 


. Ad 
cwnitien in full color pages 


Broiler 
pbs the onl 


it i id. 
unit in te ain full color pages 


to 12,250,000 families. 


ER 
TER CLEAN 
SPECIAL 


.—another 
d special. 


7 
4 
LAS | 
APPLIA 
ESTING wins OR 
\6 AY — E WARMING PAD SPECIAL 
cially priced for ths advertised 
4 ing volume-sale item. 
¥ 
& 
STER GRILL 
| 
Stoc age 
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home economists and directors of home 
service furnished more facts — and this 


Whe: kied of women buy electric too. gave facts of vital importance 
hy Jo they buy? How do they use Sher their clectric range selling activitier 
-@nd do they like them? their saicemecn comtributed new t eccurmuletion of specific busines 
To x-' reliable answers to such quentions fasta arom their persona! retail sales ex ata ie NEW — POINTED —- and ia the 
Weatinghowsee sent in- Some of the i oformation is actu: foundation for the Weatinghouse 1937 
tors to of elec stertiing in ite nce. Range and Water Heater Program. It will 

Oge : ilies tives, | more ranges. 


BASED ON FACTS! 
FACTS! FACTS! 


| hs 


| Smashing sales records monthly, 
the Westinghouse Laundry Equip- 
ment Line sweeps into 1937 with 
sales increasing much faster than 
the industry. There's a reason and 
you should have it. Note the 
coupon below. 


PROGRAM 


We sting ouse Westinghouse Electric & Mfg. Co., ; f 
| E R puts in side Merchandising Division, Dept. FL-751, Mansfield, Ohio. 
jlers OT the les Send me information on items checked below: 
appli ce 1937 Refrigerators 4 Appliance Promotions 
— track pote |] 1937 Ranges and Water Heaters __] 1937 Laundry Equipment 
od and P Name 


Address 
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Vestinghouse RANGE AND WATER HEATER PROGRAM 
ils, — 


an Beauty 


WASHERS - IRONERS 


that’s MOD- 


%& Styling 
ERN for years to come 


% A complete NEW line 


with all the famous 
American Beauty fea- 
tures 


% A NEW finance plan 


% Even GREATER ssal- 
ability 

% NEW “Triplex” tap- 
ered-post 

Agitator with spray 
perforations. 


%WORLD’S FINEST 
WASHING ACTION 


% “Easy Touch” SAFETY 
WRINGER 
—Release STOPS and 
FREES BOTH Rolls 


$39.50 to $89.50 


te One of few lines with a 
workable jobber propo- 
sition 


te Aggressive Sales and 
Merchandising program 
custom-built for YOU. 


Getz has always built a fine washer— 
the industry knows that. And in 1937, as 
always, American Beauty has quality 
built-in—is again AMERICA'S LOWEST 
PRICED QUALITY washer. 


BUT — 


This year new beauty and distinctive styl- 
ing add eye-appeal that means even 
qreater salability. Coupled with a new 
finance plan that makes buying simple 
and easy, this improved appearance 
means your profit possibilities are limited 
only by the effort you put behind the line. 
It's easier to sell American Beauty than to 
sell against it. FULL DETAILS FOR THE 


ASKING. SEND FOR FACTS NOW! 
Triplex’ agitator that 

washes clothes the FULL 

DEPTH of a tub. No 
dead spots." Gives the 

WORLD'S FINEST WASH- 

ING ACTION. 
“Easy Touch" SAFETY 

Wringer usually found on 


only the highest priced ma- 
chines. A _ powerful sales 
appeal. 


GETZ POWER WASHER CO. 


MORTON, ILL. 


137 WALNUT ST. 


Easiest \N THE WORLD on Clothe 
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| membership of 132. 


IMPORTANT 


Southern California, which under the 
leadership of F. L. Hockensmith as ex- 
ecutive manager, has carried out a 
number of inter-industry promotional 


drives. The League’s program for 
1936 is summarized as follows: 

1. Industrial committee of the 
League assisted in the formation of 


the Electrical Maintenance Engineers 
Association of Southern California. 
This group is very active with a total 
At their Novem- 
ber meeting at the R.K.O. studios, 
315 maintenance engineers were in 
attendance. 

2. Through the efforts of the in- 
dustry and a special contribution of 
$1,000, electrical ordinance No. 73000 
is being revised. 

3. The League 
slogan “California’s 
Has Just Begun!” 

4. The League published the pam- 
phlet entitled “Opportunity—and how 
every member in the electrical indus- 
try can capitalize on it.” 

5. The League worked out a plan 
by which ten all-electric homes have 
been scheduled. One home has al- 
ready been opened for inspection in 
the San Fernando Valley. 

Through the efforts of a range 
committee, a number of “Electrical 
Family Gatherings” have been held, 
at which the attendance has been 
about 650, made up of electrical men 
and their wives, who were given a 


the 
Age 


worked out 
Electrical 


Southern California 


demonstration of electric cookery. As 
a follow-up to the activity, electric 
range buttons were presented to elec- 
trical men or women who owned or 
purchased electric ranges. To date 
650 buttons have been delivered. 

7. With the assistance of the 
Bureau of Power and Light, the 
League was able to install electric re- 
frigerator, range, laundry and clean- 
ing equipment in the W.P.A. 
Domestic Training Center where un- 
employed women are trained for 
domestic service. 

8. The League is assisting the 
Women’s Committee Service Auxili- 
ary of the Los Angeles Chamber of 
Commerce in an “Outdoor Christmas” 
program. 

9. With the assistance of the whole- 
salers, the Southern California Edison 
Company and the Bureau of Power 
and Light, the League sponsored the 
Second National Electrical House- 
wares Week program, December 7 
to 12. Several meetings were held to 
urge all dealers to decorate windows 
in small appliances and make a con- 
centrated effort in sales. 


10. The major activity of the 


League during 1936 was the Electrical 
Age Exposition, held during Boulder 
Dam Week for a period of nine days 
in the Pan Pacific Auditorium. This 
was acknowledged to be the finest 
electrical exposition ever presented in 
southern California. 


H. C. RICE, 


Merchandise manager, 
Southern California Edison Co. 


CLYDE B. HOUSTON, 
Assistant Commercial manager, 
Southern California Edison Co. 


Boulder Dam power and 500,000 resi- 
dential customers make a $20,000,000 
market for electrical appliances for 500 
dealers and the Southern California Edison 


F course, the closing of the 
switch which brought Boulder 
Dam power to southern Cali- 


fornia did not really change any situa- 
tion. For the foreknowledge of its 
coming had influenced both buyers 
and sellers of electrical equipment for 
many months in advance—and in fact, 
its actual delivery outside of Los An- 


JANUARY, 


geles is still a matter of the future. 
But the fact remains that the October 
celebration of the arrival of power 
from the completed Boulder Dam was 
the outstanding event of the past year 
in this section. 

The territory served by the South- 
ern California Edison Company covers 
a large area “south of the Tehachapi” 
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MARKETS 


ELECTRIC APPLIANCE SALES, JAN. | TO SEPT. 30 


\verage Number of Dealers reporting.......... 502 496 502 
583 514 567 
Air heaters (under 1500 watts)................. 702 868 2,328 
3,052 3,103 5,374 
Grills, hotplates and table stoves.............. 2,278 2,430 4,347 


and about Los Angeles and also some 
communities in the San Joaquin Val- 
ley district. In general it is made up 
of prosperous small communities, 
some (in the vicinity of the Los 
Angeles metropolitan area) of a su- 
burban nature, some of them natural 
outlets for a surrounding agricultural 
area. The number of wired homes in 
the territory is 500,000; the average 
of prosperity to be indicated by such 
things as ownership of automobiles, 
radio sets and telephone installations 
is considerably above the level of the 
average for the country as a whole. 
[he average annual consumption of 
electricity per residential meter for 
1935 was 737 kw.-hr.; during the past 
year it was increased until it now 
stands at 791.1 kw.-hr. 


The power company does no active 
merchandising, but has a comprehen- 
sive program of dealer promotion. 
From dealer reports during the past 
year, with December sales estimated, 
it is figured that the total volume of 
appliance business done in this terri- 
tory will reach $20,000,000 for 1936. 
Comparative records of unit sales of 
the various major appliances for the 
first nine months of 1935 and 1936, 
with the total for 1935, are as follows: 
The outstanding figure in this re- 
port, of course, is the increase in the 
sale of electric refrigerators from 
29,724 for last year to 44,822 for this 
year. The dealers seem to have done 


| a really good job in this field. In the 


matter of ranges and water heaters 
obviously there is more to be done. It 
is roughly estimated that the amount 
of this business which is replacement 
business is 5 per cent for ranges, 5 per 


| cent for water heaters, 10 per cent for 


refrigerators, 30 per cent for washers 


| and about 1 per cent for ironers. 


The estimated degree of saturation 
for these various appliances in the 
southern California market is given 
as: Ranges—8 per cent, Water heaters 
—4 per cent, Refrigerators—50 per 


| cent, Washers—55 per cent, Ironers 


—7 per cent. 


There are about 25 electric whole- 
sale distributors in this district. 
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There is no authentic record of the 
amount of business done by the vari- 
ous outlets, but, with the utility com- 
pletely out of the major appliance pic- 
ture, the probable division would 
give the major portion of the re- 
frigerator business to department and 
furniture stores, with specialty dealers 
handling the majority of the ranges 
and water heaters. 

Under the leadership of the South- 
ern California Edison Company a 
range and water heater campaign was 
staged during the first three months 
of 1936, during which time 1,789 
ranges and 841 water heaters were 
sold. The refrigerator campaign 
which occupied attention from April 
to June disposed of 25,733 refrigera- 
tors. The last four months of the 
year were devoted to ranges again. 
Records from this activity were not 
complete at time of writing, but Sep- 
tember and October returns were re- 
ported somewhat below expectations. 

The power company does free wir- 
ing on ranges, within limitations. It 
does no renting of ranges. The 
financing plan which is available to 
dealers has been in effect for some 
time. Rates in general start at 5 cents 
per kw.-hr., dropping, for a consumer 
without range or water heater, to 4.75 
cents after 50 kw.-hr. and finally to 3 
cents for all over 200 kw.-hr. per 
month. The range user pays 5 cents 
for 25 kw.-hr. (50 for a larger house), 
3 cents for 125 kw.-hr. (or 150 kw.- 
hr.)., then dropping to 2 cents, except 
that when a water heater is installed 
all over 225 kw.-hr. (250 kw.-hr.) is 
at 1 cent. The minimum bill is $1 for 
the non-range user and varies from 
$3 to $6 or over, depending upon con- 
nected load, for the other type of 
rate. 

In stating the company’s policy for 
the coming year, Mr. Rice says: “We 
expect to continue our dealer co- 
operative policy during the year 1937, 
with possibly some increase in busi- 
ness.” 

The cooperative agency serving this 
area is the Electrical Development 
League of Southern California, of 
which F. L. Hockensmith is secretary. 


1937 


Canton AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


FURBAY SOMMER CO. 


116 Shroyer Ave. S. W. Canton, Ohio 


Southern California and Arizona 
AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by THE GEORGE BELSEY CO., LTD. 


1001 So. Hope St. Los Angeles, Calif. 
1134 First Ave. San Diego, Calif. 
547 West Jefferson St. Phoenix, Ariz. 
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Futile Statistics 


Phere is an old saying to the effect that “figures 
don’t often lie but liars often figure.” 

We commend the gist of this old saw to those 
who predicate their local operations upon nation- 
wide agglomorations of digits. 

Inevitably such figures must be wrong. For 
example, if you take ten thousand communities and 
average up their sales of (let us say) washing 
machines, not more than ten of the ten thousand 
will actually meet the mathematical average. Some 
will be five hundred percent above and some will 
be a dismal ninety-nine percent below. To plan 
your sales program upon the averages of these 
extremes is to cut your mercantile throat. 

No two communities are alike. No general 
averages serve as a guide. You can't take New 
York City and Medicine Hat, and add ’em to- 
gether and divide em by two and get an average 
which will apply to Bowling Green, Ohio. 

We contend that practical statistics are pretty 
much like the state of mind of the local Metho- 
dist Church. If the brethern and cistern lean 
to refrigerators, let ’em lean. The nation-wide 
statistics may tell you that the demand for ironers 
should be 600 percent increase in Culpepper, Vir- 
ginia. That’s swell. But in your own town, th 
yen is maybe for refrigerators, and so, say we, 
sell ’em refrigerators and don’t try to unsell them 
on something they want to buy in favor of some- 
thing the statistics tell vou ought to sell. 


New Groups of Buyers 


Elbert Hubbard had a phrase which he used 
frequently: “Nothing is permanent but change.” 

He referred, of course, to the inevitable repro- 
duction of the races, and their progress from 
the sugar tit to the shroud Sut the truism 
applies with equal force to business. 

There are always new groups of buyers enter- 
ing the market. They enter it ignorant and we 
fatuously believe it is our duty to educate them. 
Nothing farther from the truth. It is our duty 
to let them educate us. 

Success in merchandising consists quite largely 
in the not very common ability to keep young in 
spirit. We oldsters get pretty well fed up with 
the routine of handling, let us say, electric flat 


irons, but the purchase of her first flatiron is 
high adventure to the little gal with the brand 


new wedding ring She uses that iron to give 


zest and zing to the Big Boy’s shirts, so that 
he may have the snap and neatness which rates 
a raise in pay. Later she uses it to smooth the 


first-born’s diapers—and if you don’t think that 
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gives her a thrill then you don’t know feminine 
psychology. 

The future of the electrical merchandising 
business depends upon the new groups of buy- 
ers, depends upon your keenness in understanding 
and capitalizing upon their ambitions and their 
yearnings for a finer standard of living. The 
timid purchaser of your cheapest flatiron today 
is tomorrow the potential purchaser of the high- 
est-priced refrigerator and range on your floor. 


More Pep Will Help 


There appears to be a certain stoginess in the 
advertising both of electric service and electrical 
appliances. We could do with a little more pep. 

Probably no group of professional men in the 
world—except, perhaps, doctors—so nearly sim- 
ulate the simian as do advertisement writers. 
Every brilliant invention of advertising format, 
phrase, or photography is immediately seized upon 
by scores of imitators and sold as “something 
just as good”. For this deplorable situation we 
do not wholly blame the ad-men. Equally, or 
perhaps more guilty are competitive-minded em- 
ployers, matriculats in the me-too school of 
thought. 

Some of our own worthy and valued adver- 
tisers may interpret these words as a razz directed 
at them. We disclaim this. What we are trying 
to say is that advertising should sparkle, it should 
grip, it should make folk think and want and 
act. Drab advertising is like drab salesmanship, 
drab engineering or drab manufacturing. 

No net in any of them. 


LETTERS 


Denver's Lighting Shows 


To the Editor: 

The December pages of “Electrical Merchan- 
dising” give me the usual breath of fresh ai: 
However, I turned to page 16 and I got a jolt 
with the large type saying “Public Service of 
Colorado Do Away With Home Lighting Dem- 
onstrators and Put on Expert, Professional 
Shows in Their Own Electric Institute.” 

I feel that this headline leads the reader ty 
believe that home lighting demonstrators had 
been employed, had been found wanting and that 
they had been replaced with the institute method 
of presentation. This copy hurls a rather star- 
tling message to the industry and to the many 
highly enthusiastic and successful home lighting 
advisors. I see this statement as one which is 
quite unfair to the utilities and advisors and a 
small group of us here at Nela Park that have 
put so much into a home lighting advisor method. 

To the best of my knowledge, Mr. Buck has 
not employed home lighting advisors at any time, 
hence he has never done away with home lighting 
demonstrators. As I read the copy in the story, 
I note that the reader may be straightened on the 
point from the following statement: “He decided 
against putting a crew of home lighting demon- 
strators in the field.” 

At this point I assure you that I feel that Mr. 
Buck is entitled to come to any conclusions he 
wishes and I would be presumptuous to feel 
otherwise. Furthermore, I have been informed 
on a number of occasions that he is doing a 
splendid job with his institute. 

I do not believe that home lighting advisors 
versus platform presentation is the big issue in 
the story, for there is a wealth of valuable in- 
formation quite aside from this point. Your 
undue emphasis upon this point, to repeat, is 
unfair to a good many people. 

Aside from the above, you will be interested 
in knowing that some really effective work is 
being done without an institute. There is also 
in the making a company program in two places 
where the institute is a definite part of the home 
lighting advisor operation. The two are further 
fortified with territory salesmen that are moving 
merchandise. 

Yours very truly, 
E. W. ComMery, 
Incandescent Lamp Dept. 
General Electric Co 
Nela Park, Cleveland 


“That's better—I feel like | 
am really moving now.” 
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GENERAL ELECTRIC 


CAN OFFER YOU THESE ADVANTAGES 


Only General Electric can offer its lamp agents a 3-point 
program that coordinates advertising, display, and mer- 
chandising to help make greater bulb sales and more 
profit. Because only Mazpa lamps made by G-E are so 
extensively advertised as to make this possible. For 
example: as a retailer you want: 


1. To increase store traffic—The more people who see 
your merchandise, the more merchandise you sell. G-E’s 
nation-wide lamp advertising, now in its 39th year, is 
creating an increasingly greater preference for lamps 
made by G-E. In 1937 alone, more than 400,000,000 
lamp advertisements will appear in leading consumer 
magazines. It’s this advertising plus window and store 


display that increases store traffic. 


2. More sales of all merchandise — General Electric’s 
merchandising ideas and display material give you oppor- 
tunities to increase the sale of every commodity you 
handle. 


3. To increase the sale of bulbs—General Electric's 
advertising, display and merchandising ideas, properly 
used and coordinated, make it possible for you to show 
a substantial increase in bulb sales. 


because only MAZDA lamps 
made by G-E are extensively 
advertised ! 


EXTRA! sic 1. £. 5. “SEEING IS BELIEVING” CAMPAIGN WILL BOOST SPRING SALES. 
By tying in with the big I. E.S. Better Sight Lamp “Seeing Is Believing” cam- 
paign scheduled for this spring, you can bring even more customers into your 
store, sell more portable lamps and more lamp bulbs than ever. 


See your jobber for further details, or write direct to General Electric Company, Dept. 166, Nela Park, Cleveland, O. 
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Portland, Seattle, Spokane 
AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by GENERAL ELECTRIC SUPPLY CORP. 


230 N. W. Broadway Portiand, Oregon 
122 Monroe Street South Spokane, Washington 
1212 First Ave. South Seattle, Washington 


Northern New Jersey DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


PHILIP 


191 Central Avenue Newark, N. J. 


PAGE 82 


The eastern Washington district 
served by the Washington Water 
Power Company has one of the highest 
kw.-hr. consumption rates in the 
country. In 1936 the annual consump- 
tion of electricity was 1793 per cus- 
tomer, 128 kw.-hr. more than was used 
on the average during 1935. The com- 
pany serves 61,070 domestic and farm 
customers, urban outnumbering rural 
at a ratio of ten to one. The number 
of automobiles per inhabitant in the 
district was 3.6. In Spokane alone 
33,401 telephones were installed. The 
territory is served by twelve electri- 
cal distributors and by 200 dealers. 

During 1936 the sale of electric 
equipment reached a figure estimated 
at $3,746,164. In units this was dis- 
tributed about as follows: 

Saturation in this field in the various 
electrical appliances has reached a 
figure of 25 per cent for electric 


Spokane and Eastern Washington 


61,070 domestic customers of the Wash- 
ington Water Power Company increased 
their average annual consumption to 
1,793 kilowatt-hours by the end of 1936. 
Which means that 200 dealers sold 
them $3,746,164 worth of appliances. 


ranges, 20 per cent for water heaters, 
35 per cent for electric refrigerators, 
75 per cent for electric cleaners, 60 per 
cent for electric washers and 60 per 
cent for radios. 

The distribution of business among 
the various type of outlets selling elec- 
trical appliances is estimated about as 
follows: Department stores—40 per 
cent, specialty stores—20 per cent, 
hardware stores—15 per cent, furniture 
stores—124 per cent, and the utility— 
124 per cent. 

During the past year the Washing- 
ton Water Power Company partici- 
pated in the local Better Housing Show, 
exhibited four model homes, and con- 
ducted newspaper and community 
cooking schools over its entire system 
The Better Housing Show was an out- 
standing success, the exhibition homes 
were particularly well attended and the 
cooking schools brought out the largest 


SALE OF ELECTRICAL EQUIPMENT 


Per Cent 
Company Dealers of Sales 
~ Which Are 
Appliances 1936 1935 1936 1935 Replacements 
ee 1,454 905 746 476 50% 
Water Heaters............. 1,321 1,193 167 124 20% 
Se 451 566 7,066 5,402 25% 
3,716 6,450 9,833 60% 
Home Ventilating......... 402 318 
Air Conditioning Units.... 30 27 
Motor Driven Heating 
424 461 5,754 5,237 40% 
312 583 2,015 2,333 75% 
13,861 9,116 60°, 
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chrough August, with 1,608 units sold. 


A temporary free wiring offer has been 


attendance ever before received. Major 
campaigns conducted during 1936 in- 
cluded a Better Light-Better Sight 
Campaign which ran from January 
through March and resulted in the sale 
§ 4.962 units and an electric range and 
water heater drive lasting from April 


e company offers no special in- 
jucement in the sale of electric ranges. 


discontinued. 

An 8 mill per hr. off-peak rate offers 
an inducement to the use of electric 
water heaters. The average size of 
the complete tank installation is forty 


LEWIS A. LEWIS, 


Assistant general manager, 
Washington Water Power Co. 


R. B. McELROY, 


Manager of residential sales, 
Washington Water Power Company 


gallons. Water heaters sold by dealers 
are installed by the power company if 
they so desire, the charge being about 
50 per cent of the installation cost. 

Spokane residential rates start at 
54c. per kw.-hr. for the first 32 kw.-hr. 
3c. for the next 110, all in excess at 
2c. The minimum bill is 70c. per 
month. 


Contemplated Sale of Electric 
Appliances During 1937 


Company Dealer 
Appliance quota quota 
1,600 850 
Water Heaters... 1,300 225 
Refrigerators... . 300 7.700 
Washers......... 300 6,500 
Vacuum Cleaners 10 2,400 
Home Ventilating 
Air Conditioning 
35 
Motor Driven 
Heating Plants. ........ 820 
L.E.S. Lamps... . 2,900 7.000 
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SHOWS FOR 1937 


Far 1937 Woodrow is staging thalgrestest ar- 
rey of talent in new washers ever presented 
to the American Market: Reserve yout seat 
now for the front row, so’ you will. be the 
First in bine for the handsome profits this step- 
up line will bring you during the present year. 


Here is "tops" in the new Woodrow line. Chrome trimmed, 
streamlined wringer head, with latest type wringer and balloon 
rolls. 23” bottle-neck corrugated porcelain tub with six-wing 
San-l-Vator. Special insulated heat retaining construction. 
New worm driven gear case runs in a bath of oil. General 
Motors rubber mounted !/, H.P. motor. Soft No-Mar rubber 
: streamlined casters. Glistening white color, artistically trimmed 
with chromium. 


Each mode! will be differentin.color, design 
and value, from wringer ta casters. It is 2 
complete step-up line, completely new, and 
has been restyled to meet the requirements 
oF the « for d design in elec- 
trical appliances and of the dealer for modern 
merchandise to meet this consumer demand. 


Also illustrated is another popular model in the Woodrow 
step-up line. New type automatic tension, easy reset wringer 
with automatic drain and massive streamlined wringer head. 
Bullet type corrugated porcelain tub with graceful rounded lid. 
General Motors rubber mounted |/, H.P. motor. New worm- 
driven gear case running in a bath of oil. Beautiful two-toned 
color combination. All models furnished with new type Briggs 
& Stratton gasoline motor and modern type, motor-driven 
pumps. 


Write today for complete infor- 
mation. Be on the ‘front row" 
with Woodrow. 


MANUFACTURING COMPANY 
OSKALOOSA, IOWA, U. S.A. 2 
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Cen tral and Western 
Massachusetts 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


b 


Y 
BRECKENRIDGE, INCORPORATED 


214 Birnie Ave. Springfield, Mass. 


Hartford AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by ORKIL ELECTRIC CO., Inc. 


Orrin P. Kilbourn, President 


175 Ann Street Hartford, Conn. 
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Springfield's Building of Electrical Progress 


Springfield and Western Mass. 


45,000 domestic customers, served 
by the Western Massachusetts 
Companies, bought nearly $3,000, - 
000 worth of appliances in 1936 


HE Western Massachusetts 
Companies, which serve sixty- 
two communities in Western 


Massachusetts, consist of the follow- 
ing constituent companies: 
United Electric Light Company 
Agawam Electric Company 
The Ludlow Electric Light Company 
Pittsfield Electric Company 
Western Massachusetts Electric Com- 
pany 
Turners Falls Power & Electric Co. 
(Commercial and Industrial Power) 
These companies serve a total of 
ipproximately 74,108 domestic cus- 
tomers. 
Springfield and Surrounding Towns 
The City of Springfield, the largest 
city in Western Massachusetts, with 
a population of about 150,000, is 
served by The United Electric Light 
Company. Two surrounding towns 
are also served by this Company, and 
two more are served by the Agawam 
Electric Company and the Ludlow 
Electric Light Company respectively. 
For all practical purposes, however, 
the entire area served by the three 
companies is called the Springfield 
territory, the total population of which 
is 187,871. The average domestic 
meters for the Springfield Territory 
number approximately 44,798. 


Saturation Figures 


Total 
West. Mass. Springfield 
Co's. Area Only 
Electric ranges, 
eae 10.8% 8% 
Electric refrigera- 
Note: Saturation figures include 


only ranges actually in use at the 
present time. Summer cottages, etc., 
not included. 


Specialty Distributors and 
Dealers 
Total Springfield 


West. Mass. Area 
Co’s Only 


Specialty Distributors 6 6 
Specialty Dealers.... 14 5 


Rough estimate of ag- 
gregate vovlume of 
domestic appliance 


business .......... $2,900,000 $1,800,000 
BASIC MARKET DATA 


City of Springfield Only 


(No other information available) 


27,031 


area; i.e., Springfield and the sur- 
rounding towns. 


MAJOR APPLIANCE SALES 1935-1936 


ppliance Sales 


Refrigerator sales, 1936 
Refrigerator sales, 1935 


Furnace Heaters 1936 
Furnace Heaters 1935 


JANUARY, 


Springfield 

Totals West. Mass. Co's. Territory 

5,600 3,475 
4,850 3,196 
1,425 700 
1,062 505 
1,377 912 
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Cooking School in Progress in Building of Electrical Progress 


The average domestic rate for the 
Western Massachusetts Companies 
for the year ending 1936 was approxi- 
mately .050. The domestic rate for 
the United Electric Light Company 
is as follows: 

First 35 kw.-hrs. @ $.055 per kw.-hr. 
Next 65 kw.-hrs. @ .04 per kw.-hr. 
Next 100 kw.-hrs. @ .03 per kw.-hr. 


All over 
200 kw.-hrs. @ .025 per kw.-hr. 


On this basis, electric cooking hits 
the three-cent step. 


Electric Range Campaign 


As part of their policy of coop- 
erating with the electrical dealers, 
the Western Massachusetts Compa- 
nies sponsored two electric range cam- 
paigns during 1936, one in the spring 
and one in the fall. All prizes were 
paid by the Western Massachusetts 
Companies; the campaigns embraced 
the entire territory of the companies. 

The spring campaign was in reality 
a combination range and refrigerator 
campaign, while the fall campaign 
was strictly on a range basis. 

During the spring campaign, which 
continued for 14 weeks, a grand totai 
of 1,372 refrigerators was sold. The 
range total hit a new spring high 
with 634 sales. Campaign prizes con- 
sisted of cash bonuses plus a 3-day 
weekend to a first-class summer re- 
sort in New Hampshire. 

The fall campaign, which took the 
form of an election, ran for a short- 
er period—10 weeks. The total sales 
reached a grand total of 390. In this 
campaign, the prizes were strictly 
cash bonuses and cash prizes. 

Quotas, in both the spring and fall 
campaigns were exceeded. 


New Building Construction Pro- 
vides Added Promotional 
Facilities 


New building facilities for dealer 
cooperation in the promotion of new 
business have been acquired and de- 
veloped within the past two years. 
The Building of Electrical Progress, 
shown in the accompanying illustra- 
tion, houses the entire sales promo- 
tion department of the United Elec- 
tric Light Company in Springfield. 

On display in the show rooms of 
the building are all of the leading 
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makes of domestic appliances. In ad- 
dition to these appliances there is a 
model all-electric kitchen, an _ all- 
electric laundry, and an I. E. S. 
Lamp display. 

The two air-conditioned auditoriums, 
each with a seating capacity of about 
200, serve to draw to the Building 
of Electrical Progress all types of 
clubs and societies, particularly wom- 
en’s groups, to whom the all-electric 
idea is presented. In addition to these 
club-group meetings, there are the 
activities of the company’s Sales Pro- 
motion Department; electric cooking 
schools, cooking classes for salesmen, 
electrical contractor and Air Condi- 
tioning Bureau meetings, etc. The 
total attendance at the Building of 
Electrical Progress during the year 
1936 was 18,584. 

The electric cooking schools, held 
in the demonstration auditorium were 
particularly successful. They were 
announced each week in the _ local 
paper, and were built around the time 
of year, such as Thanksgiving, Christ- 
mas, the starting of children to school 
in September, etc. The average at- 
tendance at each class was 100. 

The Pittsfield Electric Company 
opened its “Electric Building” in 
Pittsfield, Mass., in January of 1936. 
The facilities and services are prac- 
tically identical with those of the 
Building of Electrical Progress. The 
electric cooking schools, etc., held 
here have met with the same suc- 
cess that has been experienced in 
Springfield. In all, it is felt that these 


new facilities are doing much to in- 
crease the sale of equipment of all 
In fact, 


types. another substantial 


Cc. P. GOLDING 


General Sales Manager, 
Western Massachusetts Companies 


1937 


FOR THIS 


Most Comprehensive Merchandising 
and Advertising Program 


m Voss 


* Bigger 


WASHER 
PROFITS 


Assured by 
a proven a 
plan q 


SATURDAY 
EVENING POST 


SUCCESSFUL 
FARMING 
* | 
Consistent 
Big Space 
Schedule 


VOSS 
“MAGIC BOX” 
Brings the 
“HOT PROSPECTS” 
into your store 


VOSS BROS. MFG. CO.-Davenport, la. 
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RESOLUTION 


No More 


Listed as stand- 
ard by Under- 
writers’ Labo- 
ratories. 


Certified stand- 
ard by Elec- 
trical Testing 
Laboratories. 


Appliance cord 
sets tested and 


approved by 
Good House- 
keeping Insti- 


tute. 
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To extend domestic peace... 
to promote usefulness in appliances long after 
the bloom of newness has worn off . . . to create 
good will rather than ill will...to generate greater 
customer satisfaction in the appliances you have 
sold ... better appliance manufacturers are 
equipping their products with Belden Electrical 
Cords. They could give you no more sincere 
wish for a happy and prosperous New Year. 


Belden 


ELECTRICAL CORDS 


IMPORTANT MARKETS 


Western Mass. 


CONTINUED FROM PAGE 85 


gain is anticipated for electric cook- 
ing this year. 


Range Selling Practices 


The Western Massachusetts Com- 
panies do not merchandise, but work 
in close cooperation with electrical 
dealers. The domestic divisions of 
the Sales Promotion Departments of 
the various companies assist the deal- 
ers by conducting range campaigns, 
cooking schools; by running promo- 
tional advertisements, etc. The deal- 
ers are given every assistance possible. 

The Companies have adopted the 
policy of running at least one 4 col. 
12” advertisement each week, in the 
local newspapers. The electric range 
receives the majority of the advertis- 
ing expenditure, although home light- 
ing, commercial lighting, etc., come 
in for a share. This electric range ad- 
vertising is, of course, supplemented 
by the weekly cooking school adver- 
tisements. 

Electric ranges are installed free 
on the companies’ lines. They are 
also serviced free. The range allow- 
ance, approximately $55.00, has been 
found to be sufficient to cover 99% 
of the cases. 


Average Residential 
Consumption 


The average residential consump- 
tion for the Western Massachusetts 
Companies for the year 1936 was 
estimated at 730 kilowatt hours, on 
the basis of the November figures. 
This figure of 730 shows an appre- 
ciable gain over the 1935 figure. The 
average consumption for the United 
Electric Light Company customers 
was 733 kiw.-hrs. 


Comments on the Dealer 
Situation 


The dealer situation in Western 
Massachusetts shows signs of change 
for 1937. In Springfield particularly, 
three new dealers have opened in the 
month of ‘November, and _ several 
existing dealers have extended their 
lines from refrigerators and small 
appliances to include ranges and 
laundry equipment. 

One trend which appears distinctly 
favorable is the trend away from a 
multiplicity of lines toward a setup 
of one major line and one promotional 
line. This will lead to greater sales 
on the dealers’ part where he concen- 
trates his efforts on his major line. 


Home Lighting Department 
Added 


During 1936 a new department 
which consists of one supervisor and 
five home lighting girls was added. 
This department has proved its worth 
by selling I.E.S. Lamps through co- 
operating dealers. 
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Cleveland 


T HE Electrical League of Cleve- 
land has just broght to a close 
one of its most successful 
years, a 12-months period in which 
Cleveland electric dealers and dis- 
tributors surpassed all previous sales 
record. 

Climaxing its intensive merchan- 
dising campaign with a “Give Elec- 
trical Gifts” promotion, the League in 
1936 performed a program of many 
ramifications—a program designed to 
assist every branch of the industry 
by the use of every proven merchan- 
dising, advertising and sales effort. 


Electrical League Heart 
of Cleveland Display 


An important part of the activity 
was the display of electrical gifts 
throughout the city. The League, to 
assist this portion of the program, 
utilized eight mammoth windows in 
the heart of the downtown shopping 
center, in a location formerly occupied 
by a large department store. The 
League had each window trimmed 
with a specially designed Christmas 
display urging the purchase of elec- 
trical gifts. The displays drew tre- 
mendous attention from the thousands 
of Cleveland shoppers who passed 
them daily during the Christmas shop- 
ping season. 


Displays for Member Dealers 


The League made available to Mem- 
ber Dealers outside trims consisting 
of 100 feet of laurel, 100 feet of 
Christmas lights and a brilliantly 
lighted star, to draw attention to their 


stores and window displays. Those 
who used these outside displays were 
enthusiastic in their praise of their 
effectiveness. Dealers were also pro- 
vided with a 36” lighted “Give Elec- 
trical Gifts’ wreath, 10 display 
stands, and floor covering to be used 
for Christmas window trims. 

Trained members of the League 
staff supervised the erection of the 
outside trims and installation of the 
window displays. In addition, the 
League furnished its dealer members 
with 2,000 attractive posters for their 
stores and trucks to further promote 
the Give Electrical Gifts campaign. 

Twenty-three League demonstrators 
were trained and made available to 
the dealers to show prospective custo- 
mers how easy it is to use modern 
electrical appliances. 


Newspaper Advertising 


The League, in addition to using a 
generous quota of direct newspaper 
advertising to promote the general 
“Buy Electric” idea also offered its 
dealer members a complete program 
of co-operative advertising in news- 
papers and other effective publica- 
tions. Evidence of the popularity of 
this portion of the campaign is the 
fact that in one Sunday newspaper 
two weeks before Christmas, nearly 
three-fourths of the advertisements 
featured electrical gifts and many 
of the ads stressed the League’s 
campaign slogan. Cleveland news- 
papers carried 137 full pages of Elec- 
trical advertising from December Ist 
to December 20th. 
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Direct Mail Literature 


The League also furnished its deal- 
ers with 100,000 Christmas gift fold- 
ers to distribute among their custo- 
mers. These folders carried a step 
further the Give Electrical Gifts idea 
and reached a large market of poten- 
tial buyers. 

Special factory posters were de- 
signed and distributed to all Electrical 
plants and wholesale houses through- 
out the metropolitan area, urging the 
“Buy Electric” idea, especially among 
those engaged in the manufacture of 
electrical products. Poster bulletins 
also were displayed at strategic points. 


Christmas Lighting Contest 


Christmas lighting contests were 
held throughout the city, attracting 
hundreds of entrants and causing the 
utilization of thousands of illuminated 
displays. 


The 1936 Promotion 


At the outset of the year the Elec- 
trical League of Cleveland determined 
to capitalize fully on seasonal activi- 
ties. Its general advertising program 
was planned to stress lighting and 
kitchen equipment during the early 
months of the year, refrigerators dur- 
ing May, June and July, table cooking 
appliances during June, July and 
August, laundry equipment in August 
and September, sight saving lamps in 
September, October and November, 
radios in November, and Christmas 
gifts during December. During April 
and again in September there were 
special promotions of all League Ap- 


31,706 refriger- 


ators were sold 
in Cleveland in 
1936-a 36.6 


per cent in- 


crease over 
1935 ....How 
the Cleveland 
Electrical 
League helps 
develop this 
market. 


~e 


By J. E. NORTH 


President, The Electrical League 
of Cleveland 


proved appliances, sight saving lamps, 
and radios. 


Window Display 


In every one of these divisions of 
the campaign, the downtown depart- 
ment window display space leased by 
the League was effectively tied in. 
When the League’s advertisements 
were selling refrigerators, the 
League’s downtown window display 
showed refrigerators. Dealer mem- 
bers were shown how to capitalize 
on the campaign by using dealer- 
window displays furnished by the 
League. Merchandising representa- 
tives from the League assisted the 
dealers further by showing the mem- 
bers of their sales organizations how 
to sell featured products. 


Booklets and Circulars 


Literature describing the advan- 
tages of all League Approved appli- 
ances, sight saving lamps, radio and 

(Please turn to page 88) 
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Armco is back on the national air- 
waves again—with a new and more 
entertaining series of broadcasts 
featuring the famous Armco Band, 
the Ironmaster, and a novel dra- 
matic sketch. Yet as enjoyable as 
these programs are, they are spe- 
cifically designed to help you sell 
more appliances porcelain enam- 
eled on Armco Ingot Iron. 

Listen in next Tuesday night and 
hear for yourself how entertaining 
and informative these Armco 
broadcasts really are. See how they 
help quicken your turnover. See, 


too, how they forge another strong 
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link in a 23-year national adver- 
tising program. Then urge your 
customers and prospects to listen in 
—for the sheer enjoyment of it all. 

Clip out the time-and-station 
schedule as a constant reminder of 
the Armco Broadcasts. And if you 
haven't been doing it, start show- 
ing the Armco triangle trade-mark 
to your customers, explaining its 
importance. If it isn’t on your 
appliances tell the manufacturer 
you want it for the sales leverage it 
gives you. The American Rolling 
Mill Comp:ny, Executive Offices, 
703 Curtis Street, Middletown, O. 


ARMCO INGOT IRON 


ARMCO RADIO LOG 
EST CST MST PST 
10PM. OPM SPM 7PM. 


Station City Kilocycles 
WJZ New York, New York - - 760 
WBZ Boston, Massachusetts - - 990 


WBZA Springfield, Massachusetts - 990 


WFIL Philadelphia, Pennsylvania - 560 
WBAL Baltimore, Maryland - - 1060 
WMAL Washington, D. C. - - 630 
WSYR Syracuse, New York - - - 570 
WHAM Rochester, New York - - 1150 
WEBR Buffalo, New York - - - - 1310 
KDKA Pittsburgh, Pennsylvania - 980 
WGAR Cleveland, Ohio - + 1450 
WLW Cincinnati, Ohio - - - - 700 
WXYZ Detroit, Michigan - - - - 1240 
WENR Chicago, Illinois - - - - 870 
KWK St. Louis Missouri- - - - 1350 
WMT Cedar Rapids-Waterloo, lowa 600 
KSO Des Moines, Iowa - - - - 1430 
KOIL Omaha-Council Bluffs - - 1260 
WREN Kansas City, Missouri - - 1220 
KLO Ogden, Utah - - - - - - 1400 
KVOD Denver, Colorado - - - - 920 
KGO San Francisco, California - 790 
KECA Los, Angeles, California - - 1430 
KFSD_ San Diego, California- - - 600 
KJR Seattle, Washington - - - 970 
KGA Spokane, Washington - - - 1470 


electrical equipment for the home is 
available at League headquarters. In 
addition, the League publishes book- 
lets and circulars which sell the use 
of these League Approved products. 
These booklets are given to dealers for 
distribution by their retail salesmen 
and by mail. 


Demonstrations 


A staff of trained demonstrators is 
always available for use in stores or 
for special exhibits. These demon- 
strators are trained by competent 
instructors at League headquarters 
and their efficiency has brought grati- 
fying results. 

To augment the store demonstra- 
tions, the League rented theaters and 
auditoriums for the purpose of pro- 
moting electrical health kitchens, the 
use of electrical cooking and cleaning 
appliances, and for the development of 
the sale of sight-saving lamps. 


Home Lighting 


The League made available to the 
public a group of trained experts to 
advise them on their lighting prob- 
lems with a view of saving sight, pro- 
moting reading comfort and efficiency 
and making homes more attractive 
through better lighting. Appliance sur- 
veys also were made in each of these 
homes and prospects developed were 
referred to dealers. 


Newspaper Advertising 
and Publicity 


The League capitalized fully on all 
forms of advertising media, using 
newspapers, radio, billboards, lectures, 
exhibits and display homes and kitch- 
ens. It utilized during the year, 
20,290 column inches of space in three 
daily, 26 community and 19 foreign 
language newspapers. This is in addi- 
tion to the space used by member deal- 
ers on a cooperative basis. League 
advertising is now being told in 12 
languages. 

To augment its advertising, an 
effective publicity campaign was in 
progress throughout the year, netting 
13,175 column inches all designed to 
further the desirability of using elec- 
trical equipment. 

The League’s various exhibits at 
expositions, special shows and demon- 
strations were seen by 534,687 persons. 


Breakfast Meetings 
for Salesmen 


The general promotion campaign in- 
cluded breakfast meetings for dealers’ 
salesmen. These weekly meetings, at- 
tended by hundreds of salesmen, were 
addressed by experts in the electrical 
selling field. Inspirational talks and 
technical discussions on the sale of 
electrical products formed the basis 
of these meetings and were important 
factors in keeping the selling organ- 
ization keyed up to their jobs. 

This entire general program was 
carried out by the League’s merch- 
andising force, especially trained by 
the League to perform their individual 
tasks. Each of the League’s merchan- 
dising salesmen have individual terri- 
tories. This enables them to keep in 
constant touch with the problems of 
their individual dealers. 
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Lecture Bureau 


The Lecture Bureau, a vital factor 
in the program of education, supple- 
mented the many public demonstra- 
tions, instruction classes and appliance 
schools by holding 1,059 meetings at- 
tended by 75,620 people. During the 
League’s course in effective speaking, 
the most important officers of Cleve- 
land’s womens clubs attended 641 
meetings and were taught to speak 
effectively on subjects involving elec- 
tricity and electrical products. 

The League’s Home Advisors’ de- 
partment consisting of 52 girls made 
home lighting improvements in 61,194 
homes in Greater Cleveland and 
planted the desire for improvement in 
hundreds of others. 

The Sight-Saving Council held 336 
lectures attended by 126,195 persons, 
impressing them with the necessity 
of providing adequate and modern 
lighting facilities in their homes and 
offices, in order that their sight might 
be preserved. The Council also dis- 
tributed 297,168 pieces of literature on 
the subject. 

Through the operation of the In- 
formation Bureau of the League, 
28,024 personal interviews were con- 
ducted with members of the public in- 
terested in obtaining facts and figures 
about electrical products. This depart- 
ment distributed 61,910 pieces of 
literature, advising the public on its 
electrical problems. 

Through its various channels, the 
League distributed a total of 469,000 
pieces of literature, attractively com- 
piled and containing a wealth of in- 
formation on electrical products. 


Air Conditioning 


The League’s air conditioning pro- 
gram included the advertising and dis- 
play of 62 air conditioned homes 
which attracted 22,381 persons to the 
homes and to air conditioning meetings. 
Field men conducted 3,062 interviews 
on the subject and placed 150 “air 
conditioned signs. It is no coincidence, 
then, that 85 per cent of the new 
homes built in the Cleveland metro- 
politan area are equipped for winter 
air conditioning. 


Kitchen Modernizing 


Health kitchens have been installed 
in eight places in Cleveland for public 
display and eleven others are on dis- 
play in new homes. A League health 
kitchen is used for lecture work, class 
demonstrations and sales training 
activities. 


General 


The League conducts classes of in- 
struction among salesmen, high school 
students and holds open sessions for 
promoting the sale of new products. 

Its cooking schools, lecture meetings 
and store demonstrations have at- 
tracted a total of 80,946 persons. 

The League’s membership increases 
throughout the year was constant, just 
as the sale of electrical commodities 
and products continued to increase as 
its merchandising and promotion cam- 
paign gathered momentum. The fact 
that electrical refrigerator sales during 
the first eleven months of the year 
totaled 31,706 units, an increase of 
36.6 per cent over 1935 indicates that 
the League’s program was successful. 


@ “Many women are becoming very discrim- 
inating about the finish of their household 
appliances. They see lovely things on the 
sales-floor—but they are more and more 
saying: Yes, it’s pretty—but how long will 
it stay that way? 

“And, Madam, the answer to that question 


is: If it is porcelain enamel— 
it will stay that way—always... 
Because porcelain enamel is a 
glass-like, flint-hard, mineral sub- 
stance that never fades or loses its 
lustre; never scratches or mars 
under ordinary household usage. It 
is the one finish that will keep its 
‘sales-floor complexion’—for a lifetime. 
“Porcelain enamel is the finest quality finish 
ou can buy. That is why we urge you to buy 
it. We know it will — entirely satisfac- 
tory and, quite selfishly, we want satisfied 
customers. Choose this porcelain enameled 
appliance, Madam. It is the lifetime finish.” 


AT THE NATIONAL HOUSE FURNISHINGS SHOW 
January 10-16—it’s the 
STEVENS HOTEL—ROOM 820-A 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 
Chicago 


612 North Michigan Avenue ‘ 


Name . 


SEND FOR F 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


Send mea copy of your FREE book: “Sales Manual for Porcelain Enamel.” 
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Kansas City and Wichita AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by 


GENERAL ELECTRIC SUPPLY CORP. 


1411 Walnut Street Kansas City, Mo. 


Cincinnati — Columbus AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by BARD & BARGER, INC. 


801 Race Street Cincinnati, Ohio 
215 N. Fourth Street Columbus, Ohio 
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Kansas City, Mo. 


125,000 domes- 


tic customers on 
the Lines of the 
Kansas City 
Power & Light 
Company bought 
$5,000,000 
worth of appli- 
ances in 1936. 


EFRIGERATOR sales, _ which 
R have been booming in the Great- 

er Kansas City area for the past 
two years, due to unprecedented 
drought and heat, took a slight slump 
of about 3% in 1936. This is perhaps 
natural, due to the increase in satura- 
tion. But 17,250 domestic electric 
refrigerators were sold, bringing the 
total number in use in this area to 
75,000 in 125,000 wired homes. 

In addition there are about 90,000 
washers in use, 115,000 vacuum clean- 
ers, 16,500 electric ranges, and prac- 
tically 100% saturation of radio sets. 

Ranges in Kansas City, Missouri 
are sold or rented almost altogether 
by the Kansas City Power and Light 
Co. The rate is low, the terms of 5 
years to pay are attractive, and the 
policy of renting ranges as low as 
$1.25 a month, has proved of real 
interest to consumers. 

Here are the approximate sales in 
units in the past two years on major 
appliances in the Greater Kansas 
City area. 


1935 1936 
5,000 6,000 
Water Heaters ........... 400 500 


G. W. WESTON 


Secretary-Manager, Electrical and Radio 
of Kansas City 


In ranges and water heaters, rentals 
are included with sales; in fact the 
range rentals comprise about 70% of 
the totals and water heater rentals 
about 95% of the totals. 

Domestic electric appliance volume 
in 1936 was about $5,000,000. This 
business was distributed as follows: 


Department Stores 
Specialty Electrical Dealers 
ae Furniture Stores 
ee Hardware and Drug Stores 
A Power Company 


There are about 100 specialty deal- 
ers in the territory and 15 specialty 
distributors. 


AVERAGE CONSUMPTION 


The average residential consump- 
tion is 870 kilowatt hours. There are 
135,000 telephones and 85,000 auto- 
mobiles. Approximately 95% of the 
domestic customers reside in urban 
territory. 

The Electric and Radio Association 
of Kansas City is the medium around 
which many cooperative shows, ex- 
hibits and campaigns have been held. 
In the spring of 1936, $11,300 was 
spent in a cooperative newspaper ad- 
vertising campaign on electric re- 
frigerators. 


JANUARY, 1937—ELECTRICAL MERCHANDISING 


IMPORTANT 

Ay — 
~ S 
A 
Qs> 
\ 
th 
pi 
de 
| THIS TERR, | 
y 
Ry | 
{(@ 
ry 


St. Louis, Mo. 


Missouri, Dllinois AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


Union Electric Light & Power's 286,000 
domestic customers increased their annual 


consumption by 74 kw.-hrs. during 1936 


1. Number of domestic customers 

. served: 286,600. 

2. Increase in total residential 
Kw.-hr. sales: 11.6%. 

3. Average annual use per resi- 
dence customer: 895 Kw.-hr.— 
an increase of 74 Kw.-hr. per 
customer during the last twelve 
months. 

4. Sale of refrigerators and ranges: 


JAMES COMPANY, INC. 


4144 Lindell Bivd. St. Louis, Mo. 


Kentucky & Gouthern Indiana 


Year 1935 Year 1936 D E A L E R S 
Refrigerators.... 40,000 42,000 (est.) 
Ranges 2,476 4,000 (est.) 
5. Estimated saturation of major 
e appliances : 
€ 6. Number of specialty distributors « A k E an e 4 ERS 
; ARKET activities in theSt. and dealers in territory: 
ouis, Mo., trading are 766 
. stem, in large part, from 7, Basic market data The Line That Sells FOR You 
8 the activities of the Union Electric Number of radio sets....... 230,000 (est.) 


Light & Power Company’s consistent 
promotional work in cooperation with 
dealers. Under the direction of C. 
E. Michel, vice-president in charge of 
sales for the company, continual ef- 


forts are placed on major appliance 22 L. 


drives throughout the year. 

Association activities center at the , 
St. Louis Electrical Board of Trade of & 
which Carl H. Christine is secretary- = 
manager and the source for the figures &, 
which appear below. L. D. James of = 
James & Company, local G-E dis- 
tributors, is president of the Board ; 
of Trade. ‘ 


Million 


Residential 
Kw.-Hr. Sales 


24 


+20 


8 


6 


Z 
\ 
\ 


4 | 9327) 


Dec 
Jan 
Feb. 
Mar 
Apr 
May 
June 
July 
Aug 
Sept 
Oct. 
Nov. 
Dec 
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by 


GENERAL ELECTRIC SUPPLY CORP. 


207-209 E. Broadway Louisville, Ky. 
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AN OLD 
NAMEPLATE 
WITH NEW 

MEANING 


Frankly, aren't refrigerator pros- 
pects a little jaded from the repe- 
tition of refrigerators with small differences? 


Before deciding on your 1937 refrigerator sales activities, make 
your plans on the basis of whether or not you are going to sell refriger- 
ators which, as far as prospects are concerned, look but little differ- 
ent from the one they will see down the street, across the street, 
and in thousands of stores everywhere. 


Fairbanks-Morse dealers will have something different to make 
their plans more productive—a refrigerator line with a big, sales- 
compelling difference. A refrigerator that has every feature offered 
by all other refrigerators, plus a big, easily seen, easily understood 


feature—the NEW CONSERVADOR. 
THINK OF THESE: 


A refrigerator which out-economizes the most economical; which 
secures economy without sacrificing any ability to protect food dur- 
ing a heat wave. A refrigerator from which two-fifths of the food 


PAGE 92 


i 


; 


eh 


can be removed without opening the main food compartment. A 
refrigerator with a twin-sealed door—the first modern door in the 
industry—simplified temperature control—automatic overload pro- 
tector that resets itself—and a host of other features. A refrigerator 
whose low cost of operation you can prove, not in kilowatts, not by 
comparison, but in pennies—and do it right on your salesroom floor! 


And think of the new Conservador! Only Fairbanks-Morse can 
give it to you to sell. Only behind the Fairbanks-Morse nameplate 
will you find the Conservador and such a host of worth-while features. 


Only behind the Fairbanks-Morse nameplate can you find a refrig- 
erator that gives you the final, big difference that puts over a sale 
when small differences fail. 


Write, phone, or wire for name of your Fairbanks-Morse dis- 
tributor. In justice to 1937 profits, do not close your line without 
first seeing Fairbanks-Morse Conservador Refrigerator. Fairbanks, 


Morse & Co., Home Appliance Division, 2060 Northwestern Avenue, 
Indianapolis, Indiana. Other Fairbanks-Morse Products: Washing 
Machines, [roners, Radios, Automatic Coal Burners. 


FAIRBANKS MORSE 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


GIBSON 1937 CATALOG 
No. 1. The 1937 catalog, de- 


tailing the complete line of refrig- 
erators, has just been issued by the 
Gibson Electric Refrigerator 
Corporation. It contains photos 
and specifications of every model 
and all features. All you have to 
do is circle the number and send 
the card in for your copy. 


BURGESS BATTERY CATALOG 
No. 2. Burgess Battery Com- 


pany have their new catalog 
ready. It has dope on batteries, 
flashlight cases, radio A, B, & C 


batteries and ignition batteries. 


DELCO FAN AIDS 


No. 3. Delco Appliance Divi- 
sion of General Motors Cor- 
poration have developed a well- 
planred series of merchandising 
aids to assist dealers to increase 
electric fan and air-circulator sales. 
Included among these are catalogs, 
folders, envelope stuffers, posters, 
nailing pieces, window and counter 
cards. Free! 


WESTINGHOUSE BLOW-UPS 


No. 4. Blowups of the striking 
full-page color ad of the West- 
inghouse Food-Crafter which 
appeared in the Saturday Evening 
Post are available for window and 
store display. 


RAILWAY EXPRESS FOLDERS 


No. 5. “Railway Express 
Solved My Collection Problems” 
is the title of a small folder issued 
recently. It describes one of the 
many useful services performed 
by this company. Another folder 
is called “How to Profit With 
Air Express.” 
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SPEED QUEEN 1937 PLANS 


No. 6. Barlow and Seelig Mfg. 
Company are ready for 1937 
with full information on their 
complete line of new washers 
and ironers. They invite you to 
circle the card below and get the 
whole story free of charge. 


BOOKKEEPING SYSTEM 
AVAILABLE 


No. 7. Appliance Bookkeep- 
ing Service have a folder which 
describes their appliance-radio 
Bookkeeping System for dealers. 
It answers all the perplexing ques- 
tions which arise in the conduct 
of an appliance business. 


ONE MINUTE CIRCULAR 


No. 8. One Minute Washer 
Company have published a full- 
line circular called “1937 Beauty 
Winners.” Five models are illus- 


trated and described. 


HOTPOINT CONSUMER ADS 
No. 9. Hotpoint has reprinted in 


large size booklet form the con- 
sumer advertising which ran in 
women’s and general magazines 
during 1936. Handsomely done in 
full color, the material is useful 
for window or store display or as 
a store booklet to emphasize points 
on electric ranges. 


WESTINGHOUSE 1937 LINE 
No. 10. Westinghouse have 


issued colored loose-leaf charts of 
the various models in their line of 
1937 electric ranges and refriger- 
ators which illustrate and describe 
in detail every model in the line 
and are prepared for easy refer- 
ence or filing in salemen’s kits. 10 
ranges are described and 20 refrig- 
erators. 


GULF OIL FOLDER 


No. 11. Gulf Oil has a folder 
out illustrating the uses of their 
two household types of lubricant 
for various purposes. 


COVERED WAGON TRAILERS 
No. 12. Covered Wagon have 


an illustrated folder available now 
describing their line of trailers for 
use of appliance and radio dealers. 
It is called “A New Way to Sell 
Your Product.” Wide-awake deal- 
ers are going to town with these 
new travelling stores. 


PALACE COACH TRAILERS 


No. 13. Palace Travel Coach 
Corporation have an illustrated 
folder on their commercial trailer 
line for radio and appliance dealers 
and distributors. Specifications on 
each model are given together 
with pictures of how dealers are 
using them. 


HORTON "KLEEN-ZONING" 
PROMOTION 


No. 14. Horton Manufactur- 
ing Company have produced a 
beautiful color-folder on “Kleen- 
Zoning,” their latest development 
in the washer field. It is applicable 
to both store or window display. 
In addition, there are window 
streamers, mailing pieces, and give- 
away pieces on the same subject. 


NORGE 1937 PLANS READY 


No. 15. Norge have ready the 
details about their 1937 sales and 
advertising promotion plans. All 
you have to do is circle the num- 
ber and send in the card for dope 
on their washers, ironers, refriger- 
ators, ranges and oil burners. 


PORCELAIN ENAMEL MANUAL 


No. 16. Porcelain Enamel In- 
stitute have issued a book called 
“Sale Manual for Porcelain 
Enamel” which gives dealers and 
salesmen the whole story on keep- 
ing appliances with “That sales- 
floor complexion.” 


MORE ON THE FOLLOWING PAGE 
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FREE DEALER HELPS AND LITERATURE | 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


SIGNAL 1937 LINE 
No. 17. Signal Electric Mfg. 


Company have available com- 


SCHELM BROS. TRAILERS 
No. 21. Schelm Bros., makers 


of sales coaches and trailers for 
plete price, discount and model in- radio and appliance dealers and 
formation on their line of 1937 distributors have a catalog ready 
fans. describing their entire line. 


SILEX PROMOTION 


No. 18. Silex have two out- 
standing premium promotional 
items—free serving trays. News- 
paper mats and promotional pieces 
are available free. 


R & M FAN CATALOG 
No. 22. Robbins & Myers 1937 


fan catalog is now ready. The en- 
tire line is described, illustrated 
and priced. 


SWARTZBAUGH PLANS MONARCH 1937 RANGES 

No. 19. Swartzbaugh are com- No. 23. Malleable Iron 

ing out with two brand new Range Company are all set for 

models. Details are not released 1937 with a new line, new fea- 

but information is available to tures and what have you. New 

dealers who circle the No. catalog, photos and prices are 
ready. 


EASY 1937 PROMOTION 


No. 20. Easy dealers registered 
a 48 per cent gain last year. For 
1937 a full line of free promo- 
tional literature is available to get 
going early. These include news- 


MONEL METAL ANSWER CARD 


No. 24. International Nickel 
have prepared a “Question and 
Answer” card which lists the 
paper mats, folders, booklets, mail- answers to the questions that pros- 
ing pieces and sales training ma- pects most frequently ask about 
terial. Monel metal. Free for the asking. 


MORE ON THE PRECEDING PAGE 


IRCLE NUMBERS -SIGN- AND MAIL 


ECTRICAL MERCHANDISING 
) West 42nd Street 
w York, N. Y. 


Gentlemen: .. . Please ask the manufacturers to send us the litera- 
‘e identified by the numbers circled below: 


23 45 6 7 8 ¥ 10 It 12 13 14 15 16 17 18 19 20 
22 23 24 25 26 27 28 29 30 31 32 33 34 35 


NED TITLE 
<Panyr 
tEZT ADDEESS crrr STATE 


THOR ‘37 PROMOTION 
No. 25. Hurley Machine Com- 


pany have plans and sales pro- 
motion ready on their 1937 line 
of Thor washers and ironers. 


PREMIER PROFIT-SHARING 


No. 26. Premier Division of 
Electric Vacuum Cleaner 
Company have a booklet ready 
on their new profit-sharing plan 
for dealers. 


NEW VOSS BOOK 


No. 27. Voss Bros. Mfg. Com- 
pany have a new book out. It’s 
called ““The New Voss Consumer 
Sales Plan” and is claimed to be 
the most comprehensive merchan- 
dising and advertising program in 
Voss history. 


BRIGHT STAR ‘37 PLANS 


No. 28. Bright Star Battery 
have complete details of their 
1937 line ready for the asking. 


AUTOMATIC 1937 PLANS READY 
No. 29. Automatic Washer 
Company have al! their plans 
ready on their 1937 line of wash- 
ers. Yours for the asking. 


BARTON PROMOTION ALL SET 
No. 30. Barton Corporation 
are all ready to supply you with 
promotion and sales plans for 
1937. Newspaper mats free. 


FAIRBANKS MORSE 1937 PLANS 
No. 31. The 1937 plans of 
Fairbanks Morse refrigeration 
promotion, in addition to radio, 
washer, ironer and other products 
is now ready for distribution. 
Write for details. Just circle the 
number. 


COPELAND PROMOTION 
No. 32. Copeland 1937 plans 


are ready. Circle the number and 
get yours. 


FRIGIDAIRE HELPS ALL SET 


No. 33. Frigidaire claims that 
they have the most powerful pro- 
gram in their merchandising his- 
tory to back the promotion of 
their 1937 line. Get yours. 


WOODROW PLANS 


No. 34. Woodrow 1937 plans are 
ready. 


STORE OWNERS PLAN 


No. 35. A large washer manufac- 
turer has a plan that, it is claimed, 
will bring an average of over 100 
customers into your store twice 
within two weeks and on the sec- 
ond visit they will have a total 
of more than $2,000 cash in their 
pockets. This plan is for store 
owners and managers of appliance 
departments in department stores. 


NEW CARRIER BULLETIN 

No. 36. ‘“Modernize—Merchan- 
dise” is title of a new Carrier 
Air Conditioning 12-page bulletin. 
Various types of units, for ceiling, 
wall and floor mounting, are in- 
cluded. In addition, the use of 
compressors and evaporative con- 
densers is illustrated. A feature of 
the brochure is the diagrammatic 
visualization of duct work and 
cooling coil headers. 
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Milwaukee 


WO major plans for promoting 

the sale of electrical appliances 

were adopted at the beginning 
of 1936. One was to insure that ade- 
quate wiring would be installed in new 
homes to be erected, and the other to 
increase the effectiveness of all dealers’ 
selling operations on appliances and 
household equipment. As a means of 
attaining the first objective, the Red 
Seal plan was revitalized and a vigor- 
us program for contacting builders 
and architects on all new construction 
was instituted. A Field Representative 
was employed for this purpose, who 
being a registered architect himself, is 
well qualified for the work. The result 
vf this activity has been that of 1100 
new homes built in metropolitan Mil- 
waukee this year, 135 were certified 
as Red Seal homes equipped with 60 
ampere service entrance together with 
an abundance of well located and use- 
able appliance outlets. In addition, an- 
ther 250 homes were brought to 
nearly the standard of Red Seal and 
as a final consequence the level of all 
house wiring was raised far above 
the previous average. 

The approach to appliance selling 
was made through a comprehensive 
survey conducted by Mr. G. E. Sted- 
man on behalf of the Electrical Merch- 
dising magazine with the cooperation 
of the Milwaukee Electric Refrigera- 
tion Bureau and the Wis. Radio, 
Refrig. & Appliance Association. This 
complete and exhaustive analysis of 
the Milwaukee market substantiated 
ur belief that dealer salesman man 
power was inadequate and that ap- 
pliance salesmen generally lacked suffi- 
‘ient training in proper sales tech- 
nique. A course of four salesmen’s 
breakfast meetings for dealers and 
salesmen was accordingly inaugurated 
and presented by Mr. Stedman which 
produced an immediate increase in 
ippliance sales. Promiscuous price 
cutting and chiseling was also ma- 
terially curbed as a result of the facts 
lisclosed by the survey. 


IMPORTANT 


MARKETS 


169,470 do- 


mestic custom- 
ers bought over 
$5,000,000 
worth of elec- 
trical appli- 
ances in 1936 


By Walter O. Zervas 


Manager, Electric League of Milwaukee 


Based on the potential demand for 
electrical kitchen equipment as par- 
tially determined by the survey also, a 
Kitchen Modernizing Bureau was 
established in the League with facili- 
ties set up for making detailed kitchen 
plans and layouts. To date 24 actual 
drawings and specifications have been 
prepared, 15 of which jobs are defi- 
nitely going ahead with the work of 
modernization involving an expendi- 
ture of from $500 to $1500 each. In- 
numerable other recommendations for 
improvements in the arrangement of 
kitchens were made on new jobs for 
architects and builders. The success 
of this Kitchen Modernizing activity 
gives positive indication of the way 
towards greater range sales, water 
heater sales and kindred items. Our 
program on Kitchen Modernizing will 
consequently be definitely expanded in 
1937 and made the foundation of our 
appliance activities. Dealers have been 
encouraged to get actively interested 
in this field and some have installed 
display kitchens in their stores with 
facilities provided for conducting 
group demonstrations. A few are em- 
ploying home service demonstrators. 
A five weeks coure on Kitchen Mod- 
ernizing for dealers will be started in 
January. 

Coincident with carrying on this 
basic educational program which we 
considered to be all important, a num- 
ber of seasonal campaigns were con- 
ducted in connection with the National 
Electrical Housewares program, Bet- 
ter Light-Better Sight activity, etc. 
One outstanding achievement has been 
the Cooperative Refrigeration Adver- 
tising Campaign for which a budget 
of some $22,000 has been raised by 
contributions from distributors, deal- 
ers, and the utility, based on units 
sold by each. Frequent newspaper ads 
on the advantage of electric refrigera- 
tion, and the economy of owning an 
electric refrigerator brought excellent 
results. A series of several co-opera- 
tive newspaper ads featuring “Give an 


ELECTRICAL MERCHANDISING—JANUARY, 1937 


Electrical Gift for Xmas” were ar- 
ranged for the first time this year. 

Electric Range selling was intensi- 
fied during the past year with the re- 
sult that 2050 ranges were sold as 
compared with 1450 in 1935. The 
ratio of dealers’ sales to utility sales 
is about 45%-55%. The utility com- 
pany continued to pay a load building 
bonus for connected range _ load 
amounting to $25.00 per 4-burner 
range, and $22.50 per 4-burner range 
in addition to financing dealer sales. 
It is noteworthy that today there are 
about twenty-five authorized “Class 
A” range dealers in the city who main- 
tain a display room with adequate 
stocks and through them only, are 
range sales made. Distributor-dealer 
groups are actively co-operating and 
in most cases have a co-operative pro- 
motional plan in effect whereby regu- 
lar newspaper advertising schedules 
are maintained and frequent meetings 
are held. 

A Trial-Rental plan for Water 
Heaters was put into effect by the 
utility this year which provides that 
after a year’s trial period on a rental 
basis, the customer may either pur- 
chase; continue renting for 6 years 
after which heater becomes customer’s 
property; purchase any time after 1 
year’s trial period; or return the 
heater. Approximately 475 heaters 
were installed on this trial rental basis 
this year and 475 were sold outright. 

The utility also continues in effect 
its 3 year financing terms on major 
appliances which calls for a down pay- 
ment of 1/36 of the amount and no 
carrying charge. 

Of significant importance is the 
utility’s “10 for 1” promotional rate. 
This special rate, which followed a 
previous “Free Electricity” Plan, was 
put into effect in Nov. 1935, and re- 
cently extended to January 1938 meter 
reading dates. It allows any residence, 
rural, or commercial lighting customer 
to use up to twice as much electricity 
as was used in the corresponding 


month of the previous year for only 
10% more than last year’s bill. Over 
100,000 customers have taken advan- 
tage of this offer. It makes the avail- 
able rates in this territory exceedingly 
low, especially for ranges and re- 
frigerators, and accounts in large 
measure for the tremendous increase 
in appliance sales enjoyed this last 
year, which, in the aggregate, is 
35-45% over last vear. 

The average annual residence con- 
sumption for Milwaukee County was 
814 kw.hr. for the 12 months period 
ending Nov. 30th as compared with 
the previous year of 809 kw.hr. 

The division of sales by types of 
outlets may be said to run as follows: 


Department stores........... 40% 
Hardware Stores............ 5% 
Specialty Dealers............ 25% 
Furniture Stores............. 10% 


Domestic Rate Schedule: 

Fixed charge—65c. per month for 
each meter installed, plus an energy 
charge per kw.hr. as follows: 


Gross Net 
First 50 kwhr. ....... 2.45 3.25 
Next 50 kwihr........ 2.95 2.75 
Next 100 kw.hr....... 2.20 2.00 
Excess kw.hr. ....... 1.95 1.75 


Special Flat Rate Controlled Elec- 
tric Water Heating Service: $1.89 
gross, $1.80 net per month per kw. of 
connected load of the lower heating 
unit except that the gross monthly 
charge shall not exceed lc. per kw.hr. 
In the event that energy used within 
a month at the rate of lc. per kw.hr. is 
less than $1.89 gross, $1.80 net per 
kw. of connected load of the lower 
heating unit, the customer is billed at 
the rate of lc. per kw.hr. 


SURVEY DATA 
No. of Wired homes in Mil- 


wanmes County 169,470 
Sales of Appliances—1936: 
Water 950 


Degree of Saturation: 
Homes Homes 
Owning Without 


10,750 159,350 
Water Heaters . 2,700 167,400 
7,200 164,000 
Washers ....... 100,000 71,000 
110,000 60,000 
No. of Automobiles........... 152,684 
175,000 
No. of Telephones (Res. Sub- 
83,899 


No. of Specialty distributors and 
Specialty dealers in Milwaukee ter- 
ritory: 

25 


Estimated aggregate volume of do- 


mestic electric appliance business for * 


1936 was $5,000,000. 
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PEOPLE - 


PRODUCTS 


PLANS 


Electrical Merchandising Review oh the Menth 


January 1937 


Henry Ford dedicated the first “New American” demonstration 


home in Detroit recently. 


He is inspecting the electric dish- 


washer in the home—a device that tickled his mechanical mind. 


NEMA HOLDS FIRST SESSION 
ON ADEQUATE WIRING DRIVE 


€ initial step in the development of 
framework of a national plan 
adequate wiring installations 
in residences was successfully undertaken 
at the first meeting of the recently formed 
Adequate Wiring Promotion Committee 
f the National Electrical Manufacturers 
Association held at NEMA Headquart- 
ers on December 14th 

Consideration was given to three gen- 
eral phases of the national activity con- 
adequately, 
These 


he 


to pron ote 


sidered necessary to cover, 
the whole field of operation 
vere 


Arousing the interest of the public 


n the comfort, convenience, economy and 
safety of adequate wiring installation in 
homes 


2. Developing a simple 


lan for local operation 


and practical 


3. Enlisting the active interest and sup- 
port of the several hundred thousand in- 
dividuals employed in various branches 
the mdustry 

With agreement on the fundamentals of 

€ program, consideration was then 
given to such important matters as a 
industry, a name for the 
and an emblem to be used in con- 


slogan for the 


tion with various items of a promo- 
tional nature 
It was understood that the 


program W ll have available the 


national 
residen- 
tial wiring specification developed in the 
Joint Industry Committee's Handbook of 
Interior Wiring Desig The plan may 
also provide that homes wired in accord- 
and possibly 
modifications of it which may 
be needed for lower priced homes—will 


ance with this speciniication 


me or twe 


receive a certificate through the local 
electrical league or local industry group 
o-operating in the program 
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Other matters considered by the Com- 
mittee at this first meeting were the ques- 
tion of finance plans, and that of a plan 
to enlist the co-operation of associations 
representing other industries, govern- 
mental and other agencies having an in- 
terest in home building 

George C. Thomas, Jr., vice-president 
of the Thomas & Betts Company of 
Elizabeth, N. J., and a member of the 
NEMA Board of Governors, is chairman 
of the NEMA Adequate Wiring Promo- 
tion Committee. The other members of 
this committee are: 


D. H. Murphy, The Wiremold Com- 


pany 

C. L. Nicholson, Pass & Seymour, 
In 

F. A. Parnell, General Electric Com- 
pany 


H. E. Seim, Bryant Electric Company. 

J. A. Smith, Anaconda Wire & Cable 
Company 

In order that the Committee will have 
the benefit of the advice of men in key 
positions in the NEMA Committees in- 
terested in business development work, 
the following have been made ex officio 
members 

H. |. Mauger, Edison General Electric 
Appliance Co., Inc. 

R. W. Staud, Benjamin Electric Mig. 
Company 

C. E. Swartzbaugh, The Swartzbaugh 
Mig. Company 

F. U. Webster, Cutler-Hammer, Inc. 

The Committee made it quite clear that 
it realizes that NEMA alone cannot do 
the full job and requests the co-operation 
of all other branches of the industry in 
developing and carrying through a con- 
structive program of benefit to all. 


EARL FISHER AWARDED McGRAW 


MEDAL FOR COOPERATION 


Presentation Made at San Francisco 


Ear! Fisher, left, vice president 
of the Pacific Gas & Electric 
Company, receives the McGraw 
Award from R. A. Balzari, presi- 
dent, McGraw-Hill Company of 
California. 


NEW YORK, N. Y.—The James H 
McGraw Medal for Cooperation in the 
electrical industry, was awarded this year 
to Robert Earl Fisher, vice president of 
the Pacific Gas & Electric Company, San 
Francisco, according to an announcement 
of Earl Whitehorne, secretary of the com- 
mittee of awards. 

The award was given to Mr. Fisher in 
recognition of cooperation in the electrical 
industry, through his creative leadership | 
in coordinating and promoting the 
development of the electrical market in 
Northern California. 

Presentation of the award was made 
on December 11 at a dinner held at the 
Fairmont Hotel in San Francisco, spon- 
sored by the San Francisco Electrical 
Development League. The committee of | 
judges which awarded the medal to Mr. 
Fisher consisted of Allan Coggeshall, 
president, Hatzel & Buehler; T. O. Ken- 
nedy, executive vice president, Ohio Pub- 
lic Service Company: L. E. Latham, vice 
president, E. B. Latham Company; and 
C. E. Wilson, vice president of the Gen- 
eral Electric Company. 

The citation which 
award, read as follows: 

“Robert Earl Fisher, vice president of 


accompanied the 


| the Pacific Gas and Electric Company, 


has long been a leader of cooperation 
among electrical men in California. Back 
in 1922, when rigorous competitive con- 
ditions were demoralizing the industry 
there and retarding the development oi 
the electrical market, he fought for {air 
dealing, better standards and higher ethics 
and won the support of all factions. H: 
succeeded in establishing a “gentleman s 
agreement’ that defined the status of al! 
branches of the industry, in a construc- 
tive program for mutual progress It 
the first strong roots of broad 
cooperation to advance the development oi 
electric service, throughout the great area 
oi Northern California. 

“lor three years, then, he headed th: 
Pacific Coast Electrical Bureau, organiz 
ing and promoting industry progress. H:« 
heiped estab.ish and was president of the 
Electrical Development League of Sa: 
Francisco and has long been a guiding 
spirit in its affairs. He has been a leader 
in cooperation throughout the vast empire 
of the Far West, working through the 
Pacific Coast Electrical Association, of 
which he has been president and earlier 
chairman of the Commercial and then the 
Public Relations Sections. 

“In 1933 he organized the Electric 
\ppliance Society of Northern California 
and gradually, by the persistent and 
cumulative influence of his fine examp! 
and unselfish devotion to the improvement 
oi trade conditions, has brought great 
benefit to the electrical industry. He 
has coordinated the advertising and pro- 
motion of manufacturers, wholesalers. 
dealers and utilities and greatly increased 
its volume and effectiveness. He has 
united more than eight hundred dealers 
in a regular program of reporting 
monthly sales. to increase the marke: 
knowledge of the industry. He _ has 
helped accelerate the growth of the elec- 
trical business, by inspiring and guiding 
the conduct of a continuing series ot! 
coordinated seasonal promotion campaign- 
that have made selling history, year after 
year, throughout this area. He has 
created a high degree of harmony among 
these electrical men by demonstrating 
the constructive self interest in organized 
cooperation. He has practiced his ow! 
preaching by directing the sales energic- 
of his own company to the pioneering ©! 
new markets and to the up building « 
an independent trade to take over th 
business as demand is established. He ha 
won the active cooperation of other 
trades, that sell electrical appliances, ™ 
elevating the standards of electric servic 
Under his leadership the electrical it 
dustry has played an outstanding part 
in local progress and in serving th 
public welfare. 

“In recognition of this distinguished 
contribution to the advancement of coo} 
eration in the electrical industry, th« 
iudges have awarded to Mr. Fisher the 
Medal for Cooperation for 1936, given 
under the James H. McGraw Award.” 
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V = you like to add to your 


sales force — right now, when appliance 
ation sales curves are going upward fast — 
Back without adding one cent to your payroll? 


t of When the appliances you sell are 
lair equipped with General Electric motors, 
He you get these extra salesmen to 
pe help you sell. 


i” How do they help you sell? Like this: 
road Today, Mr. and Mrs. Appliance-minded 
America are purchasing high-quality 
merchandise. They are judging the 
om quality of an electric appliance not only 
Hi by the reputation of the appliance as a 
tthe unit, but also by the reputation of its 
7 a various parts. A well-known name on 
‘ader the motor gives the appliance you sell 
the additional acceptance—is the extra sales- 
, ot man who helps you sell. 


\ 


Impartial surveys, like that below, show 
ctric that the public associates General Elec- 
tric with high-quality products. Thus, 
mpl with G-E motors on them, the appliances 
you sell have a reputation for high qual- 

He ity throughout — electrically as well as 
teal mechanically. General Electric, Dept. 
ased 6A-201, Schenectady, N. Y. 


WHEN shown different brands of electric lamps, house- 
tr. wives in six different cities were asked: “If you were ADDITIONAL POINTS THAT HELP YOU SELL ‘ 


iter buying lamps, which of these would you accept?” Cast-aluminum rotor— ls a 
a Cannot become open-circuited or burn out; an indestructible, one- id 
see Of the 477 women interviewed , 382 said: piece pressure casting with no soldered or welded joints. 
take the General Electric lamp.” 
ies That comes from springy live-rubber mounting, end-play silencers, 
z of This showed an 80 per cent preference for the G-E and a carefully balanced unit. 
rk of high lity Protected windings— 
menegrem es 6 me on on The result of an exclusive General Electric treatment that thoroughly 
ther device. —_ the windings and makes them resistant to oil, moisture, and 

vibration. 


GENERAL 
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Three busy diners at the Gibson 
distributor’s banquet: left to right, 
Kurt Groener of ELECTRICAL 
MERCHANDISING; John L. Wier- 
engo of John L. Wierengo and Staff 
(ad counsel) and John L. Stephens, 


Gibson sales promotion manager. 


Above is a shot of the opening session of the Gibson Distributor’s 


Convention held at the Pantlind Hotel, 


Grand Rapids, Mich. W. 


G. Stewart, Gibson district representative has just completed a 


presentation of the 1937 line. 


banquet on the closing night of the session. 


GIBSON PRESENTS 1937 
LINE AT GRAND RAPIDS 


125 Distributors Attend 
Convention 


GRAND RAPIDS, MICH.—Never 
before in the history of the Gibson Elec- 
tric Refrigerator Corporation were as 
many orders booked at one time as were 
placed by the eastern distributors in 
convention at the Pantlind Hotel, Grand 
Rapids, December 4th and 5th. An at- 
tendance of 125 greeted the opening wel- 
come of Charles J. Gibson, president of 
the corporation. 

A large stage was erected in the ball- 
room of the hotel from which was dis- 
played the new 1937 line of Gibson re- 
frigerators, twelve models ranging from 
the 4-foot Standard to the 8-foot Cus- 
tom Built porcelain. From this stage 
John L. Stephens, sales promotion man- 
ager of the Gibse m organization, gave a 


practical demonstration of the uses of 
each of the v arious sales promotion 
pieces and displays. A comprehensive 


advertising and merchandising program, 
based on a “four-essential formula,” was 
announced by Stephens. The entire pro- 
gram was organized and conducted by 
F. E. Basler, newly appointed sales man- 
ager of the Gibson Corporation. 

The hermetically sealed Gibson Mono- 
Unit Compressor was explained by W. 
D. Krauter, manager of Gib- 
son, al ng with a “sales-service-engineer- 


service 


ing” exposition of the apo Shelf, the 
Balsam Wool insulation and the Gibson 
Guardian,—all with the aid of cut-away 
units and cabinets. 


convention were de- 
and to merchandising. 
Gibson executives were highly pleased 
with the comments of distributors who 
unanimously expressed themselves as be- 
ing enthusiastic about the product and 
the selling program 


All phases of the 
voted to business 
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At right is a picture of the 


Left to right, N. S. Reeves, Wright & 
Wilheimy Co., Omaha; C. J. Gibson, 
president of the Gibson Corp.; Wesley 
Ewinger of J. H. Ewinger & Son, 
Burlington, la. 


AVERAGE CONSUMPTION OF 2,940 KW.-HRS. 
MAKES WOODBINE PRIZE GEORGIA TOWN 


Compares With National Average 
of 705 Kw. Hrs. 


ATLANTA, GA.—Setting a _ record 
four times as high as the national average 
in the use of electricity in its homes, 
Woodbine. Ga., a town of 335 population 
in Camden county, won first honors and 
$1,500 in prize money in the Home Town 
Electrical Contest, it was announced by 
the Georgia Power Company, sponsor of 
the contest. Twenty-four Georgia towns 
will share in awards totaling $10,600, the 
prizes being presented to the towns, 
rather than to individuals. The money 
will be spent for civic, charitable and 
educational purposes by the winning 
towns. 

By comparison with the national aver- 
age of 705 kilowatt hours, Woodbine’s 
homes used an average of 2,940 kilowatt 
hours during the year ending with Octo- 
ber, the period covered by the contest. 
This is not only the highest average ever 
scored by any Georgia community, large 
or small, but is declared to be one of the 
highest in the United States. Louisville, 
with an average of 2,295 kilowatt hours, 
more than three times the national aver- 
age, made the second highest standing in 
the state. Warm Springs, ranking third 
in the state with an average of 2,289, also 
more than tripled the national average. 

Use of electric service in the home, 
universally regarded as a measure of the 
progressiveness of a town, as well as of 
its attractiveness as a place in which to 
live, was selected as the basis of the 
contest. The final standings were deter- 
mined by the average use of electric 
service in the homes of the various towns, 
together with the increase in the average 
which had taken place during the year. 


Seven towns in the contest had average 
consumptions of more than 2,000 kilowatt 
hours; 17 towns had averages of more 
than 1,800 kilowatt hours and 35 towns 
had averages of more than 1,600, by com- | 
parison with the national average of 705. 
During the period of the contest, the 
average consumption of electricity by all | 
residential consumers in the territory | 
served by the power company increased 
from 1,010 to 1,160 kilowatt hours. 


Carrier Has |! Months 
Net Profit of $463,675. 


| 
} 
L. R. Boulware, who came to Carrier | 
| 


Corporation as General Manager last 
January, today reports to the stockhold- 
ers an eleven months’ net profit of $463,- | 
675.96. This compares with an operat- | 


ing loss for the whole of 1935 of | 
$584,745.83, which operating loss was | 
reduced to a net loss of $335,062.67 | 


through the sale of interests in foreign 
subsidiaries at a profit of $249,683.16. | 
The net loss for the five years from 1931 | 
to 1935 had been $2,070,903.82. 

The eleven months’ net profit shown 
above is after deduction of $248,189.51 
for depreciation and a provision of 
$77,538.51 for Federal income tax. 

$250,000.00 was paid on the $1,000,000.00 
bank loans last June. One-third of the 
remaining $750, 000.00 is due at the close 
of each of the years 1937, 1938, and 
1939. The next installment will be paid 
as early as possible in 1937, without 
weakening the working capital. 

The cash balance as of November 30th 
was $1,150,363.77, as compared with 
$456,609.26 at the beginning of the year. 
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MAY OIL BURNER CORP. 
IN RE-ORGANIZATION 


P. |. Jacobson Becomes Vice- 
President in Charge of Sales 


The May Oil Burner Corporation of 
Baltimore, in a recent letter to its dis- 
tributors, announced various important 
changes in organization. Mr. A. 
Duncan becomes Chairman of the Board. 
Mr. Duncan is well known in business 
circles as the Board Chairman of Com- 
mercial Credit Company and is likewise 
identified with numerous other _finan- 
cial and industrial interests. Mr. Ed- 
ward E. Yaggy, Jr., has been elected 
president. Mr. Yaggy comes to Quiet 
May with an extensive business back- 
ground, having received his university 
training at Yale and the Harvard School 
of Business Administration. He has 
been active in the sales and commercial 
department of the Public Service & Gas 
of N. J., and more recently has been 
associated with the underwriting divi- 
sion of Kidder Peabody Company, well 
known financiers. 

Mr. Ramon Wyer is also a new mem- 
ber of Quiet May personnel and is vice- 
president in charge of production. Mr. 
A. Klotzman is vice-president in charge 
of engineering. 

Interesting changes have also been 
made in the sales field. P. I. Jacobson, 
former Quiet May divisional manager at 
Chicago, becomes vice-president in full 
charge of sales. E. Lyell Gunts, whose 
association with Quiet May goes back 
to 1931, is director of sales promotion. 
The offices of treasurer and secretary 
are being filled by W. E. Tolley and 
Eli Frank, Jr., respectively. 

The United States Advertising Agency 
has been appointed to take charge of 


Quiet May products in the advertising 
field. 


LECTRICAL MERCHANDISING 


aratio 
tional 
Stever 

Dal 
of C 
tion f 


1 er = S Se tr: 
| 
Ele 
ing 
Ele 
cha 
por 
foll 
par 
fro 
sch 
pre 
lon 
me 
ore 
wi 
ce: 
Sa 
pa 
an 
; | so 
fo 
tic 
} ex 
ce 
; to 
1 
fr 
ce 
a 
le 
n 
| fe 
n 
‘ 


DALLAS E. WINSLOW 
BUYS PRIMA 


MICH.—Dallas E. Wins- 
Inc., have bought the Prima Manu- 
curing Company, according to a recent 
announcement by Archer W. Richards, 
ustee, 
4 ihe business will be officially taken 
over on January 1 and Prima will con- 
tinue operating as an independent unit 
ani with the same personnel that was 
in charge during the recent trusteeship. 
New models are in the course of prep- 
aration and will be exhibited at the Na- 
tional House Furnishing Exhibit at the 
Stevens Hotel in Chicago, January 10. 
Dallas E. Winslow, Inc., took charge 
of Copeland refrigeration reorganiza- 
tion recently. 


PHILLY DEALERS SELL 1,677,000 
LAMPS IN 30-DAY CAMPAIGN 


PHILADELPHIA, PA.—tThe Fall 
Lamp Campaign, sponsored by The Elec- 
trical Association of Philadelphia, with 
the cooperation of the three manufacturer 
members of the Association, namely, 
Incandescent Lamp Department of Gen- 
eral Electric Company, Hygrade-Sylvania 
Corporation and Westinghouse Lamp 
Company, and the distributor members, 
produced the outstanding sales total of 
1,676,596 lamps with a retail value of 
$251,494.12, during the thirty-one days 
of the activity recently concluded. 

The total sales received from this 
Campaign show an increase of approxi- 


This is the sales organization of the Perry-Mann Electric Co., Co- 
lumbia, S. C., leader in G-E’s laundry equipment “Timing Sales 


Drive.” 


G-E Washer Drive Topped 
by Perry-Mann 


BRIDGEPORT, CT. — Perry-Mann | 


Electric Company, of Columbia, South 
Carolina, was the leading distributor as 
the * ‘Timing Sales Drive,” recent wash- 
ing machine campaign of the General 
Electric Company's Appliance & Mer- 
chandise Department, came to a close. 
Runner-up was the G. E. Supply Cor- 
poration, Louisville, Kentucky, closely 
followed by the Lowry 
pany, Williamsport, 


Pennsylvania. 
The campaign, 


which took its name 


Electric Com- | 


from the fact that each operation was | 


scheduled to take place at a definite 
predetermined time, was climaxed by a 
long-distance telephone hook-up by 
means of which, in only three hours, 
orders were booked for 11,000 washers 
with a total list value of over $1,000,000 

L. Perry of the winning organiza- 
tion, in discussing his company’s suc- 
cess in the drive, states: “The Timing 
Sales Drive was an outstanding cam- 
paign. 
The drive was a natural to start with 
and complete in every detail. It was 
so well organized that there was nothing 
for us to do but carry out the instruc- 
tions given us from time to time.” 

The Perry-Mann organization’s sales 
exceeded by almost one hundred per 
cent the quota which had been assigned 
to it for the campaign. 


Kelvinator Domestic Refrigerator 
Shipments Increase 


Shipments of Kelvinator Domestic Re- 
frigerators show an increase of 33.3 per 
cent for the first eleven months of 1936 
as compared to the corresponding period 
last year according to an announcement 
made today by M. S. Bandoli, manager 
of domestic sales. The unit shipments 
for the period were 187,027 as compared 
to 140,245 units for the same eleven 
months last year. 
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Every phase packed a wallop. | 


KRESGE’'S 
HOME- 
IN-THE- 
SKY 


The Kresge Department Store in New- 
ark, N. J., are the latest to go in for 
model homes—but they built theirs up in 
the air. “The Home-in-the-Sky” is what 
they call it and it is a pre-fabricated 
steel house built on the roof of their 
store, ten stories above the street. 


The structure was designed and created | 


by William Van Alen, who was respon- 
sible for the Chrysler building which 
sticks its needle point into New York's 
sky-line. Norge cooperated with the store 


in designing the “utility room” which re- | 


places the old-fashioned basement, and 
the modern electric kitchen and laundry. 
The utility room contains the air condi- 
tioning equipment for the house. 

A. I. Denberg, merchandise manager 
of the home furnishings division of the 
store, is in charge of the project. 


mately 18% over the total received from 
a similar activity conducted during the 
month of October, 1935. 

It is estimated that approximately 
33 1/3% of the total sales were made by 
dealers to industrial and commercial 
establishments and the remaining 66 2/3% 
it is estimated were sold to domestic cus- 
tomers. According to this estimate, a 
total of 558,865 lamps were sold to in- 
dustrial and commercial establishments 
and 1,117,731 lamps were sold for do- 
mestic use. 

The above figures do not include sales 
by the utility company, nor sales to the 
City of Philadelphia, school houses or 
other institutions of this type, as the 
lamp requirements for this group were 
filled on a direct contract basis. 

Dealers were classified into three 
groups, namely Group “A”, Group “B” 
and Group “C” for the purpose of com- 
peting in the Prize Contest. This classi- 
fication was based on the average month- 
ly volume of lamp business secured by 
each dealer, his market possibilities, store 
location and other matters which would 
reflect on his accomplishments in lamp 
sales during the campaign period. 

A special Grand Prize, consisting of a 
ten day all expense trip to Miami, Flo- 
rida, was awarded to the dealer who, 
regardless of his classification, accom- 
plished the most outstanding job of sales 
promotion on lamps in this territory dur- 
ing the month of the Campaign. 

This award was won by the First 
Prize Winner in the Group “C” classi- 
fication, representing a small lamp agent 
who, through his intensive efforts, new 
ideas developed, and extreme cooperation 
extended to this 
angles succeeded in increasing his lamp 


| 
| 
| 
| 
| 


| 


campaign from all | 


business from an average of $6.00 per 
month to approximately $550.00, which 
represents an increase of more than 


‘0. 

A total of $1,020.00 in prize money was 
awarded to dealers and a total of $510.00 
to jobber salesmen for outstanding efforts 
and achievement in connection with the 
campaign. 

These cash prize awards, along with 
the Grand Prize award, were made to 
winning dealers and jobber salesmen 
by George R. Conover, Managing Direc- 
tor of The Electrical Association of 
Philadelphia at a mammoth Celebration 
Dinner, held in Association headquar- 
ters on Monday evening, December 7th. 


G-E REDUCES PRICE ON 
TWO 3-LITE LAMPS 


A substantial reduction in the list price 
of two popular types of “three-lite” lamps, 
effective January 1, has been announced 
by the Incandescent Lamp Department 
of the General Electric Company. The 
100-200-300 watt Mazda “three-lite” lamp 
will be reduced from 80 to 65 cents; 
the 50-100-150 watt size from 60 to 50 
cents. This latest reduction in prices has 
been made possible, Nela Park officials 
explained, because of the popularity of 
1.E.S. Better Sight lamps designed to 
employ these “three-lites” and because of 
continued scientific research and recent 
manufacturing developments. 

In addition, on February 1, General 
Electric will place on the market a new 
300-watt Mazda lamp with a regular 
medium screw base, listing at 60 cents. 
It is designed for use in stores and offices 
to increase the illumination from many 
indirect and semi-indirect fixtures now 
using 200-watt lamps. It is believed 
that this new lamp will eventually re- 
place the present standard medium skirted 
300-watt lamp and, probably, the 200- 
watt type. 


Above is a picture of Kresge’s “Home in the Sky” built on the roof 
Below are corners of the laundry 
and the electric kitchen of the home. 


of their Newark, N. J., store. 
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This is the season for conventions and so we found room for this 
one which shows 200 merchandising executives attending the 
fifth annual department store clinic, sponsored by General Elec- 


HOTPOINT TO SPEND NEARLY MILLION 
IN 1937 ADVERTISING CONVENTION TOLD 


CHICAGO, ILL.—Some twenty-six 
years after he had built the first electric 
range in a room over a smelly egg can- 
dling plant on Chicago’s Superior Street, 
George A. Hughes, president of Edison 
General Electric Appliance Company, 
sat on a cushioned chair in the Palmer 
House, Chicago, December 2, and heard 
that in 1937 the Hotpoint ship was really 
and truly 


Utility men, 150 in 
number ver the 
country Hughes the 


portents 


the bann 


mise t be 


histor 


inge 

They learned that during 1936 fully 
18.4 per cent of all range buys were 
electrics and »=6that the business had 
trebled since 1933. They heard W. A 
(Art) Grove tell how the firm plans 
to spend near $1,000,000 in advertising 
and promotion. In several metropolitan 


cities, he said, there 
ments in company 
They learned that some 
been investe 1 to date in 
vertising for the 
American women’s 
electric cooking 


would be experi- 
ontrolled advertising. 
$1,896,422 had 
magazine ad- 
purpose of changing 
habits to include 


R. W. Turnbull, vice-president and 
general sales manager, started the ball 
rolling. In rapid stepping order ranges, 
refrigerators, laundry equipment and 
water heaters were presented to the 
utility veterans, with spotlights playing 


about like a Hollywood opening 

Eager to do their stuff, Hotpoint's 
new men and old men in new positions 
went one by one before the microphone 
and expanded the belief that 1937 would 
be the big Hotpoint year. Applauded 


laundry equipment manager, cigar smok- 
ing August H. Jaeger, head of the water 
heater division, Harry C. Mealey, man- 
ager of electric refrigerator division, 
F. A. Denninger, dish washers, J. C. 
Sharp, Clinton Brown, C. P. Randolph, 
Grant Call and Miss Myrtle Turney. 

A jigger on which to broil steaks and 
a modus operandi that will produce pan 
cakes fast enough to satisfy a threshing 
crew intrigued the audience’ which 
learned that the Hotpoint range lin 
for 1937 will be headed by the recently 
announced Dorchester model, a_ built 
to-the floor range of moderate pric: 
The Hotpoint Vogue line of water heat 
ers, styled to modern trend and wf? a 
vide variety of sizes, will be continued 
Hotpoint refrigerator line is broken up 
into three groups—Imperial, Deluxe, and 
Standard. All feature a new hermetically 
sealed unit, the Thrift Master, which de- 
livers increased freezing power and car 
ries a five years service protection. A 
Speed Freezer turns out cubes and frozen 
desserts in shorter time than heretofore 

As announced before the entire Hot- 
point line of major appliances has been 
concentrated in the Edison General Elec- 
tri Appliance Company organization 
The refrigerator and home laundry lines 
were formerly marketed by the Appli- 
ance and Merchandise Department of 
the General Electric Company. 


Leonard Shipments Show Increase 

An increase of 54.4 per cent in unit 
shipments of Leonard refrigerators for 
the first eleven months of 1936 as com- 
pared to shipments for the corresponding 
period last year was announced today by 
R. I. Petrie, sales manager of Leonard 
Refrigerator Company. 


tric’s Appliance and Merchandising Department and held at that 
busy convention center—Nela Park, Cleveland. Other Nela Park 


conventionites appear on page 49. 


Copeland Plans Set For 
Big Expansion in 1937 


DETROIT, MICH.—Plans for a 
country-wide expansion of its sales out- 
lets during 1937 were revealed today by 
the Copeland Refrigeration Corporation 
of Detroit with the announcement by 
Dallas E. Winslow, president, that, ef- 
fective December Ist, a complete fac- 
tory and field sales organization had 
been established to undertake the new 
program. 

“During the past year, as the indus- 


try knows, Copeland sales have been 
handled by the Truscon Steel Com- 
pany’s field organization,” said Mr. 


Winslow. “Marked progress was made 
during this period. 

“By taking over the splendid work 
done by the Truscon organization, so 
that Copeland will have direct relation- 
ships with its distributors and dealers, 
we will be in far better position to bring 
Copeland to a position of real leadership, 
and it is our definite purpose to attain it. 

“The culmination of this program is 
the result of many months of careful 
planning. Besides establishing our own 
factory-directed sales organization, we 
have stepped up our productive facili- 
ties in anticipation of a banner year, we 
have improved our product and added 
new models to our line so as to give our 
dealers a complete range of sizes and, 
finally, we have embarked upon a com- 
plete national program of advertising 
and merchandising so as to bring Cope- 
land prominently before the public and 
to support our dealers with every known 
sales help.” 

Heading the new sales organization, 
Mr. Winslow announced, are Mr. James 
D. McLeod as general sales manager 
and Mr. W. GG. von Meyer as sales 
manager. 


Mr. McLeod joins Copeland with a 


long and successful history as a sales 
executive, including twelve years on the 
sales staff of the Chevrolet Motor Com- 


pany. Mr. McLeod also is well-known 
as vice-president and director of the 
Whitwood Engineering Corporation ef 


Detroit and as a director of the Unitor 
Corporation of Detroit. 

Mr. von Meyer, who has been asso 
ciated with Copeland since 1933, is a 
pioneer in the refrigeration industry, his 
history dating back 20 years when he 
was working in the Remy laboratories. 
In 1923, he joined the Nizer Corpora- 
tion, later becoming head of the Valerius 
Soda Fountain Company. 


KELVINATOR DECLARES 
EXTRA DIVIDEND 


DETROIT, MICH. — Disbursements 
to stockholders of 624 cents per share 
and amounting in the aggregate to ap- 
proximately $725,000 were declared re- 
cently on the outstanding stock of the 
Corporation at a meeting of the Board 
of Directors of Kelvinator Corporation. 
An extra dividend of 50 cents a share, 
and a regular quarterly dividend of 12} 
cents per share were declared, payable 
on January 2, 1937 to stockholders oi 
record at the close of business on De- 
cember 10, 1936. 
1936, 1,159,331 shares of the Corporation 
stock were outstanding. 

The reported profits for the fiscal year 
ending September 30, 1936 amounted to 
$1,552,162.93, compared with a reported 
profit for the preceding fiscal year of 
$1,199,445.17. This includes dividends 
from subsidiary corporations. It does 
not include $136,922.94 of the Corpora- 
tion’s proportion of the undistributed 
earnings for 1936 of these subsidiaries. 
If this amount were added, the aggregate 
for 1936 is $1,689,085.87, as compared 
with $1,249,487.98 for 1935. 


Hotpoint sales conference held December 14-17 


was Vavid C. Marble, ponderous range 
sales manager, G. H. (Rock) Smith, 
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at Chicago’s Palmer House by Edison General Electric Appliance Company. 
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id you say your bread and butter cat 


from the sale of major appliances? 


You're right! But don’t neglect the 
growing sales possibilities, the opportuni- 
ties for additional profits atthe TABLE-LINE. 


The PROCTOR TABLE-LINE includes 
four fast selling irons, four wonderful 
wafflers, five feature-full toasters in as 
many different price brackets, and the 
Roast-or-Grille . . . the only portable 
electriccooker with the grille-in-lid feature. 


STYLED FOR SERVICE 


Yes . . . Proctor appliances are styled for 
service! This means that, although smartly 
designed to appeal to women, no scien- 
tific engineering feature of utility and 
performance has been sacrificed for 
beauty. Proctors are practical appliances! 


PERSUASIVE PROMOTIONS 


In 1937, Proctor inaugurates a consistent 
(and sparkling) newspaper advertising 
campaign in your trading area... 
bringing purchasers into your store! The 
whole program is complete in every 
detail from the homes of customers to 
“cue line’’ tags on each product, the 
“Proctor Promoter”’ (effective sales ideas) 
six times a year, and a window unit 
and magnificent table display, a com- 
plete ‘‘appliance department” in itself! 
Keep your eyes on the Proctor ProfiTABLE- 


LINE. Sell it, and go places with Proctor! 
This will be Proctor’s Biggest business year. 


PROCTOR & SCHWARTZ ELECTRIC CO. 
7th & Tabor Road, Philadelphia 


ERS—tTwo 5 PROCTOR TOASTERS—A PROCTOR ROAST-OR-GRILLE 
ed de . new de luxe fully automatic, —the first Soups ortable 
and 1000 watts, at $6.95 and luxe automatics wit well type with feather-touch ri 
$7.95, with the Clear Vision Heel Which signals whe control, Glow Cone and bell 9. 


: : ing, browning and toasting (and 
Rest and 13 other features. The done, at $8.95 and signal, $14.50. A Two-Slice, it fakes just half as long) to the 


4 PROCTOR IRONS—the fully a PROCTOR 
automatic SPEED IRONS, 800 beautiful, smartly 


‘ wonderful non-autom Glow Cone and bell signal oven duties of roasting, baking 
ingenious SNAP-STAND SPEED heat indicators at $5.95a * toaster at $10.95. Two Turn-over and steam cooking. Adjustable 
IRON at $8.95, and the HEAT- This line of wafflers is + Type Automatics, $5.95 and food rack, automatic tempera- 


METER IRON, a sensational advanced in performanc 
price leader at $3.25 with beauty in both the hi 
safe -heat-for-fabric indicator. and the lower price ran 


$6.95. The TURN-O-MATIC, a ture control, Glow Cone signal, 
self-seller at $3.25. And the Lift-or-tilt lid, fitted pan set and 
smartest tray sets and stands. many other features..... $25.00 


IRONS TOASTERS WAFFLERS 
and ROAST-or-GRILLE, the first All-Purpose Portable Electric Cooker — 


to 
of 
ds 
_ 
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Appointment of R. C 
sales specialist to the range division staff, 
Poteat, 
Padgett 
contact the territories and promote 


division 


Ralph J. Cordiner, former 
manager, G-E Radio Divi- 
sion, has been made assist- 
ant manager of G-E’s Ap- 
pliance and Merchandise 
Department. 


Frances Weedman, for the 
past ten years in charge 
of home service for Hot- 
point, is now director of 
home economics for Kel- 
vinator. 


John S. Garceau has been 
appointed advertising and 
sales promotion manager 
for Fairbanks Morse. He 
will handle 1937 plans. 


G-E Ranges 


been announced by J. R. 
manager, Cleveland 


business 


Padgett, as range 


After college, 


as range 


Associated Gas & Electric 
and water heater specialist, 
merchandise 
manager at the company’s properties i 
Oneonta and Geneva, New 
became district new business manager at 
Walton, New York in 1932 and 
transferred to the Ohio 
Power Company at Canal Winchester, 
i business 


In 1929, he 


a time, as assistant 


York 


where he was new 


manager 
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Padgett enrolled in 
student course at Westinghouse Electric 
Company and later served that company 
specialist at Mansfield and Buf- 
became connected with 
Company 


later was 


Midland Light & 


W. H. Sickinger, for the 
past fifteen years identi- 
fied with electric cookery, 
heads the new electric 
range division of Crown 
Stove Works. 


Thomas H. Maginnies is 
the manager of the newly- 


created Stewart-Warner 
Distributors Company, 
Chicago. 


New Pasitious of the Month 


Stewart-Warner 
F. A. Hiter, vice president and gen- 
eral sales manager of the Stewart- 
Warner Corporation, Chicago, today 


announced the appointment of C. C. 
De Wees as advertising manager of the 
Radio and Refrigeration Division of 
that company. DeWees previously 
served as assistant advertising manager 
of Stewart-Warner since July, 1935. 

F. R. Cross continues as general ad- 
vertising manager of the parent company. 


Brooklyn Edison 


H. E. D’Andrade has been appointed 
manager of the Lighting Bureau of the 
srooklyn Edison Company, according 
to an announcement by Charles L. Har- 
old, general sales agent of the Company. 
The appointent of S. M. Pratt as as- 
sistant manager is also announced. 

Mr. D’Andrade has been for the last 
few months director of the “Edison Won- 
der House” exhibit in the Company’s 
showroom at 380 Pearl Street, which 


functions as a division of the Lighting | 


Sureau, and in his new position will 
continue to have general supervision of 
the exhibit. He came to the Brooklyn 
Edison Company nearly 
ago from the Illuminating Engineering 
3ureau of the Westinghouse Lamp Com- 
pany, joining the staff of the Lighting 
Sureau at the start of its expansion into 
one of the major elements of the Com- 
pany’s sales program. 


Apex Rotarex 


Appointment of 
ceed Ralph Kortepeter as sales manager 
of the territory served by Apex Rotarex 
Manufacturing Company, western division 
of Apex Rotarex Corporation, was an- 
nounced in Oakland, Calif., western 
headquarters of the company, recently 
by G. B. Schuyler, vice-president. 


Kortepeter, 


Hotaling has been three 


politan Los 


had served in Oakland for 


years, building up an enviable record as 


manager. 

years 
company, in charge of the 
Angeles 
manager. 


“These promotions are in line with 
Apex policy of promoting its own 
men to increasingly responsible positions 
as they show ability,” said Schuyler. 


formerly with the eastern 
division of the company with headquar- 
ters at Cleveland, O., has been promoted 
returned to Cleveland as manager 
the refrigeration division of 


metro- 
district as district 


twelve years | 


Earl Hotaling to suc- | 


Emerson 


I. L. Kordenbrock, who for ten years 
was manager of major and minor appli- 
ances for Famous-Barr department store, 
St. Louis, has joined Emerson Electric 
Mfg. Company, St. Louis, Mo., and is 
now in their sales division, with head- 
quarters in St. Louis. 


Universal Cooler 


H. A. D’Arcy, a pioneer in electrical 
refrigeration, has been made domestic 
sales manager of Universal Cooler Cor- 
poration according to an announcement 
by F. S. McNeal, president. Mr. D’Arcy 
has been Central domestic regional sales 
manager at Universal Cooler during the 
last year and comes to his new position 
well equipped through other intensive 
executive sales work with Kelvinator, 
Westinghouse and Stewart-Warner. 


General Electric 


Under an important organization change 
in the Appliance and Merchandise De- 
partment of the General Electric Com- 
pany, announced by C. E. Wilson, vice- 
president in charge, and effective January 
1, 1937, Ralph J. Cordiner, formerly 
manager of the company’s radio sales 
division and chairman of its radio man- 
agement committee, has been made assis- 
tant manager of the department, reporting 
directly to Mr. Wilson. 

Since Dec. 30, 1930, when Mr. Wilson 
was appointed vice-president of the Gen- 
eral Electric Company, the post of man- 
ager of the Appliance and Merchandise 
Department has been vacant, Mr. Wilson 
continuing all of his former duties as 
manager as well as assuming those of vice- 

president. The rapid expansion and grow- 
ing importance of the Appliance and 
Merchandise Department of the General 
Electric Company is reflected in the ap- 
pointment of Mr. Cordiner to assist Mr. 
Wilson. 


Department Has 4 Divisions 


General Electri-’s Appliance and Mer- 
chandise Departinent includes four divi- 
sions: the radio sales division, household 
appliance sales division (home laundry 
equipment, cleaners, heating devices, 
clocks and fans), specialty appliance sales 
division (refrigerators, ranges, water heat- 
ers, dish washers, and disposal units), and 
the construction material sales division 
(conduit and wire, wiring devices, acces- 
sory equipment, automotive products, York 
wire, insulation and glyptal, aid plastics). 


JANUARY, 


signment 


Cc. K. West, commercial 
vice president of General 
Electric, has been re- 
elected president of the 
Philadelphia Electrical As- 
sociation. 


Cc. C. DeWees has been ap- 
pointed advertising man- 
ager of the radio and re- 
frigeration divisions of 
Stewart-Warner. 


P. K. Ekstein has been 
named assistant advertis- 
ing and sales promotion 


manager of Fairbanks 
Morse under John S&S. 
Garceau, opposite. 


E. V. Walsh 


E. V. Walsh, who for the past two 
years has been engaged on a special as- 
with Kelvinator Corporation, 
Detroit, in connection with the organiza- 
tion of their automatic heating activities, 


| has resigned, effective January Ist. 


will announce his future plans in Febru- 


ary after a short vacation in the South. 


Curtis Lighting 


Duncan B. Mackie has lately become 
the sales promotion manager of Curtis 
Lighting, Inc., Chicago. 

Formerly an advertising executive of 
the Benjamin Electrical Manufacturing 
Company and later advertising manager 
for Schweitzer and Conrad, Inc., Mr. 
Mackie’s extensive experience in the 
electrical field has equipped him well for 
the important position of stimulating and 
guiding the promotional activity of Cur- 
tis Lighting, Inc., during this period of 
rapid expansion. 


1937—ELECTRICAL MERCHANDISING 
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“MRs. AMERICA, what do you want to buy next for your home?” 
That was the question. And the thousands of answers prove 
that two women out of three are considering one of the four 
appliances sold by Norge dealers—refrigerator, range, washer, 
or ironer. 

Further questioning as to makes of appliances preferred 
proves that Norge is among the leaders in all four appliances. 


Women want new appliances. They want Norge appliances. 
Survey figures prove it—and Norge dealer sa/es figures prove it 
again. Write for details about Norge appliances and about the 
aggressive Norge advertising and sales promotion program 
for 1937. 

Norge heating and air-conditioning equipment, featuring the Norge 

Fine- Air Conditioning Furnace, sets new standards of efficiency and 

low cost of operation. Get the facts. AP.2 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 


THE 
ROLLATOR* COMPRESSOR 
Exclusive Norge 3-moving- 
parts cold-making mechan- 
ism, employs smooth, easy, 
rolling power instead of 
hurried back-and-forth ac- 
tion. Result— more cold for 
the current used. 


* REG. U. S. PAT. OFF. 


OM ROLLATOR 
COMPRESSION UNIT 


Every sale of a Norge Home Appliance is the first step toward 


APPLIANCES 


another sale—and another profit. Moreover, each Norge 
appliance has vital distinctions— major selling points—that 
make it easier to sell. Year after year sees the Norge franchise 
a more valuable one. And 1937 promises to be the biggest 
year of all—by a wide margin. Liberal finance plans 


make it easy to be a Norge dealer. Get the facts. 


ROLLATOR REFRIGERATION (Domestic and Commercial) © GAS AND ELECTRIC RANGES e« WASHERS AND IRONERS ee GAS BURNERS 


WHIRLATOR OIL BURNERS e« FINE-AIR FURNACES e COAL STOKERS 


ELECTRICAL MERCHANDISING—JANUARY, 1937 


AIR CONDITIONING ¢« CIRCULATOR ROOM HEATERS 
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S. M. Pratt has been ap- 
pointed assistant manager 
of the lighting bureau of 
the Brooklyn Edison. He 
reports to.. 


Crown Stove Works 


The Crown Stove Works of Chicago, 
Illinois, old-time manufacturers of gas 
ranges, are entering the electric range 
field. Three models are ready and a 
new electrical division has been created 
under the supervision of W. H. Sick- 
inger, for the past fifteen years identified 
with the electric cookery field in various 
capacities. 


Credit Group 


At a recent meeting of members of 
the Central Division of the National 
Electrical Credit Association, officers for 
the forthcoming year were elected. 

A. G. McCollum, of Anaconda Wire & 
Cable Co., was named president and Sol 
S. Mandel of the Metropolitan Electric 
Supply Co. was elected vice-president. 
Benjamin George continues as secretary 
of the organization. 

George W. Benton, formerly assistant 
to the manager of the Chicago section 
of the U.S. Chamber of Commerce, is 
now field representative for the Central 


Division of the National Electrical 
Credit Association. 
Leonard 


Appointment of three regional repre- 
sentatives of the merchandising division 
of the Leonard Refrigerator Company 
have just been announced by R. I. Petrie, 
sales manager. These men will work 
directly under the direction of E. 
Berkeley, Leonard’s merchandise manager, 
with headquarters at Detroit. 

The new appointees are: W. R. Mc 
Allister, southeastern district, with head- 
quarters at Atlanta, Georgia; Don C. 
Rulo, midwestern district, with head- 
quarters at Ft. Wayne, Indiana, and 
William J. Geiger, Middle Atlantic dis- 


trict, with headquarters in Philadelphia. | 


Crosley 


The appointment of G. Earle Walker 
as merchandise manager of the Crosley 
Radio Corporation has been announced 
by Thomas W. Berger, general sales 
manager. 

Mr. Walker is well known to the trade 
and has had many years experience in 
the practical application of modern sell- 
ing methods. He has been the author 
of many successful merchandising plans. 
In his new capacity he will render as- 
sistance to Crosley distributors and 
dealers in expanding sales activities and 
in setting up Crosley retail sales organi- 
zations throughout the country. 


Crosley 


William S. Hedges, formerly manager 
of N. B. C.'s operated stations, has been 
appointed vice-president in charge of 
Broadcasting of The Crosley Radio 
Corporation, it was announced today by 
Powel Crosley, Jr. President. The ap- 
pointment is effective January 1, 1937 
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H. E. D’Andrade who has 
been made manager of the 
Brooklyn Edison's lighting 
bureau. 


| 


W. E. Saylor is the newly 
appointed sales promotion 
manager for 
Corporation, Detroit, Mich. 


Kelvinator 
Mfg. Company. 


New Pasiticns of the Month 


Philadelphia E. A. 


At a meeting of the newly elected | 
1937 Board of Governors of The Elec- 
trical Association of Philadelphia held 
in Association Headquarters on Decem- 
ber 10th, Mr. C. K. West, Commercial 
vice-president of the General Electric 
Company, was reelected president for 
the ensuing year. 


Owing to the outstanding work ac- | 
complished by Mr. West as head of this | 


organization and the progress made by 


the Electrical Industry in general dur- | 


ing the period of his regime, it was the 
unanimous opinion he should be re- 
elected to this office. 

The other officers elected were: J. 
J. Pocock—vice-president, Robert J. 
Moran—secretary, and Philip H. Ward, 
Jr.—treasurer. 


Fairbanks-Morse 


Mr. W. Paul Jones, General Manager 
of Fairbanks, Morse & Company, Home 
Appliance Division, has announced that 
his company plans a more extensive and 
co-ordinated advertising and sales pro- 
motion program during 1937. The first 
step in this program has been the ap- 


pointment of John S. Garceau as adver- | 


tising and sales promotion manager, with 
Paul H. Eckstein as assistant. 

Mr. Garceau brings to Fairbanks- 
Morse a well rounded experience in ad- 
vertising of electric appliances, having 
been with one of the leading manufac- 
turers in the electric refrigeration field 
for the past eight years. 

From 1927 to 1930, Mr. Garceau held 
the position of sales promotion manager 
for Kelvinator Corporation of Detroit, 
Michigan. His next position was that of 
advertising manager for the Domestic 
Division. In 1934 Mr. Garceau was 
appointed advertising manager for the 
newly created Air Conditioning division. 

His success in those positions soon led 
to his promotion to advertising and sales 
promotion manager for all commercial 
divisions including Standard Commercial 
Refrigeration, Liquid Cooling, Air Con- 
ditioning and Automatic Heating Equip- 
ment, which position Mr. Garceau held 
until becoming associated with Fairbanks, 
Morse & Company in his new position as 
advertising manager of the Home Appli- 
ance Division. 

Of benefit to Fairbanks-Morse Home 
Rees distributors and dealers should 
be Mr. Eckstein’s extensive, experience 
in the arranging of shows and special 
promotional activities. He is a seasoned 
stage manager, having participated in the 
course of his work in practically every 
major electrical home appliance show 
held during the past nine years. 

Mr. Eckstein comes to Fairbanks, 


Morse & Company from the radio divi- 
sion of the General Electric Company 
with whom he was associated for the 
past three years as managing editor of 
technical publications and supervisor of 
a national radio service station plan. 
From 1927 through 1933 he was con- 
nected with the Grigsby-Grunow Com- 
pany, in charge of shows and exhibits. 


Kelvinator 


Appointment of W. E. Saylor as 
sales promotion manager for Kelvinator 
Corporation, Detroit, manufacturer of 
electric refrigeration and household ap- 
pliances, has just been announced by 
Sam C. Mitchell, director of advertising 
and sales promotion. 

Associated with the electric refrigera- 
tion industry for the past 12 years, Mr. 
Saylor is well known throughout the in- 
dustry. For several years he was con- 
nected with the Geyer Company, now 
known as Geyer, Cornell & Newell, In- 
corporated, advertising counsel for Kel- 
vinator, and for the past six years has 
been a member of the advertising and 
sales promotion department of Kel- 
vinator. 


Kelvinator 


Appointment of Miss Frances Weed- 
man, nationally known domestic science 
authority. as director of home economics 
for Kelvinator Corporation, Detroit, has 
just been announced by Sam. C. Mitchell, 
director of advertising. Miss Weedman, 
for the past ten years has been manager 
of the Home Economics Department for 
the Edison General Electric Appliance 
Co. and is known throughout the United 
States through her widespread cooking 
schools and her writings upon the prob- 
lems of the home-maker. 

A close student of educational problems, 
Miss Weedman is the author of a text- 
book on domestic science, “Manual of 
Miracle Cookery”, used in thousands of 
schools in this country and abroad. She 
also has the distinction of having been 
featured in national advertising when her 
name was used as a prominent part of 


one campaign throughout the entire vear 
of 1935. 


Kelvinator 


Announcement of two appointments to 
the field staff of Kelvinator Corporation 
has just been made at Detroit by H. W. 
Burritt, vice-president in charge of sales. 
Chester A. Norton has been appointed 
domestic district manager for Philadel- 
phia, Newark, Brooklyn, Providence and 
Boston under the direction of J. F. 


JANUARY, 


William J. Jockers has 
been appointed assistant 
sales manager of the Dieh! 


William S. Hedges has 
been appointed vice presi- 
dent in charge of broad- 
casting for the Crosley 
Radio Corporation. 


Crossin, Eastern domestic regional man- 
ager, and A. F. Rice has been appointed 
district manager for San _ Francisco, 
Fresno, San Diego, and Phoenix, Ari- 
zona. He will operate under the direc- 
tion of J. L. Conover, regional manager, 
with headquarters in ‘San Francisco. 


General Electric 


SCHENECTADY—Five new com- 
mercial vice-presidents have been elected 
by the board of directors of the 
General Electric Company, it has 
been announced by President Gerard 
Swope. They are: 

M. O. Troy of Schenectady, manager 
of the central station department. 

L. T. Blaisdell of Dallas, southwestern 
district manager. 

E. H. Ginn of Atlanta, southeastern 
district manager. 

A. L. Jones of Denver, Rocky Moun- 
tain district manager. 

T. S. Knight of Boston, New Eng- 
land district manager. 


Famous-Barr 


J. L. Hudson's, Detroit, cradle of so 
many well known house- furnishing men 
today adds another graduate in a major 
appliance department store job. He is 
H. P. Coe and he has stepped into this 
berth with the Famous-Barr Company In 
St. Louis. 

From Crowley Milner, Detroit, as 
buyer of housefurnishings, Mr. Coe did 
his first work on major appliances at 
Gimbel Brothers, at Pittsburgh. Since 
he migrated westward to the Davis Store, 
in Chicago, and with its sale to Gold- 
blatt’s, turned southward to St. Louis. 


Hot Point 


William F. Ogden, for a number of 
years with the Georgia Power Company 
in Atlanta, Ga., has been appointed Com- 
mercial Engineer of the Edison General 
Electric Appliance Company of Chicago, 
according to an announcement by C. P 
Randolph, chief engineer. Mr. Ogden’s 
work will be with commercial engineer- 
ing problems in connection with the new 
Hotpoint lines of major electrical appli- 
ances, including ranges, water heaters, re 
frigerators, dishwashers, home laundry 
equipment, and modern kitchens. 


Refrigerating Machinery 
Manufacturers 


. M. Fernald, General Manager of 
the Baker Ice Machine Company, Inc.. 
Omaha, Nebraska, was elected President 
of the Refrigerating Machinery Associa- 
tion at its Annual Meeting in Washing- 
ton, D. C., today. A quiet and unassum- 
ing engineer, in recent years Mr. Fer- 
nald has come to be recognized as one 
of the leading executives in the refriger- 
ating machinery and air conditioning 
industries. 
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@ Premier — famous Premier — brings 
you for 1937 super-thoroughness, 
super-speed, super-safety in cleaning! 


Premier's “double brush” principle 
whisks the dirt out of rugs with 
incredible speed. 


Yet the “double brush” Premier is 
utterly safe and gentle. No moving 
metal ever touches rugs. Brushing is 
by two rows of big, thick tufts of 
bristles only. They lift the embedded 
grit to the cleaner’s super-strong 
suction surely, yet safely! 


Premier incorporates this more effec- 
tive cleaning in hand as well as floor 
cleaner. Here’s the same time-saving 
thoroughness for your customer's 
furniture, draperies, and the family car! 


Next year offers the finest opportunity 
ever for the dealer who con- 
centrates his energies on 
the Premier line. The line is 
complete—from $14.95 up. 


Send coupon today and 
read the whole Premier 
story. You are sure to make more 
money by following the profit- 
sharing plan outlined in this book. 


PREMIER DIVISION, 
ELECTRIC VACUUM CLEANER CO. 
Cleveland, Ohio 
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‘emer 


Premier 


Prices range 
from $14.95 up. 
Slightly higher 
west of Rockies. 


Premier Division 
Electric Vacuum Cleaner Co. 
Cleveland, Ohio 


Please send your “Premier Profit 
Sharing Plan” 


Signed 


3 Street. 


City and State aoe 
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NEW DISTRIBUTOR LINE-UP 


ON G-E LAUNDRY EQUIPMENT | 


BRIDGEPORT, CONN.—The Appli- 
ance and Merchandise Department of the 
General Electric Company announces the 
reassignment of distributors handling 
General Electric washers and ironers in 
the following trading areas. In many 
cases distributors are newly appointed, 
effective January 1. New distributors are 
indicated by an asterisk. 


*Clark-Adams, Inc. 
2933 Atlantic Ave 
Atlantic City, N. J 


General Electric Supply Corp. 
378 Stuart Street 
Joston, Mass 


*W. L. Thompson, Inc 
700 Commonwealth Ave 
Soston, Mass 


G. E. Supply Corp 
600 Main Street 
Bangor, Maine 


*Breckenridge, Inc 
88 Birnie Ave 
Springfield, Mass 


G. E. Supply Corp 
25 Bedford Street 
Portland, Maine 


G. E. Supply Corp. 
Manchester, N. H. 


*E. Pulver Cook, Inc 
72 South Main St. 
Providence, R. I 


*Orkil Electric Co 
175 Ann St 
Hartford, Conn. 


*Philip H. Harrison & Co. 
191 Central Ave. 
Newark, N. J. 


*Rex Cole, Inc. 
25-11 Hunters Point Ave. 
Long Island City, N. Y. 


G. E. Supply Corp. 
5 South Gay St. 
saltimore, Md. 


G. E. Supply Corp 
Allentown, Pa 


Raub Supply Co. 
Lancaster, Pa. 


*Judson C. Burns, Inc. 
3lst & Oxford Sts. 
Philadelphia, Pa. 


Lowry Electric Co. 
Williamsport, Pa. 
National Elec’! Supply Co. 


1330 New York Ave. 
Washington, D. C. 


*L. W.. Driscoll, Inc. 
423 Law Bldg. 
Charlotte, N. C. 


*R. S. Montgomery, Inc. 
205 E. Grace St. 
Richmond, Va. 

G. E. Supply Corp. 


733 Tchoupitoulas St. 
New Orleans, La. 


*George Patterson Co. 
Times Building 
St. Petersburg, Va. 


*W. D. Alexander Co. 


380 Peachtree St. 


Atlanta, Ga. 


Matthews Elec. Sup. Co. 
1823 First Ave. 
sirmingham, Ala. 


A Graybar Royal sales contest 
cruise takes place this January 
and a N. Y. state trip in 
February. Here’s a snap taken 
on the last Royal cleaner shin- 
dig—Al Hahistrom, Byron Besse 
and a group of dealers from 
Philly. 


*Perry-Browne Inc. 
Columbia, S. C. 


G. E. Supply Corp. 
Erie, Pa. 


*F. W. Wolf, Inc. 
779 Main St. 
Buffalo, N. Y. 


Virginian Electric Inc. 
Charleston, W. Va. 


*Gould-Farmer Co. 
321 Onondaga St. 


| Syracuse, N. Y. 


The above gentlemen are the key men of the Lovell Manufac- 
turing Company assembled recently on the occasion of the 


seventieth birthday of their president, M. A. Doll. 
been with Lovell for 45 years and has been president for 13 


years. 


*Gould-Farmer Co. 
114 Chenango St. 
Binghamton, N. Y. 


*Gould-Farmer Co. 
276 Clinton Ave. South 
Rochester, N. Y. 


*A. Wayne Merriam Inc. 
136 Erie Blvd. 


| Schenectady, N. Y. 


Langdon & Hughes Elec. Co. 
233 Elizabeth St. 
Utica, N. Y. 


*Ochiltree Electric Co. 
505 Liberty Ave. 
Pittsburgh, Pa. 


West Virginia Appliances, Inc. 
1311 Chapline St. 
Wheeling, W. Va. 


G. E. Supply Corp. 
4958 Woodland Ave. 
Cleveland, Ohio 


*Bard & Barger, Inc. 
215 N. Fourth St. 
Columbus, Ohio 


*Bard & Barger, Inc. 
801 Race St. 
Cincinnati, Ohio 


G. E. Supply Corp. 
520 West Main St. 
Louisville, Ky. 


*H. G. Bogart Co. 
316 Superior St. 
Toledo, Ohio 


Electric Appliances Inc. 
120 West North St. 
Indianapolis, Ind. 


R. Cooper Jr., Inc. 
221 North LaSalle St. 
Chicago, IIl. 


*E. H. Schaefer Corp. 
Milwaukee, Wis. 


Mr. Doll has 


Crescent Elec. Supply Co. 
Dubuque, Iowa 


Dakota Electric Supply Co. 
123 Broadway 
Fargo, N. D. 


G. E. Supply Corp. 
174 E. Sixth St. 
St. Paul, Minn. 


G. E. Supply Corp. 
814 S. 14th St. 
Omaha, Nebraska 


| O'Bannon Bros. 
| 500 E. Markham St. 
| Little Rock, Arkansas 


G. E. Supply Corp. 
403 Warner Bldg. 
Nashville, Tenn. 


G. E. Supply Corp. 
| 1411 Walnut St. 
| Kansas City, Mo. 


| James & Co. 
4144 Lindell Blvd. 
St. Louis, Mo. 


| G. E. Supply Corp. 
1801 North Lamar St. 
Dallas, Tex. 


Sommers & Bursey 
Canton, Ohio 


G. E. Supply Corp. 
Oklahoma City, Okla. 


*Edmundson Refg. Corp. 
| 701 Waugh Drive 
Houston, Texas 


G. E. Supply Corp. 
Butte, Montana 


G. E. Supply Corp. 
Salt Lake City, Utah 


| *B. K. Sweeney Co. 
| 13th & Broadway 


Gathering of 500 dealers with their wives at presentation of the new 1937 line of Stewart-Warner 
electric refrigerators, sponsored by the Boston Distributor, Hunt-Macquardt, Inc., in conjunc- 
tion with novel broadcast of Horace Heidt and his Brigadiers over the Columbia network from 
the Crystal Ball Room of the Hotel Kenmore, Boston, on November 30. 
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| Denver, Colorado 


*Valley Electrical Supply Co. 
Fresno, Calif. 


G. E. Supply Corp. 
1201 Bryant St. 
San Francisco, Calif. 


| *E. O. Cone Co. 
| 609 Montana St. 
El Paso, Texas 


*The Geo. Belsey Co. Ltd. 
1001 S. Hope St. 
Los Angeles, Calif. 


G. E. Supply Corp. 
478 W. Canfield Ave. 
Detroit, Mich. 


G. E. Supply Corp. 
Portland, Oregon 


G. E. Supply Corp. 
Seattle, Washington 


G. E. Supply Corp. 
Spokane, Washington 
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FAIRBANKS MORSE UNVEILS 


|NDIANAPOLIS, IND.—A free win- | 
ter floor plan for dealers, limited re- 
course on finance paper, and a. sstill 
further refined Conservador refrigerator 
were dropped in the lap of some 300 
distributors at the Fairbanks, Morse & 
Co. convention in Indianapolis, Decem- 
ber 17. 

(he Conservador, which prevents cold 
air pouring out of a refrigerator like 
water out of a bucket when the door is 
open, has a new story for 1937. Pull 
the top of the new T-shaped door handle 
and both door and Conservador swing 
open, Pull the bottom of the handle and 
only the outer door opens, permitting you 
to peep at a thermometer in the Conserva- 
dor aaa tells you how cold things are 
inside, 

“We are presenting an entirely new 
design in door construction which 
thorowehly seals in cold air by over- 
lapping the food compartment space with 
two rubber gaskets,” pointed out W. Paul 
Jones, general manager of the Home 
Appliance Division. “The door construc- 
tion is also unusual in that the insulator 
does not project into the food compart- 


ment but is on the outside of the door.” 

Other features included in all except 
three models, include a self sealing crisper 
and full size food basket, both accessible 
without entering the main food compart- 
ment. It is estimated that two-fifths of 
all the food stored in a 1937 Fairbanks- 


1937 REFRIGERATORS 


plan the dealer only runs the risk of 
recourse for the first four months of the 
sale, It costs him $5 more to finance on 
this basis, but once the four payments 
are in his liability is over. A provision 
of the plan is the fact that the customer 
must make the first four payments or 
the non-recourse clause is not effective. 
All repossessed boxes will be handled 
through the distributors, Mr. Jones said. 

Formal meetings throughout the coun- 
try will be held within the next few 
weeks to introduce the 1937 line to 
dealers. Doubling of the field force, con- 
centrated work on 20,000 dealers and in- 
creased advertising are evidence that 
— expects to go places in 

New in 1937 also will be a series of 
home laundry schools under supervision 
of Miss Faith M. Richards, according to 
Tom Decker of the Home Laundry 
division. 

On January 19 to 22, 1937, the first 
national Fairbanks-Morse distributors’ 
refrigeration and home laundry equip- 
ment service school will be held in In- 
dianapolis, George H. Glassman, service 
manager told the crowd. 

In radio, Parker H. Erickson. radio 
sales manager, declared no new models 
will be offered until May, when the 1938 
line will be presented. 

Among the new faces presented to the 
distributors was that of Fred H. Parrish, 


Garden Court Apartments, under- 
going modernization in Detroit, point 
with pride now to installation of G-E 
waste disposal units—first in Detroit 


Universal Cooler 


Net Profit Up 


STEWART-WARNER 
OPENS NEW CHICAGO 
FACTORY BRANCH 


CHICAGO — Stewart-Warner, manu- 
facturers of radios and refrigerators, an- 
nounces the opening of their new factory 
branch located at 2545 South Michigan 
Avenue, Chicago, Illinois, which will 
serve the northern Illinois and Indiana 
territories. It will operate under the 
name of Stewart-Warner Distributors 
Co. The location of the new distributing 
organization is ideally situated being 
only a few minutes ride from the heart 
of the city by bus, elevated, or street 
car lines, and provides ample and con- 
venient parking facilities. 

A complete service department has 
been installed to take care of all service 
requirements for the territory on refrig- 
erators and both home and auto radios. 
This department is under the supervision 
of a highly trained factory engineer. 

Thomas H. Maginniss, who for the 
past year has been district manager for 
Stewart-Warner radio and refrigeration 
in the Chicago territory, has been ap- 
pointed manager of the new distributing 
organization. Mr. Maginniss brings to 
his position many years’ experience in 
the distribution of these products and for 
several years managed a similar opera- 
tion for one of the leading manufac- 
turers of radios and refrigerators. 


DETROIT—Earnings of $332,046.68 
against a net profit of $47,481.07 for the 
fiscal year ending September 30 is re- 
ported for Universal Cooler Corporation, 


Morse refrigerator can be removed with- 
out disturbing the main food compart- 
ment. 

The new models have Delux exterior, 
acid-resisting porcelain interior, black 
enamel base, automatic temperature con- 
trol, folding shelves. A new type auto- 
matic overload protector on the electric 
motor operating on a thermo-relay prin- 
ciple, eliminates the necessity of manually 
setting the control when there is line 
trouble. 


who comes to Fairbanks, Morse & Co., 
as chief engineer for the home laundry 
division. John S, Garceau made his bow 
as advertising and promotion manager. | Detroit, by F. S. McNeal at the close of 
Paul Eckstein, his assistant, who hails | his first entire fiscal year as President 
from the radio division of General Elec- | and General Manager of the organiza- 
tric, was too busy to take a bow. tion. The increased net earnings this 


year are after provision for Federal In- 
PEA Geante Up in come and Excess Profits Tax and those 
$42,000,000 in 39 States 


Barton Expands in 
New Building 


WEST BEND, WISCONSIN—The 
Barton Corporation, makers of Barton 
Washing Machines, has just completed 
construction of an additional building 
adjacent to the main plant. Sales in- 
crease of 88% for eleven months of 
1936 over the same period in 1935 has 
made additional space for manufacturing 


for the previous year were after Federal 
Income Tax has been deducted. 
The net sales for the year total $5,248,- 


Néw operating economy claimed for 
the 1937 line was verified by the hot 
room test sunervised by the deputy in- 
spector of the Indianapolis Bureau of 
Weights and Measures. O. Grafton trot- 
ted out a new crate and demonstrated 
improved packing of refrigerators which 
is important since Fairbanks-Morse pro- 
ducts are now exported to 85 foreign 
countries. 

Financing for 1937 will be particularly 
attractive to dealers, Mr. Jones pointed 
out. In the first place, the dealer is 
offered a free floor plan for refrigerators 
in January, February and March. On 
top of that he gets the advantage of a 
limited recourse plan on retail sales, pre- 
pared by The Commercial Investment 


Trust, after a trial in 1936. By this 


WASHINGTON, D. C.—Allotments 
totaling $534,500 for construction of 
rural electric lines in Georgia, Minnesota 
and Oregon were announced December 
11 by Rural Electrification Adminis- 
trator Morris L. Cooke. He also an- 
nounced the execution of a_line-con- 
struction loan contract for Ohio and a 
wiring and plumbing contract for Minne- 
sota. Invitations to bid were issued by 
REA-financed projects in Kentucky, 
Ohio and Pennsylvania, and construc- 
tion contracts have been approved for 
REA-financed projects in Georgia, Idaho, 
Iowa, Nebraska and Wisconsin. 

With today’s allotments, REA has lent 
or earmarked a total of $42,494,278 for 
line construction and wiring projects in 
39 states and Alaska. 


813.87. 


pany’s business during the year. 

Mr. McNeal also announced that divi- 
dends were paid October 20 as follows: 
$1.00 a share on the Class “A” stock 
and 10c. per share on the Class “B” 
stock. 


Wilbur Driver Dividend 


Wilbur B. Driver Company, Riverside 
Ave., Newark, N. J., has declared a 
special dividend of $.35 per share payable 
December 18, 1936. 

This Company manufactures nickel and 
nickel chrome alloys for the electric 


heating and radio industries. 


The substantial net profit in- 
crease was the result of greater volume 
shipments in all divisions of the Com- 


and for storage of raw materials and 
completed merchanchise, necessary. The 
new buildings and some rearrangements, 
give the company the additional floor 
space necessary, according to F. W. Mc- 
Grath, vice-president in charge of sales. 


EHFA Signs Another 


Electric Home and Farm Authority 
today announced that a contract had been 
closed with The City of Crawfords- 
ville, Indiana. The contract provides 
that Electric Home and Farm Authority 
and the City’s utility will co-operate in 
financing the sale of electrical appliances 
for use by consumers located on the 
utility’s power lines. 


Hamburg Bros., Pittsburg Distributors, Open New Showrooms 


Here's the personnel of Hamburg Bros., for eighteen years distributors in 
Pittsburgh. They handle RCA-Victor, Servel, Royal, Automatic and other 


well-known lines. 
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A corner of one of the new showrooms opened by Hamburg Bros., Pitts- 


burgh, devoted to Automatic washers and ironers, Royal cleaners. 


opening was held recently. 


Formal 
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Wilcolator has 
neon pilot light that glows while 
oven is heating, decorative bezel, 
Plaskon dial, all colors. 


New Type 


iB The new 
[ype R Wilcolator has a neon indicating pilot light in 
the temperature dial! 


ERE’S the big news on the range for 1937. 


What does it do? Just this. Mrs. Housewife sets her oven 
temperature at 325°F. But does she put her cake in the oven 
immediately? She does not. The moment she sets the tem- 
perature, the neon pilot light glows red. And its warning 
glow continues until the oven temperature actually reaches 
= heat required, Then—out goes the light and in goes the 
cake! 


Simple, isn’t it? But what a dramatic little talking point 
when you are attempting to close a sale. And from your 
standpoint and hers, this new Type R Wilcolator is abso- 
lutely trouble-free. Its a neon light, which means indefinite 
life with replacement of pilot lamps completely eliminated. 


Beauty, too. Temperature dial and knobs are in colors to 
harmonize with range designs. Smart chrome bezel sets off 
the dial. And remember, its a liquid type thermostat.* Snap 
action, double pole contacts, bakelite contact housing. 


Be sure your new 1937 electric ranges have this type R 
Wilcolator Control. Sales pace-makers will. 


* Wilcolator pioneered, developed the liquid type thermostat—now uni- 
versally accepted as the most accurate remote control method. 


THE WILCOLATOR COMPANY, NEWARK, N. J. 
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LL 
Niagara 
mendous 


Buffalo 


50,860 units of major ap- 


pliances were sold in this 
trading area during 1936 


electrical merchants on the 
Frontier report tre- 
increase in sales of 
electrical merchandise during the 
year 1936 over 1935. The year 1936 
has proven to be one in which the 
total volume of electrical merchandise 
sales, in the opinion of dealers, dis- 
tributors and manufacturers compares 
very favorably with year 1930. Elec- 
tric range sales however, are greatly 
in excess of any previous year. 

Just short of six thousand electric 
ranges have been sold by utility com- 


; panies and dealers on the Niagara 


SAMUEL S. VINEBERG, 


Secretary-Manager, Electrical League of 
the Niagara Frontier 


Frontier in 1936 as compared with 
some five thousand in the same area 
in 1935. 

The Electrical League of the Ni- 
agara Frontier has conducted some 
very aggressive merchandising cam- 
paigns this year which are no doubt 
of considerable importance in the re- 
sults which have been obtained. The 
Refrigeration Show this Spring drew 
the largest attendance of any previ- 
ous show with a total of 55,464, while 
the Electric Christmas Gift campaign 
which has just been completed 
brought over one hundred thousand 
people into electric stores throughout 
the area to deposit coupons which they 
received with their light bills. 

The Fall Lighting Sales Contest 
was also an outstanding success. One 
million eight hundred thousand watts 
of modernized lighting were sold by 
the salesmen during this Contest. 
This does not include duplicate re- 
ports or sales of lighting to any new 
buildings or completely remodeled 
structures. This accomplishment 
represents a 160% increase over a 
similar very successful contest con- 
ducted in 1935. 

Following is a table of the principal 
appliance items showing relative sales 
in 1935 and 1936. 


MAJOR APPLIANCE SALES 1935 AND 1936 
1935 1936 


Satura- Units Satura- Units 
tion Sold Value tion Sold Value 
Refrigerators 24% 9,900 $1,685,000 28% 10,900 $1,910,000 
Washers 56% 9500 (550,000 58% 11,400 700,000 
lroners 4% 1,200 80,000 4h% 1,360 90,500 
Cleaners 66% 8,000 275,000 69% 9,200 315,000 
Radios 74% 10,500 875,000 11% 12,000 1,000,000 


JANUARY, 
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BY ONES: BY DOZENS: BY CARLOADS 


1000 
A Soule 


WASHERS 
& IROWERS — 38 


Units 


THE EASTERN 
LOS ANGELES 


...all over the world! 


Because only FAULTLESS gives ALERT 
dealers what they want! 


— Last year, this year, next year, every year the merchandisers, the profit-makers, the — 
dealers who do the outstanding washer sales promotion Jobs choose FAULTLESS. 


CHICAGO CHICAGO NEW YORK 


January 4th to 16th January 10th to 16th January 18th to 29th 
SPACE 713 ROOM 838 SPACE 714 
American Furn. Mart STEVENS HOTEL N. Y. Furn. Exchange 


HOLLAND-RIEGER CORP., Sandusky, Ohio 


WAREHOUSES AND DISPLAY ROOMS IN FIFTEEN PRINCIPAL CITIES 
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Boston AREA DEALERS 


GENERAL € ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


THOMPSON, INC. 


700 Commonwealth Ave. Boston, Mass. 


Manchester, Portland, Langor 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by General Electric Supply Corp. 
600 Main St., Bangor, Maine 
25 Bedford St., Portland, Maine 
624 Willow St., Manchester, N. H. 
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Boston's State House floodlighted at night 


Boston, Mass. 


JULIUS DANIELS, 


Assistant Head, Commercial Bureau, 
Edison Electric Illuminating Co. of Boston 


Boston Edison have 
317,000 domestic 
customers on their 
lines and sell them 
$1,500,000 worth 
of appliances a year 
... Dealers raise 
total to $15,000,- 
000. 


OSTON was once known as 
the “Hub of the Universe” 


but it is perhaps better known 
today as the “Hub of New England”. 
It is served principally by the Edison 
Electric Illuminating Company of 
Boston who count 317,000 domestic 
customers on their lines and sell 
$1,500,000 worth of appliances a year. 
Dealers in the territory do another 
$15,000,000 worth of business which 
is sufficient indication of the size and 
importance of the market. 
The figures below are compiled 
through the courtesy of Julius Dan- 


iels, assistant head of the commercial 
bureau of the Edison Company: 


Number of wired houses (domestic 
bill rendered) 317,000 average. 


1935 1936 
Sale of Major Appliances 
Refrigerators ......... 2,700 3,700 
Washing Machines.... 1,800 2,300 
Vacuum Cleaners..... 1,100 2,600 
Ranges 
(Sold by Company) 1,400 1,600 
(Sold by Dealers).. 500 900 
Water Heaters........ 145 300 
Estimated Saturation 
Refrigerators .............. 35.6% 
20% 
4% 
Water Heaters (Total Num- 
23.7% 


Basic Market Data 
Population (1935 State Cen- 


Homes Occupied by Owners 114,000 
One-family Dwellings....... 124,000 
Two-family Dwellings...... 42,000 
Passenger Automobiles..... 192,000 
Residence Telephones....... 172,025 


Total electrical merchandise sales 
(Edison only) $1,500,000 


Total electrical merchandise sales 
(Total in territory) $15,000,000 


Average residential consumption 
annually (For year ending November 
30, 1936) 673 kwhrs. 


Number of rural (farms) cus- 
tomers 2,200 


Campaigns Completed 


1. A combination promotion-merchan- 
dising range campaign. 

2. An extensive cooperative campaign 
with realtors and builders selling 
the all-electric home. 

3. A cooperative spring refrigeration 
campaign with distributors. 

4. fall combination lamp-better 
sight campaign. 

5. A cooperative radio check-up cam- 
paign with radio dealers. 
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Petersburg AREA DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


Mormon Temple, Salt Lake City 


Salt Lake City and Utah 


sial The 90,000 domestic customers on the 
lines of the Utah Power & Light Company 
bought $5,548,000 worth of electrical 
appliances in 1936. Herewith a com- 
- parison of 1935 and 1936 sales. 


GEORGE PATTERSON, INC. 


Times Building St. Petersburg, Florida 


a URING the first ten months ventilating systems, 5,715 Pin-it-ups, 
450 D of 1936 the volume of elec- kitchen units, Renualites, etc., 13,600 
500 trical appliance business in other lighting fixtures and 163,112 
500 the territory of the Utah Power and _ cartons of lamp bulbs ( 6 to carton) 
200 Light Company and its subsidiaries sold in this district. 
300 amounted to $5,548,531. The dollar With some 90,000 domestic con- fitla ft AR FA DEALERS 
a value of sales for October, 1936, rep- sumers, range saturation for this ter- nM a 
40 resented an increase of $296,000 over ritory is figured at 30 per cent, re- 
1% the dollar volume for the same month frigerators, 47 per cent; water heat- 
of the year previous, or 112 per cent. ers, 2.5 per cent; washers, 50 per 
) In addition to the above, the first ten cent; radios, 75 per cent; vacuum 
- months of 1936 saw 2,142 heating cleaners, 50 per cent; ironers, 5 per GENERAL @ ELECTRIC 
; plants (oil burners, stokers, motors), cent; toasters, 47 per cent; and room 
125 air conditioning units, 263 home heaters, 18 per cent. 
WASHERS and IRONERS 
00 
APPLIANCE SALES OF UTILITY AND 412 DEALERS IN THE TERRITORY OF UTAH 
125 sin sds The Line That Sells FOR You 
les Appliance Ten Mo. 1936 Ten Mo. 1935 Total 1935 
ng 5,026 2,289 3,588 by 
n- 9,271 7,152 11,845 380 Peachtree Street Atlanta, Georgia 
8,306 9,199 13,687 
G ELECTRICAL MERCHANDISING—JANUARY, 1937 PAGE I11 


| 
| 3 
| | 
j 
| / | 
3 
| 


WOULD YOU PREFER 


sell 
sell against 


THIS REFRIGERATOR 


— 


IN 1937! 
FACT ONE: FACT TWO: 
The new Kelvinator 1s The new Kelvinator runs 


Plus-Powered. It has as un 10, only half as many minutes 


much as double the cool- 


= 
Al per day — during the rest 
ing capacity of other well- 3 f = of the time it maintains 
Zz 
known refrigerators of @\ =,~ low temperatures using 


equal Size. 


ST oF BE no current at all. 
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DISSATISFIED Customers 


a as a nation was founded on dissatis- 
faction! ... The refusal of a people to be content 
with their lot. ... And every development, every forward-step 
since the landing of the dissatisfied Pilgrims, has been due 


to this same refusal to be satisfied. 
The electrical industry has thrived on dissatisfaction. 


First, people demanded electricity for lighting because 
they were dissatisfied with kerosene and gas. And as electricity 
has been applied to all the household tasks and needs, to 
washing, ironing, cooking, refrigeration, heating, dissatisfac- 
tion has fostered markets. Scrub boards and tubs have been 
supplanted with electric washers; sad irons with electric irons 
and ironers; ice-boxes with electric refrigeration; brooms and 
carpet sweepers with vacuum cleaners; coal, gas and other 


types of fuel stoves with the electric range. 


Progress in home electrification, therefore, keeps step 
with dissatisfaction with old ways, old customs, and the de- 


sire for something better. 


The greater the measure of dissatisfaction with the 


old lot, the more rapid the turning to the new. 


That is why, today, the electrical industry has a prob- 
lem in making its 21,887,774 domestic customers dissatisfied 
with their homes they now live in. And why Electrical Mer- 


chandising offers a program to get complete home electrifi- 


cation under way. 


un 
3. 
| 
| 
| 
S | 
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Why Bring that Up? 


Ne is the time to do this because a rapidly expand- 
ing housing market creates opportunity for the build- 
ing of new, properly electrified homes and the electrical 


modernization of existing homes. 


An opportunity such as has not faced the electrical 
industry since the 1920's. (And we missed that one.) 


An opportunity that the electrical industry ~ manu- 
facturers of appliances, wiring materials, lighting equip- 
ment and heating and air conditioning ~ distributors, deal- 


ers, contractors and utilities cannot afford to miss again. 


Manufacturers and distributors of the materials and 
devices that, more than anything else, have helped to raise 
the American standard of living, have suffered for years 
from the inadequate wiring and equipment that were the rule 
in the home building and home modernizing of the past. 


And they will continue to be hampered in the wider 
use and sale of electrical appliances, and continue to suffer 
in loss of revenue through only partial and inadequate use 
of equipment unless dissatisfaction with present homes, and 
their limited, inadequate electrical facilities is created in 
the public mind. 


ET's take a look at the opportunity offered by the 1937 
L* new home market. Best estimate is that some 425,000 
new homes will be built in 1937. Of this number 70 
per cent, will be built to sell for $4,500 to $7,500; 60 per 
cent, approximately 255,000 at an average of $6,000. 


$6,000 homes, if similar to those built in the recent 
past, will provide but a meager market for wiring, lighting 
and installed appliances; and they will produce for utili- 
ties little if any better than 720 kw.-hrs. per year, the 


present average. 


Think, however, what it will mean if these homes 
when built are adequately wired, adequately lighted, pro- 


vided with electric kitchens and even partial air condi- 
tioning equipment! And this end can be accomplished if 
the industry sets before home buyers a fact ‘that they do 
not now realize: that this full electrification can be had 
for an astonishingly small additional investment. Show 
builder and buyer that on a $6,000 house the cost of full 
electrification is only an additional $600 and they will 
not be satisfied with the current standards of electrical 
wiring, lighting and equipment. 


For it is a fact that by taking the amount allocated 
for inadequate wiring and lighting, for an ordinary heating 
system, for a less than modern kitchen, and adding the 
amounts necessary for an electrical kitchen, adequate wir- 
ing, good lighting, automatic heat and humidification, 
the purchaser will increase the cost of his home by only 
about 10 per cent. 


The home buyer benefits not only in vastly more 
comfortable living, but in a greatly enhanced resale value 
for his home; the more complete the electrification the 
greater the insurance against owning an obsolete, un- 
marketable property. 


The value to the electrical industry of such a public 
awakening is a vast increase in sales of appliances and 
wiring and a kw.-hr. use multiplied many times the present 
average. One home fully electrified is worth eight av- 
erage customers. 


ut the complete electrification of new homes is only 
a share of the opportunity for the electrical family. 


There is also the even greater opportunity to be 
found in electrical modernization of existing homes. 


Modernization, however, is to bring old homes up 
to the standard set by new homes. By raising the standard 
of electrification in new homes modernization is stimulated. 


K This inadequacy handicap is illustrated by going back to the year 1924 when the record 

number (1,748,390) of new domestic customers were added to the lines. In that year an 
analysis of 8,000 homes showed an average of 3.4 convenience outlets, and a total of 
954 watts of lighting per home. The industry at that time recommended a “conservative 
ideal” of 10 convenience outlets and 1,845 watts of lighting. Today the home is little 
better in respect to connected lighting and outlets, but the industry now recommends 
40 to 50 convenience outlets and 5,000 watts of lighting alone. Also, electric kitchens, 
home laundries and air conditioning systems. 


| 


NOW is the time to create in the public mind the image of the home electricity creates for them: the 
adequately wired, properly lighted, air conditioned home, freed from drudgery through complete appli- 
ance installations, the envy of their neighbors, a delight to live in. Plant this ideal firmly in the minds of 
home buyers and the electric industry as a whole will feel an immense acceleration in its rate of progress. 


The obsolete character of existing homes becomes more 
apparent by contrast. * * 


wo prime forces working together are necessary to 

accomplish this end. These forces are: (1) Full infor- 
mation on the new high standard of home electrification 
at a low cost placed in the hands of every industry repre- 
sentative who can reach and influence the public. (2) More 
Electrical Homes open to the public. 


Electrical homes as shining examples of better 
living have been the most potent sales force in the hands 
of the industry; and important electrical home projects are 
now active or under way. 


The Niagara-Hudson System is energetically lay- 
ing the ground work of a great promotion in better homes 
and is building three model homes which will be opened 
in May. The Brooklyn Edison Company has equipped 
a beautiful model home at its headquarters. Many other 
utility companies and local associations are engaging in 


this type of promotion. Manufacturers also are playing a 


large part in this activity. The General Electric Company's 
New American Homes are this year being visited by 
hundreds of thousands of prospective home buyers. Kelvi- 
nator Corporation has opened for public inspection over 
50 homes embodying complete air conditioning and elec- 
tric kitchens. 


The Edison Electrical Institute and NEMA have 
important programs. The Better Light—Better Sight ac- 
tivity grows ever more effective. The Kitchen Moderniza- 
tion Bureau is getting away to a splendid start and will 
influence the planning and equipment of an ever greater 
number of new and old homes. A wiring adequacy cam- 


paign will be carried on by NEMA in 1937. 


All these are important drives in the right direc- 
tion. And yet, this enormous program requires above all 
things a visualization of the complete home which the in- 
dustry is striving for and the public is beginning to want. 


ELECTRICAL MERCHANDISING proposes to 
play its part in the program by visualizing the electrical 
home in print. 


ELECTRICAL MERCHANDISING HAS A PROGRAM 


fee program involves nourishing the seeds of dis- 
satisfaction with inadequate electrical standards in 
the home by (1) picturing the attainable ideal of home 
electrification, and (2) the ease and economy with which 
this ideal can be reached by acting now rather than later. 


It's a big program to do a big job ~an ideal pro- 
gram for an industry that has never failed to reach its 
objectives when they were clearly defined and when a 
comprehensive plan for group and individual effort and 
initiative was set forth. It's a program that calls for 


a powerful sustained surge, rather than a “splash” cam- 


paign — for promotional pressure to be applied without 
let-up throughout 1937. 


This program has for its objectives through home 
electrification these two major goals: 


(1) $100,000,000 additional appliance, wiring, 
lighting equipment and air conditioning 
business for 1937. 

(2) 600,000,000 annual additional kilowatt 
hours and the revenue that will result there- 
from, for the light and power companies 
of America. [SEE NEXT PAGE] 


eK The seed of dissatisfaction is planted and ready for intensive cultivation. This is shown 
by the Niagara-Hudson System's survey on what people want in housing. 11,207 people 

set down their wants in detail. More than that, they included their pet peeves. Their 

major dissatisfactions are twenty in number and included five that specifically related 

to electrical problems. Second peeve on the list (first was not enough closet space) was 

“not enough electrical outlets.” Third and fourth were “can’t heat rooms properly,” and 

“poor kitchen arrangements.” Others were “poor hot water heater” and “lighting fix- 


tures glary.” 


| 
| 
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H™ spot in this program will be the May number 
of ELECTRICAL MERCHANDISING. 


This May number will be, in effect, a printed 
electrical home. Its pages will be devoted entirely to the 
wiring, lighting, equipment (appliances for kitchen, laun- 
dry, living, dining, bedroom, nursery) and air conditioning 
of the home. It is designed as a major contribution to bring 
home electrification in keeping with today’s and tomorrow s 


homemaking standards ~ away from those of yesterday. 


It will be a major contribution because an electrical 
home in print extends the electrical home influence into 
territory where electrical home exhibits are not feasible, 
and increases the effectiveness of such homes in places 
where they will be exhibited during 1937. 


The Electrical home in printed form is valuable be- 
cause it is not possible to build and show ideal electrical 
homes everywhere. Furthermore, the electrical home is too 
expensive a form of promotion for the small town utility and 
the dealer. Again, its very popularity defeats a part of its 
objective. Crowds are often so large that the visitor carries 
away a confused idea of the various features and has no clear 
picture in his or her mind of how this equipment could be ap- 


plied to their own home building or rehabilitation program. 


ay ELECTRICAL MERCHANDISING will. there- 
fore, undertake to provide in most attractive printed 
form the fascinating story of the ideal home electrical, treat- 


ing every phase of the application of electricity to better living. 


With this number, which will be a complete manual 
on the subject, every dealer and his salesmen will have 
at their finger-tips data, arguments and illustrations of 
electric home features which they can use in selling. Ar- 
chitects, builders and home buyers into whose hands 
this issue will be placed will have this absorbing story 


presented as a complete and balanced whole, with all the 
details necessary for informed specification and purchase. 


The text for this issue will be prepared by recog- 
nized authorities in their respective fields and by the staff 
of ELECTRICAL MERCHANDISING in consultation 
with these authorities. Lavishly and beautifully illustrated, 
much of it in color, printed on heavy coated paper, it 
will surround the purchase and use of electrical home 
equipment with an aura of glamour that we believe has 
never been given these objects of utility before. 


The entire May issue is planned to create the desire 
for a home which shall be modern in the electrical sense. It 
will emphasize style as well as utility. It will create dissat- 
isfaction with anything less than full home electrification. 


With this complete and comprehensive printed elec- 
trical home exhibit in the hands of the trade, electrical distrib- 
utors, dealers and contractors will have a neutral, unbiased, 
authoritative ‘sales manual” of what can be done and what 
should be done to adequately electrify the 425,000 new homes 
that will certainly be built in 1937— and the countless ex- 
isting dwellings that will be re-conditioned and modernized. 


pay: the May ELECTRICAL MERCHANDISING, 
in the hands of the trade and the public, can 
be made a most potent factor in achieving the goal of 
an additional 10 per cent or more on the cost of homes 
planned devoted to the purchase and installation of ade- 
quate wiring, adequate lighting, electrical kitchen and 
home laundry, and at least a partial air conditioning 
system with provisions for subsequent additions. 


This is the objective and the program for 1937. 
To this program ELECTRICAL MERCHANDISING 
will devote itself and its resources. In this program it invites 
the cooperation and support of the industry ~ manufac- 
turers, wholesalers, distributors, dealers, contractors, public 


utilities, together with associations and group interests. 


Electrical Merchandising 


550 W. 42nd St. 


New York, N. Y. 


4 
Take 
dian 


Even blasé New Yorker 
H. Castelucci of Bruno- 
New York, Inc. was fas- 
cinated by the show 


Meet the father of the 
Conservador, Harold A. 
Glasser of New York 


C. H. Markel of Logan- 
Gregg Hardware Com- 
pany, Pittsburgh 


Reading left to right we see, W. B. 
Henri of Henri Hurst & MacDonald, 
Parker H. Ericksen, radio sales man- 
ager, W. Paul Jones and S. T. Kidoo 
vice-president and treasurer, Fair- 
banks, Morse & Co. 


Take my word for those temperatures, M. H. Rector, In- 
dianapolis inspector, tells W. Paul Jones, general manager 


1937 


Mortimer 
mostly behind the 
scenes at the shindig 


Fairbanks-Morse 


At Chicago 


Frankel 


was 


John S. Garceau, new adver- 
tising manager, pops from be- 
hind scenes to take a bow 


i 
| ragga: f W. Paul Jones goes over the top; and dis- 
— plays a handle that does tricks with the 
There are going to be No new radio models until Conservador 
home laundry schools, Tom May, Parker H. Ericksen, 
Decker told the 300 dis- radio sales manager, 
tributors pointed out 


Fred H. Parrish, new chief engineer 
of home laundry division took a bow 
and Faith M. Richards, home econom- 
ics director, introduced her school 
idea 
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Ex-Oklahoma University football vet- 
eran, service manager George H. 
Glassman asked distributors to re- 
member January 19 to 22 


Fred B. Jenkins, Jr., of the Jenkins 
Music Company, Kansas City, tells 
his story to the two Morses present— 


Chicago cocked an ear in the per- R. H. Morse, Jr., manager Dallas 
son of Ben Menard and Carl Swan- branch, Texas, and C. H. (Haas) 
son of the Menard-Coen, Inc., Morse Ill, president, Midland Uftili- 
Chicago. ties Company, Kansas City, Kan. 
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IT Glows WHILE ‘THE ELECTRIC 
OVEN IS ON!...IT Signals WHEN 


THE OVEN IS PRE-HEATED! 
\ 


This Therma! Eye oven-heat-control is a 
magic eye. It fascinates your customers. It sells! 
When the oven goes on, the’ Thermal Eye 
lights up . .. stays lighted all the \ime the oven 
is in use ... shows a soft glow thrbugh its win- 
dow ... tells the woman, “Heat is on the way!” 
THEN ... when the right temperature 
signal comes into view . . 
tells the woman that the 
oven is ready for use. 

A feature like Thermal Eye 
control will swing sales. Dis- 
play it... capitalize it... 
point to it...on your electric 
ranges. 


reached, a 


The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want to equip with 
Thermal Eye controls. Write for in- 
formation. 


ROBERTSHAW THERMOSTAT COMPANY, YOUNGWOOD, PA. 


Manutacturers who have specialized in thermostats since 1899 


Over 2,700,000 Robertshaw Oven-Heat-Controls in Use 


OVEN ~ HEAT - CONTROL 
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r I “HIS report covers the condi- 
tions that apply generally to 
the electrical appliance market 

in Minnesota, North and South Da- 

kotas. This trading area is served 
principally by wholesalers in Minne- 
apolis and St. Paul, with secondary 
distributing points at Duluth and 

Mankato, Minnesota; Fargo, North 

Dakota; Sioux Falls, South Dakota; 

and La Crosse, Wisconsin. Services 

of the industry are fairly well or- 
ganized within this territory which is 
served by the afore-mentioned whole- 
salers, and a group of utilities whose 
operations are largely centered within 
the three states mentioned, and in- 
cluding Western Wisconsin and 

Northern Iowa. Manufacturers’ 

agencies and branch offices are cen- 

tered in Minneapolis, and these also 
serve the North Central area. 

In general this territory is known 
as an agricultural area and therefore 
business conditions are dependent 
largely upon the income from agri- 
cultural products in this area. In the 
three states, only Minnesota can boast 
of metropolitan areas in excess of 
100,000 population; these are Min- 
neapolis, St. Paul and Duluth. The 
manufacturing and mining industries 
which are located in this area have 
fared well during the past year in 
sharing the general improvement in 
the business record of 1936. Indi- 
cations are that the improvement will 
continue throughout 1937. A check-up 
with those closely allied with manu- 
facturing industries in this state in- 
dicates that a 15% improvement is 
a very conservative estimate. Busi- 
ness is generally optimistic over the 
outlook for 1937, and is disturbed 


Minneapolis and 
the North Central States 


only by the prospect of a serious 
shortage in skilled labor within the 
next six months. Farm income in 
Minnesota will exceed 325 million 
dollars, which represents an increase 
of about 25% over 1935, not in- 
cluding government benefit payments. 
Assuming that the price of farm 
products remains somewhere near 
present levels and given favorable 
weather conditions, the farm income 
in the northwest should establish in 
1937 high records for recent years, 
and will have a very marked affect 
upon business in this territory. 

The program of rural electrification 
is of particular importance in this 
territory, since it will bring electricity 
to a large number of fairly prosper- 
ous farms, and thus open up a vast 
new market for electrical appliances 
among the farmers who are liberal 
buyers of quality merchandise under 
normal conditions. A one million 
dollar market for electrical appli- 
ances in 1937 among the farmers in 
this territory may materialize under 
the present program. 

To take care of the demand for 
electrical appliances there are twenty 
electrical wholesalers and about 
twenty special distributors on radios 
and other appliances. In addition, 
there are six hardware distributors 
serving this area on electrical appli- 
ances. Electrical contractors and 
dealers form the principal outlet for 
electrical appliances in smaller citie 
and communities. There are abou 
five hundred of such dealers in thi 
area. It is interesting to note that 
many of these dealers have moved 
into better locations or otherwise im 
proved their business establishment 
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ARKETS 


500 dealers have a $1,000,000 farm Northwest District DEALERS 


market to shoot at here in 1937 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


By WILLIAM A. RITT 


Secretary-Manager, Minnesota Electrical 
Council, and the North Central Associated 


to a very market degree during 1936. 
Hardware dealers are becoming an the year. As a result of this coop- 
important factor in the sale of elec- erative effort the sale of electric 
trical appliances, particularly in the ranges and water heaters has in- a 
ind smaller communities which may not creased more than 50% over last year, 
be large enough to support an ex- in spite of the fact that 1935 sales 
clusive electrical shop. Merchandis- of these items represented nearly by 
tes ing by the utilities as well as de- 200% increase over 1934. 
partment stores is of major impor- The great amount of promotions GENERAL ELECTRIC SUPPLY CORP. 
tance only in the larger centers. The of electric ranges in the larger cen- ° . 
trend of utility merchandising is more ters has carried much weight with 174-178 East Sixth Street St. Paul, Minn. 
and more along cooperative lines, the dealers and the public in the MINNEAPOLIS, DULUTH, LA CROSSE 
erious which has resulted in some unusual smaller communities, leading to a 
n the advertising and sales effort, by dealer new all time high sales record in elec- 
ne in groups as well as by the public tric ranges, and a surprisingly large 
nillion utilities. volume of sales on electric water 
crease Outstanding among the promotional heaters in rural communities. 
tt in- activities in the northwest, is the The biggest news of the year in 
y 0 electric range advertising campaign the line of association activities is 
arm conducted by the Minneapolis Elec- the recent formation of the North Ci L al, Ak D Al RS 
near tric Range and Water Heater Dealers Central Associated Electrical Indus- oe ae <On E E 
orable Association. This group sponsored tries, of which full details appear 
1come a fifteen (15) weeks’ campaign be- elsewhere. This group represents a 
sh in ginning April Ist, featuring one coordinated effort on the part of all 
years, seven column-20 inch ad each week. branches of the electrical industry op- 
affect The advertising was of promotional- erating in this area, to enter into a GENERAL @ ELECTRIC 
institutional nature, paid by the deal- program of sales promotion that will 
cation ers, who in turn billed half the cost make use of and follow through on 
this to the utility under the usual co- the national promotions established by WAS S and IR 0 5 
tricity operative arrangement. Beginning in the National Electrical Manufactur- 
as per- September, 1936 the same group of ers Asociation and the Edison Elec- 
. vast dealers sponsored an eleven (11) tric Institute. Up to the present time ° 
jances weeks’ Poon nt in which ten (10) efforts along the line of promotional The Line That Sells FOR You 
iberal electric ranges were given away at activities and cooperation within the 
under the rate of one (1) each week, for industry have been sponsored by and 
uillion the best letter on the topic “Why I centered around the Minnesota Elec- 
appli- Want An Electric Range.” Contest trical Council, which is supported en- 
rs in entrants were required to go to the tirely by electrical contractors and 
under store of one of the dealers to obtain dealers. The Council will continue 
their entry blanks, and more than to function as heretofore, but the en- 
1 for 8,000 entry lanks were taken out by  larged program of promotional activi- 
wenty the dealers establishments. The ties will be carried on by, other groups | 
about year’s activities of these dealers is cooperating with the Council through 
‘adios just being closed with full page ads the North Central Associated Elec- | 
ition, in two of the Minneapolis papers, trical Industries. 
utors which form a part of electrical gifts There is a degree of enthusiasm | 
appli- sections made possibly by the dealers’ and optimism within the industry in 
ana cooperation in their 1936 advertising. the North Central States such as has 
t for The newspapers have each contrib- not prevailed for many years. This, | 
_— uted a full page in colors, featuring coupled with better business condi- b o 
abou electrical gifts as a cover page for the tions and organized effort to promote G | FI S | C 
) thi electrical sections—which wind up _ business with the help of all i Y enerd ectric Upp y orp. 
that the 1936 activity. The total campaign of the industry, should make the 4958 Woodland Ave., Cleveland, Ohio 
Ive’ sponsored by the dealers covered North Central States stand out promi- . 
im about 75,000 lines on a cooperative ently in the field of electric appli- Aiwen, 
nent: basis, or better than an average of ance sales during 1937. fe | 
ING 


Electrical Industries. 


one full page every other week in | 
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Sales Builders on Washer Deals 


Profit 
Makers in 
their own 


Right! 


CELINA Portables 


There’s a big upswing in sight on washer sales this 
year—and a lot of those sales will go to the mer- 
chandisers who are smart enough to be ready with 
an attractive deal-closing proposition. CELINA 
Portable Tubs, with their pleasing modernistic 
appearance and practical design, enable you to 
make a most convincing combination offer. Don’t 
forget, also, that CELINAS afford a value plenty 
good enough to sell on their own right, quite inde- 
pendent of other deals. They are high grade 
merchandise. Strongly built; smoothly con- 
structed; durably finished. Full capacity; easy 
to move and fill; quick to drain. Colors to match 
all leading makes of washers. Write or wire for 
complete description and prices. 


The CELINA MFG. CO. 
Celina, Ohio 


WAIT TO SEE 
THE NEW 1937 


with its 
7 Exclusive Features 


Looking to ever-greater Sales Records in 1937, Nesco in- 
troduces a sensational New Roastmaster with Plus Sales 
Appeal in 7 New Exclusive Features — startling, eye- 
opening improvements in food preparation — in beauty, 
efficiency, convenience. If you want new and greater 
sales volume and Profit in 1937, don’t fail to see the New 
Roastmaster with its promise of a “Prosperous New Year!” 


Displayed for the first 
time at the Chicago 
Housewares Show — 
Stevens Hotel — January 
10th to 16th — Nesco 
Rooms 504A-S05SA 


ATIONAL EX ENAMELING STAMPING COMPANY 
Executive Offices STREET, UKEE, WISCONSIN 


cad Branches: MILWA\ 


BALTIMORE — 
PHILADELPHIA — GRANITE CITY, ILL. 
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Pittsburgh 


Distributor sales show a gain of 56 per cent over 1935 


-and are looking for a 45.7 per cent jump 


no doubt that Pittsburgh dis- 

tributors and dealers have en- 
joyed an exceptionally prosperous 
year, and all look forward optimis- 
tically to 1937. 

While electrical stores (64 report- 
ing) show an increase of 22.6% 
over ’35 for the first 10 months, the 
twelve wholesalers for the same per- 
riod show the phenomenal increase 
of 42.2%. This great bulge in dis- 
tributor sales will no doubt be re- 
flected in dealer sales in November 
and December, not yet available. 

Contrasting with the 14.7% in- 
crease of the 1171 stores of all types 
reporting to the Bureau of Busi- 
ness Research, the gains made by the 
electrical industry are noteworthy. 

Eleven months distributor sales 
show an average increase of 56% 
over ’35, with nine firms reporting. 


Pie seats of the statistics leave 


Details of Distributor Increases 


Domestic Refrigerators. .... 46.3% increase 
Commercial Refrigerators.. 67 

10 
Washing Machines........ 76.4 
lroners—Electric .......... 91.3 
Vacuum Cleaners.......... 86 2 
Electric Ranges........... 15 
Water Heaters........... 93.5 
Electric Clocks............ 137.7 
0.0 
Food Miners.............. 29 
Fans (all types).......... 92.0 5 
Table Appliances.......... 69.3 ™ 


A peek into the future is interest- 
ing and we find our distributors an- 
ticipate a 1937 increase of 45.7%. 

As to what products will have the 
greatest increase in sales in ’37, we 
find the following mentioned: 

Small radios, roasters, ironers, 
lighting fixtures, electric ranges, and 
clocks. 

April 18th-26th, the National Home 
and Electric Show was held in Motor 
Square Gardens. More than 110,000 
persons visited the Show, and the 
‘exceptional interest shown in the ex- 
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hibits elicited warm letters of ap- 
proval from the various exhibitors. 

Walter Barnhart duplicated the 
Westinghouse “Home of Tomorrow” 
in this territory. Of course, it is a 
“Red Seal” job and contains every 
modern electrical convenience, many 
features having been developed for 
the home. 

In June-July an Electric Perco- 
lator Campaign proved highly inter- 
esting. And Samuel G. Hibben, Di- 
rector of Applied Lighting, Westing- 
house Lamp Company, spoke on New 
Lighting Tools for Tomorrow’s Use 
at an LE.S. Meeting. 

An Attic Cooling and Ventilation 
Campaign was well supported by the 
Duquesne Light Company and the 
distributors. 

Air-conditioning also was well sup- 
ported by newspaper and a direct mail 
campaign which developed many in- 
quiries and saw the close of a record- 
breaking volume of business. 

Roasters were actively promoted 
and several meetings of utility and 
department store executives proved 
interesting. 

Electrical Housewares Week was 
promoted December 7th to 12th, and 
considerable effort put behind the 
Better Light—Better Sight move- 
ment to promote I.E.S. and Mazda 
Lamp sales. The latter activity was 
especially resultful. Newspaper ad- 
vertising and an extensive Radio pro- 
gram were used to arouse the public 
to the dangers of insufficient and im- 
proper lighting equipment in the 
home and business. 

“Denny” Shaler has been engaged 
by the League to make personal calls 
on all types of Dealers, Contractors, 
Department Stores, Manufacutrers, 
etc. Valuable information pertaining 
to League service is anticipated. 

The “Leaguer”, official publication 
of the Electric League enjoyed a 
highly successful year, and_ has 
earned a secure place for itself 
among dealers and distributors in the 
Tri-State territory. Mr. E. M. 
Marks, is the editor. 
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WESTERN PENNSYLVANIA and EASTERN OHIO DEALERS 


GENERAL ELECTRIC 
WASHERS IRONERS 


b 
OCHILTREE ELECTRIC CO. 


505 Liberty Ave. Pittsburgh, Pa. 


NG ELECTRICAL MERCHANDISING—JANUARY, 1937 PAGE 121 


» 
@ 
35 
é 
37 
f ap- 
itors. 
| the 
rrow” 
isa 
e ine at ou a 
many 
1 for 
erco- | 
inter- 
Di- 
sting- 
New 
THIS 
was 
the 
aged 
calls 
tors, 
rers, 
ning 
ition 
has 
tself 
M. 


Central California AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by VALLEY ELECTRICAL SUPPLY CO. 


Fresno, California Fresno Telephone 2-2121 
Bakersfield Telephone 3366 


yracuse, Rochester, Linghamton 


GENERAL @ ELECTRIC 
: WASHERS and IRONERS 


The Line That Sells FOR You 


GOULD-FARMER INC. 


Syracuse — Rochester — Binghamton 


PAGE i22 


Fresno and the San Joaquin Valley 


27 2 dealers solda total of $4,500,- 
000 worth of electrical appliances 
to 79,000 domestic customers of 
the San Joaquin Light & Power 
Corporation during 1936 


HE San Joaquin Valley sec- 
tion of California is primarily 


agricultural, a _ fertile irri- 
gated region producing a wide va- 
riety of products, fruit, cotton, 


| dairy products, with grapes an im- 


portant item on the list. It enjoyed 
a raisin “boom” during the post- 
war years and a consequent depres- 
sion when this broke. During the 
past year or two, business has been 
definitely “up”. 

There are 79,009 domestic con- 
sumers on the lines of the San Joa- 
quin Light and Power Corporation, 
51.9 per cent of which are rural. As 
of October, 1936, the average annual 
consumption of electricity per home 
was 1,091 kw.-hr. 

The power company operates on a 
“through-the dealer” plan of mer- 


| chandising, paying its salesmen on a 


kw.-hr. load-building basis, whether 
sales are made through dealer or 
power company channels. 


A total of about $4,500,000 worth 
of electrical appliances were sold dur- 
ing 1936, or about $57 per domestic 
consumer. Of this the 272 dealers 
in this territory did a major share. 
Figures on appliance sales by units 
for 1935 and 1936 are shown below. 

Domestic rates start at 4 cents per 
kw.-hr. for 40 kw.-hr, dropping to 2.5 
for the next 200 kw.-hr., with all ex- 
cess at 1.5 kw.-hr. There is a service 
charge of 50 cents. Outside city limits, 
the service charge is 60 cents and the 
first block of power sells at 5 cents, 
dropping then to 3 cents and then 
to 1.5 cents. A l-cent rate for water 
heating is available above the service 
charge and first two energy blocks, if 
a load limiter is installed between the 
range and water heater. Heaters must 
be of the automatic storage type of 
sufficient capacity to supply the cus- 
tomer’s needs. 

Some 252 air conditioning installa- 
tions are of record on the company’s 


APPLIANCE SALES BY UNITS 1935-1936 


Appliances Sold 


Radios 
Washers 
Refrigerators 
*Figures are for the 12 months ending 


1935 1936* Replacement Saturation 

Per Cent Per Cent 
1,631 2,031 14 14 
818 1,068 16 8 
794 805 None 5 
741 847 None 5. 
9,657 13,080 75 80 
7,393 8,106 25 75 
1,395 1,716 None 4 
7,807 10,290 5 55 
—_ 927 None 1 
2,575 3,362 None 10 


October 31, 1936. 
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lines. A dealer cooperative organiza- 
tion, the Fresno Gas and Electrical 
Appliance Society, of which Wm. 
Turpin is president and Frank A. 
Easton secretary, serves this area. 

In regard to 1936 dealer cooperative 
activities, Mr. Easton writes: 

“It was with the following three- 


orth fold purpose in mind that the Mer- 
lur- chandising Division of San Joaquin YOUR SALES BEGIN IN EASY CHAIRS 
Stic Light and Power Corporation launched 
lers a more aggressive dealer relations 
are. program in 1936 than ever before New radios start playing in people’s heads, long be- 
_ attempted by that utility: fore those people inspect your latest models 
ow 1. To build load ‘through the deal- — poy 

“T or’ in every city and town on the Sam Manufacturers who support you with national 
é.: Joaquin Power system; 
= 2. To develop a finer spirit of good advertising know this. They have learned that get- 
ice will between dealer and utility; 
its, ting the names of their products into people’s heads 
e customer acceptance of newly devel early is the best way to get people’s names onto 
its, oped electrical products. 
en In carrying out this program a your books. 
ter series of campaigns and promotional | 
wv activities was carried out throughout Sure way to do both is to advertise in TIME. 
au the year. These included: 
ine Ironer Campaign—Jan. 20-Feb. 15, Time’s readers are 630,000 of the best-buying 
ust 220 ironers sold. A demonstrator was 
of provided for at least one day for every families in every community. They respect TIME’s 
18- participating dealer. Radio advertising ; 

conveyed a sales message about ironers i 
| editorial policy, carry this respect into their con 
~ where demonstrations were scheduled. sideration of its advertising columns. TIME readers 
y's These wer also announced in a large 

ironer advertisement in each city in : : 

which campaign was held. Attractive heed the advertisements in 

window and store displays were pro- | ~ 

vided for dealers prior to campaign. | Time—heed them and buy. 
fie “All About Laundering” booklet (pub- | The Weekly Newsmagazine 
= lished by McCall Magazine) was pro- | 


vided to be given to each prospect who | 


sat at an ironer and tried it out dur- 


ng campaign. Dealers and jobbers were 
ermitted to make a mass display of | 


arious makes of ironers in local power 


ompany offices. Prizes of $30, $20 and | 


510 were awarded dealer salesmen mak- 
ng best sales record. Jobbers provided 
‘tree towels”. Power company adver- 
ising—828 inches; dealer advertising— 
456 inches; newspaper publicity—138 
inches. A total of 1,281 towels and 
000 booklets were given out and the 
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HE GREATEST 
SINGLE IMPROVEMENT 


GREATER 

on CONVENIENCE 
LITY 


EFFICIENCY 


MAGIC 


PROTECTED BY PATENTS 


Exclusively 


GIBSON 


We hope you are reading this 
because we are going to make 
a very sweeping and impor- 
lant statement... positive... 
certain and 100% provable to 
the very last detail... Here it 
is! There isn’t any manufac- 
turer anywhere who makes a 
more sales-productive refrig- 
erator than Gibson! 


We don't care what tests or 
comparisons you make, you'll 
find this statement true. 


NOW, we want to ask you 
something. What other refrig- 
erator offers anything to com- 


Dealers everywhere are 


saV- 
ing, “I'd rather sell the 1937 
Gibson Freez r Shelf—low 


pare with the Gibson Freez’r 

Shelf? You're right... NOT we ‘refrigerator 
than sell against it. 

ONE. It is the greatest sales 


maker in refrigerator history. Write, wire or phone. 


GIBSON 


ELECTRIC REFRIGERATOR CORP. Greenville, Michigan 


Export Sales Department Western Divisional Sales Office 

201 North Wells Street Les Angeles Furniture Mart 
Chicago, Ilinoi« 2155 E. 7th Street 

(able Address: Gibseleo Low Angeles, California 
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IMPORTANT MARKETS 


Fresno & The San Joaquin Valley 


names of 1,424 live prospects were turned 
over to dealers by the home economists. 
The 220 ironers sold compares with 80 
sold during the comparable period of 
1935. 

Demonstrators employed by the 
Merchandising Division are available 
to Fresno dealers for ironer demon- 
strations in the homes of prospects 
and customers. 

Dealer Meetings and Sales School— 
Ten dinner meetings held in ten key cities, 
to which all electrical dealers were in- 
vited. Attendance—572 dealers and their 


salesmen. Principal speaker—S. A 
Worswick, sales counselor. At each 
meeting sales program and aims of 


Merchandising Division presented and 
dealers and salesmen invited to 5-night 
sales course held in Power Building, 
Fresno, late in March. Employees of 
San Joaquin Power were also invited, 
especially those in sales department. At- 
tendance averaged 477 for the five nights, 
of which about one half were dealers 
and salesmen, many of ‘whom came 


more than 100 miles to classes. The last 
night’s attendance was 575. 
Roaster Campaign—June, 1936—109 


roasters sold. Direct mail folder with 
all information sent to dealers prior to 
opening date. Display cards furnished 
and roaster display in store arranged 
if desired. Two-day demonstrations in 
stores of all Fresno and Bakersfield 
dealers, reaching 50 to 60 prospects per 
day. Seventeen dealers enjoying dem- 
onstrations reported the 109 sales. In 
July 107 sales were reported, followed 
by 68 in August. Dealers report roasters 
now accepted appliance. 


Refrigerator Campaign— April and 
May—2,468 refrigerators sold. Direct 
mail pre-campaign folder to dealers. 


Newspaper, billboard, radio advertising 
and store display material. Dealers in- 
vited to display one of each make of 
refrigerator in Fresno and Bakersfield 
power company offices. In Fresno a 
window display of 17 makes. Special 
demonstrations in stores of 23 Fresno 
and 9 Bakersfield dealers. Pamphlet 
“What Every Woman Should Know 
About Her Refrigerator” given to 
prospects stopping to view demonstra- 
tions, 10,000 additional furnished dealers 
on request. One small dealer in Bakers- 
field reported sales of 14 refrigerators 
made in three days during and following 
demonstration. 

Lighting Campaign—September and 
October — doubled _ sales. Travelling 
coach equipped with LE.S. lamps and 
sent on 3-weeks tour through San Joa- 
quin territory. Radio and newspaper 
advertising, with dealer tie-ins. Direct 
mail to all homes in cities visited, an- 
nouneng arrival and location of coach. 
Special prices on lamps made available 
to dealers and all sales were through 
local stores. Fifteen cities visited, 2,660 
customers and prospects visited coach, 
55 dealers purchased lamps for display 
and sale. Dealers report sales more than 
doubled over previous year. 

Other Campaigns—Range Replacement 
Campaign, Feb. 1 to Apr. 30—150 ranges 
sold. Water Heater Campaign, Feb. 1 
to May 15—160 water heaters sold. 
Range Campaign, June 1 to Sept. 1— 
125 ranges sold. Christmas Range Cam- 
paign, Nov. 16 to Dec. 21—200 ranges 
sold (estimated). 


The program of dealer demonstra- 
tions has proved most successful, not 
only in contacting customers, but in 
providing a schooling for dealers and 
salesmen as well in the construction 
and proper use of the appliance. The 
display advertising department of the 
Merchandising Division of the power 
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company prepares attractive 3-color 
and 4-color display cards prior to 
each campaign. These are distributed 
to dealers personally by a trained dis- 
play man who assists dealers with win- 
dow and store displays and furnishes 
additional information regarding cam- 
paigns. A monthly appliance sales 
report is made by each dealer, which 
is tabulated into a summary, a copy 
of which is sent to each dealer re- 
porting. 

In regard to the power company’s 
retail stores, the following statement 
is made: “Of vital importance to 
the Merchandising Division’s load- 
building program is its two retail 
stores, located in Fresno and Bakers- 
field. Primary purpose of these two 
stores is to introduce new appliances, 
display improvements on old products, 
and educate customers in the correct 
use of these appliances, thus assuring 
their continued use in the home. When 
it is realized that about 60 per cent 
of all appliance sales in the San Joa- 
quin power territory are made in 
the vicinity of Fresno and Bakersfield, 
then it is better understood why it is 
essential for the power company, 
through its Merchandising Division, 
to maintain spacious gas and electric 
appliance stores, so that customers 
paying monthly bills may see and 
inspect the great variety of appliances 
on display. Because of this large and 
varied display, a greater desire for 
modern appliances is developed from 
which many extra sales result. These 
stores also help to set a standard of 
high quality appliances, selling at es- 
tablished prices. These stores set the 
pace for all dealers by introducing new 
appliances and recommending those 
of better quality. This results in more 
business to dealers and enables the 
company to serve its customers better. 
In the windows of the Merchandising 
Division’s retail stores are attractive 
displays of modern appliances with 
display cards advising customers to 
“See Your Dealer for these and other 
quality appliances.” 

The Fresno Electrical Appliance 
Society holds luncheon meetings for 
dealers twice monthly. Among the 
beneficial activities promoted by the 
society are the carrying on of seasonal 
appliance campaigns and the elimina- 
tion of cutthroat competition through 
trade-in agreements, the avoiding of 
cut prices, and unfair advertising. 

Plans for the coming year include 
estimated sales of the following ap- 
pliances: 


Estimated Sales for 1937 


1,050 
Air heaters (110v.)................ 700 
8,000 
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There are 10,000 Appliance Dealers who have this Directory hanging on hooks for 


reference. Over 93% of them (proved by research) use it for sales information, 


time and again throughout 


EXAMPLES 


* 

A dealer, in the course of a selling argu- 
ment, is frequently called upon to make 
comparisons of specifications and prices of 


competing brands. 


* 

A customer comes to his neighborhood 
dealer. He has been shopping in a big 
store and has become sold on a certain 
appliance. The neighborhood dealer doesn’t 
carry that appliance. Neither does he 
want to lose a sale. 

* 

Another dealer has had calls for a brand 
he is not carrying. He wants to learn 
about that product, with the idea of stock- 


ing it. 


the year. 


* 

Yet another dealer is faced with service 
jobs on radio or appliances. He wants to 
know where he can get replacement and 


service parts. 


THE ANSWER 
The 10,000 dealers who have Appliance 


Specifications and Directory have all this 
information at their finger tips. AND, 
they use it—to make sales—they have told 


us so. 


If your advertising is prominently dis- 
played in the section to which the dealer 
turns, you have the double advantage of 


attracting the dealer and the customer 


APPLIANCE SPECIFICATIONS and DIRECTORY 


330 WEST 42nd STREET, NEW YORK CITY 
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all the 


information 


right bere 


inthe... 


standing beside him. It takes very few 
sales of this kind to pay for an ad in the 
Directory. The rates are unusually low 
for a publication referred to continually 


throughout the year. 


The closing date is February 15. Good 
positions, in the sections giving specifica- 
tions of your products go to the early re- 
servers. Better get some kind of an inquiry, 


or better still an order to us right away. 
© ° 


Present Subscribers Notice—Regardless of when your | 
present subscription to Electrical Merchandising 
expires, you can receive a copy of this 1937 Appliance 
Specifications and Directory by sending another new 
or renewal prepaid order. No previous renewal sub- 
scription will count, as we must show a matching order 


for each book sent out. 
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North Carolina DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


DRISCOLL, INC. 


Charlotte, N. C. 


Chicago, Rockford, Peor'z, Champaign, 
Danville, Gary, Hammond DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


COOPER, JR., INC. 


221 N. LaSalle St. Chicago, Ill. 
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Seattle .... 


Seattle's City Light Department serves 113.,- 
000 domestic customers whose average con- 
sumption is now 1,125 kilowatt-hours annually 


... Range saturation is 37 per cent —but 
they expect to sell 3,000 in 1937... 


HERE are about 113,000 wired 

homes in the territory served 

by the City Light Department 

of Seattle, Wash., about 40 per cent 

of which are also wired for electric 

ranges. The average annual consump- 

tion of electricity per domestic con- 

sumer was 1,125 kw.-hr. for 1936, an 

increase of 50 kw.-hr. over the 1935 
figure of 1,075 for 1935. 

During 1936 the department sold 
about $500,000 worth of electric ap- 
pliances, the major sales being divided 
as follows :— 


Appliance 1935 1936 
Water Heaters _. ap 864 1,203 
Washers 260 310 
lroners 71 102 
Refrigerators 272 511 
1. E. S. lamps... ase 997 1,100 


Of the range sales, about 23 per cent 
represent replacement sales, in which 
old electric ranges were traded in as 
part of the purchase price. Present 
range saturation is 37 per cent. P. C. 
Spowart, sales manager for the de- 
partment, reports that most of the 
sales of load building equipment 
(ranges and water heaters) in Seat- 
tle are made by the utilities. Some 
dozen larger dealers do an electrical 
merchandising business of importance. 

The department offers to wire 
ranges at a flat price of $10 and from 
time to time has made other low wir- 
ing offers. Five and six year terms 
are advertised. Arrangements are 
made for dealers to enjoy the same 
privileges. A free sidearm heater is 
now being given with the range, with 
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the same offer to dealers. Mr Spowart 
reports results from this offer as ex- 
cellent. Tanks of 30, 40 and 60 gal. 
size are also being sold. Rates are 
not of the off-peak type. 

Domestic rates start at 5 cents for 
the first 40 kw.-hr. dropping to 2 
cents for the next 200 kw.-hr., all in 
excess being at 0.75 cents. 

The city during this past year has 
completed the new Diablo power plant 
of 95,800 hp., a second unit of which 
of the same size is to be put in op- 
eration during 1937. A further appro- 


... Norther 


The Puget Sound 
Power & Light Com- 
pany alsoserves part of 
Seattle but its business 
is in central and north- 
western Washington... 
It has 153,419 custom- 
ers, soldthem $3,200,- 
000 worth of appli- 
ances in 1936 
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ANIMARKETS 


priation of $8,500,000,000 has been 
made for the construction of Ruby 
Dam, the contract for which will be | 
let during 1937. | 

Among the promotional activities of 
the City Light during 1936, one of 
the most successful was the series of 
educational luncheons which was held 
four days a week in the auditorium 
of the department’s new building. 
These brought in some 15,000 women 
to the building and exposed them to | 
the attractive appliance display in 
the main show rooms. 

In regard to City Light plans for 
the coming year, Mr. Spowart says: 
“Expect to sell 3,000 ranges; will 
stress water heater load; entire de- 
partment will be enlarged; Home 
Economics department will be in- 
creased, commercial lighting advanced, 
load building stressed; water heater 
and refrigerator loads are expected 
to double.” 


ashington 


HE Puget Sound Power and 

Light Company, with head- 

quarters in Seattle, Wash., 
serves a portion of this city and also 
a large area in northwestern and cen- 
tral Washington. Domestic consum- 
ers on its lines number 153,419, an 
increase of 6,730 over the 1935 fig- 
ures. Of these 53 per cent are urban, 
47 per cent sural. The average an- 
nual consumption of electricity per 
residential consumer was 1,108 kw.-hr. 
as of October, 1936. This compares 
with 1,022 kw.-hr. for the year end- 
ing October, 1935. 

The State of Washington as a 
whole records one automobile owned 
for every 4.2 inhabitants. The tele- 
phone company reports 280,405 tele- 
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THE 


ROMEL 


THAT MADE ELECTRIC HEAT POSSIBLE 


In the back-ground of your heating 
appliance business, stands the heating- 
element alloy, Chromel — as the defender of 
your reputation of selling only good appli- 
ances—as the defender of the good name of the 
appliance maker—as the source of the good serv- 
ice of the device—a heating element alloy that gives 
such good service to your customer that he almost 
forgets there is such a thing as the heating element, 
which quietly throws out its radiant heat that is as 
clean as sunshine—heat that turns chilly corners into 
cozy nooks—heat that toasts bread to appetizing tasti- 
ness—heat from an electric range that keeps the kitchen 
cool, while bringing forth the choicest flavor from a 
roast of beef... And all these good things first became 
available with the introduction of Chromel in 1906, 
because Chromel is the alloy that first made possible 
the practical use of electric heat, for home and indus- 
try. And finally our own reputation is confidently 
entrusted to the good performance of Chromel. 
. . » Hoskins Manufacturing Co., Detroit, Michigan. 
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Pioneers in 
Custom-Built 
Sales Coaches 


For 30 years this company has spe- 
cialized in fine custom coach build- 
ing. Result . . . today the SCHEL- 
BRO sales coach is recognized as 
the very “tops” in the industry. 
They're made in all sizes and styles, 
adaptable to every type of product 

. and for manufacturer, whole- 
saler, or retailer. Size for size, style 
for style, SCHELBRO prices are 


surprisingly low. 


Schelbro Sales Coach used for retail appli- 
ance selling in Cedar Rapids division of 
Iowa Elec. Lt. & Power Co 


NGHELBRO 


WRITE for catalo= and quotations 


SCHELM BROTHERS, Inc. 
PEORIA, ILLINOIS 


Schelbro De 
sale selling by 
Louis, mar 
ances 


Luxe coach used for whole- 
Knapp-Monarch Co St 
ufacturers o electrical appli 


The Accepted Standard 
Since 1909 


BRIGHT STAR 


* 
Our New Line 


for 1937 
Now Ready! 


Send for Complete details 


BRIGHT STAR BATTERY CO. { 
Clifton, N. J. 
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IMPORTANT MARKETS 


phones installed and 346,900 radio 
sets owned in the same area. A num- 
ber of public ownership propositions 
were offered to the electors during 
the past year; of these the initiative 
measure proposing power distribution 
by the state was defeated. Of coun- 
tywide power district measures, nine 
were carried, four defeated. 

The estimated aggregate volume of 
domestic appliance sales going on the 


Curtain Raiser (Mar. 7-Apr. 25)—245 
ranges, 382 water heaters, 257 refrige-a- 
tors. 

Spring Peak (Apr. 27-June 27) —939 
ranges, 724 water heaters, 537 refrige;a- 
tors. 

Summer Hump (July 6Aug. 22)—578 
ranges, 321 water heaters, 237 refrigera- 
tors. 

Record Breaker (Sept. 7-Oct. 31)—964 
ranges, 365 water heaters, 129 refrigera. 
tors. 


S. P. McFADDEN 


Vice-President, 
Puget Sound Power & Light Co. 


lines of the Puget Sound Power & 
Light Company during 1936 was 
about $3,200,000. Of this the 550 
electrical dealers of this territory did 
about 62 per cent. Business was di- 
vided about as follows: Utility, 38 
per cent; department stores, 22 per 
cent; furniture stores, 18 per cent; 
hardware stores, 10 per cent; spe- 
cialty dealers, 12 per cent. 

The power company merchandises 
only the three major appliances of 
ranges, water heaters and refriger- 
ators. Unit sales of these three lines 
for 1936, as compared with 1935, are 
given in the table below. 

Of the 1936 sales it is estimated 
that about 20 per cent of ranges sold 
replaced old electric ranges; about 10 
per cent of the water heater sales 
were replacements and also about 10 
per cent of the refrigerator sales. 
Electric ranges had reached a satura- 
tion point of 23.6 per cent on Puget 
Sound lines, refrigerators about 20.9 
per cent and water heaters 9.4 per 
cent, as of September, 1936. 

During 1936 the Puget Sound 
Power and Light Company sponsored 
25 cooking schools and participated 
in one major fair, four small fairs 
and in any number of community 
displays. The major campaigns car- 
ried out during the year included the 
following : 


Red Tag (Jan. 13-Feb. 29)—551 ranges, 
110 water heaters, 117 refrigerators. 


Holiday Program (Nov. 9-Dec. 31)—Not 
complete. 


The Puget Sound Company coop- 
erates with dealers by encouraging 
sales and does cooperative advertis- 
ing. It does not free wiring of ranges 
and offers no set financing aid. Terms 
up to five years are extended to cus- 
tomers on their own sales. A special 
3 cent water heating rate is offered 
for off-peak installations. Size of 
tanks run from 30-gal. to 120-gal. 
in size. The power company spe- 
cializes in monel metal tanks. In line 
with their broad program of coopera- 
tion, they encourage the sale of water 
heaters through dealers and provide 
them with useful technical installa- 
tion on water heating and promotional 
material. 

Domestic rates start at 5 cents per 
kw.-hr. for the first 40 kw.-hr., drop- 
ping to 3 cents for the next 100, to 
2 cents for the next 100, and 1 cent 
for all in excess of this amount. In 
the Seattle metropolitan district, rates 
are 5 cents for the first 40 kw.-hr., 2 
cents for the next 200 kw.-hr. and } 
cent per kw-hr. for the remainder. 
The minimum charge is $1 outside of 
the city, $.75 within Seattle. 

No specific plans for 1937 are as 
yet announced, but, according to S. 
P. MacFadden, vice-president of the 
Puget Sound company, “Policies in 
general will follow those established 
in 1936.” 


UNIT SALES OF MAJOR APPLIANCES 


1935 1936 Total 
Appliance Utility Dealers Utility Dealers 1935 1936 
Ranges 3,425 750 4,647 1,061 4,175 5,708 
968 7,351 1,703 9,525 8.319 11,228 
1,673 561 2,225 480 2,234 2,705 


Note: 1936 figures include Oct., Nov., Dec., estimated 
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The Westinghouse electric water heater, 
with tank of Monel guaranteed for 20 years. 


The Westinghouse 
electric dishwasher, de luxe range “Em- 
built into a"“White-  peror,” with Monel 
head’ Monel sink. top as standard equip- 


The Westinghouse 


ment. 


a Here’s a tip you may have thought 


of . . . at any rate it’s a sure lead 
to quickened business. 

Why not group the Westinghouse 
Monel* family on your sales-floor? You 
can combine the famous “Viceroy” and 
“Emperor” ranges, the Westinghouse 
dishwasher sink, and the Westinghouse 
electric hot water heater. 

Do that . . . and you take full advan- 
tage of all the pull of both Westinghouse 
and Inco national advertising. Here are 
two famous names in America—West- 
inghouse and Monel. 

You have hundreds of customers who 
know them both. When they see these 
four pieces all together . . . the pull on 
the buying impulse is forty times as great 
as when they happen on each separately. 

And remember—Westinghouse uses 
Monel because of its actual advantages. 
And these advantages are potent sales 
stories. Monel is rust proof and corro- 
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sion resistant. So strong that it’s vir- 
tually accident proof. And it keeps its 
eye-taking beauty for a lifetime. 

Are you sure your salesmen “Know 
all the Answers” about Monel? We'll be 
glad to send you FREE copies of a con- 
venient card which lists the answers to 
the questions prospects most often ask. 
Send in the coupon today. 


THE INTERNATIONAL NICKEL 


COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


*Monel is a registered trade-mark applied to 
an alloy containing approximately two-thirds 
Nickel and one-third copper. This alloy is 

/aone, mined, smelted, refined, rolled and marketed 
solely by International Nickel. 


EM 1-37 


THE INTERNATIONAL NICKEL Co., INC., 

67 Wall St., New York, N. Y. 
copies of 
your “‘Question and Answers’’ card on Monel. 
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Philadelphia AREA DEALERS 


GENERAL ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


JUDSON BURNS, INC. 


31st & Oxford Streets Philadelphia, Pa. 


State of Tennessee DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


by GENERAL ELECTRIC SUPPLY CORP. 


Nashville — Knoxville — Memphis 
Chattanooga 
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Mt. Hood, Oregon 


Washington and Eastern Oregon 


HE Pacific Power and Light 
Company operates in  south- 
eastern Washington, eastern 
Oregon and also in Clatsop County on 
the Oregon Coast. Service to approxi- 
mately 10,000 rural customers and 125 
cities is handled through thirteen dis- 


. trict offices. The largest city on the 


system is Yakima, Washington. Most 
of the communities served have a 
population of less than 3,000. As of 
Nov. 1, 1936, 9,832 farm customers 
were served and 38,496 other domestic 
customers, an increase of 549 and 
2,284 respectively over the 1935 figures 
of 9,283 farm customers and 36,662 
other domestic customers on the 
equivalent date. The average annual 
residential consumption of electricity 
for the 12 months ending Nov. 1, 1936 
was 1,366 kw.-hr., compared with a 
figure of 1,279 kw.-hr. for the 12 
months ending Nov. 1, 1935. 

Some 18 electrical wholesalers serve 
this territory and 434 dealers. Among 
them they do about 80 per cent of the 
electric appliance business, the power 
company accounting for the remaining 
20 per cent. During 1936, the total 
volume of electric appliances sold in 
this area is estimated at $467,005 for 
the Pacific Power and Light Company 
and $2,127,528 for the dealers. Details 
of 1936 sales are given below: 


The power company does no free 
wiring or renting of electric ranges 
and has no regular dealer financing 


plan. According to Guy E. Davis, 
domestic sales supervisor of the 
company, “While the company is 


aggressively engaged in the direct 
sale of ranges, every effort is made 
to encourage dealers to participate in 
such activities.” A major portion of the 
company newspaper and other promo- 
tional advertising is of a general na- 
ture, featuring service rather than 
equipment and is applicable to dealer 
as well as company sales. Home serv- 
ice employees are available at all times 
to follow up dealer sales of ranges. 

An 8-mill metered off-peak rate is 
offered on water heating. Factory- 
built 40-gal. units are standard. The 
same cooperative policy is maintained 
as on electric ranges. 

Domestic rates of course vary, but 
a typical rate starts at $1 for the first 
15 kw.-hr. or less, 5.5 cents per 
kw.-hr. for the next 20 kw.-hr. 3 cents 
for the next 115 kw.-hr. and 2 cents 
for all in excess of this amount. 

An interesting feature of the year 
was the series of radio shows which 
the power company held in fifteen 
towns, varying in size from Waits- 
burg with a population of 850 people, 
to Yakima, with over 25,000. The 


UTILITY AND DEALER SALES 


% Saturation Utility Sales 

Appliance Dec., 1936 1935 1936 
20 919 1,060 
Water Heaters........ 12.5 789 815 
Refrigerators.......... 35 565 727 
Ga 918 1,061 
1 334 362 
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49,000 custom- 


ers on the lines 
ofthePacificPow- 
r & Light Com- 
pany had aver- 
age annual con- 
sumptionof1,366 
kilowatt-hours a 
year at the end 
of 1936. The 
utility and 434 
dealers sold them 
$2,534,533 
worth of appli- 
ances in 1936 


GUY E. DAVIS 
ic Sales Su 


Domest 
Pacific Power & Light Company 


utility does not itself merchandise 
radios, but it sponsored the events, in 
which local dealers participated with- 
out expense other than that of setting 
up their individual display. Ninety 
nine per cent of all dealers in the 
towns where shows were held took 
part in the events—and results in sales 
and public interest are announced as 
eminently satisfactory. 

Residential air conditioning instal- 
lations during 1936 included the fol- 
lowing sales by dealers: 


3 
Kitchen ventilating fans.......... 36 
136 
300 


(Continued on page 145) 


1935 AND 1936 
otal Sales e “ 
35 1936 
1,562 15 
1,003 10 
1 5 ,832 10 
B27 5 ,757 20 
9 788 10 
8,192 30 
109 1,646 30 
5,166 0 
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They re here 


Two Sensational I Promotion Items 


Electric Table Model with free tray in black or 

pee red, packed in this two color-box designed 
use in window or counter display. 

Cat. No. EC6-J---6 cup 


R” or ’B” to designate red or black 
jer from your jobber today 
$5. 45 value for $4.95 


Everyday Kitchen Model, with free way. belt in 
black only, packed in this two color-box 
in windows or on counters. 


Cat. No. J---6 cup 
Cat. No. G8BJ---8 cup 
‘our jobber today 


Order from y 
$3.45 hy tee only $2.95 


Just when you might expect an 
after-Christmas let down, these two 
sensational offers will spurt Silex 
lass coffee maker sales during 
Winter promotions. Reach the 
people who did not get a Silex 
lass coffee maker for Christmas. 
Feature as your Cold Weather 
cial. 


1937 


THE KITCHEN 
RANGE MODEL 


with Black Tray $3.45 value 


Greatest value offered in a Silex 

romotion. With each Everyday 
Kitchen Model, 6 or 8 cup size 
(black only) is packed a black 
Moldex serving tray. Here is just 
the tray for carrying a Silex glass 
coffee maker, or serving sandwiches 
or cocktails or highballs. $3.45 
value for only $2.95. Offer ex- 
pires February 28, 1937. 


THE ELECTRIC 
TABLE MODEL 


with black or gleaming red 
tray - = = a $5.45 value 


Now. . . complete coffee serving 
sets for buffet parties, at the height 
of the entertaining season. Sell 
the black trimmed Electrical age 
Model with the black tray .. . 

the popular gleaming red tray with 
the red trimmed Silex (6 or 8 cup 
size) . . . at the special promotion 
anes of $4.95. Offer expires 

ebruary 28, 1937. 


Send for --- new --- powerful dealer mats --- FREE 


PLACE YOUR 


The Silex Company, Dept. 


ORDER TODAY 


TRAGER PAT. OF 


EM1, Hartford, Connecticut 
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Do you know why 
1. E. S. 


BETTER SIGHT LAMPS 


ARE HARDER TO TIP OVER? 


Every certified I. E. S. Bet- 
ter Sight Lamp is subject to 
a tilt test by E.T. L. The 
stability of the lamp must 
be such that the lamp will 
not tip over when the shaft 
is tilted at an angle of 10°. 


This is one of many tests 
based on Illuminating En- 
gineering Society specifica- 
tions which Electrical Test- 
ing Laboratories makes to 
help assure greater lamp 
values to customer and re- 
tailer. For by assuring safe- 
ty and satisfactory con 
struction, in addition to 
good lighting performance, 
E. T. L. aids in pleasing the 
consumer and in making 
these lamps easier and more 
profitable to sell. 


This Certification 
Tag issued by Elec- 
trical Testing Lab- 
oratories serves as a 
guide to “greater 
lamp values to cus- 
tomer ‘and retailer.” 
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Southern 
Colorado 


GEORGE E. LEWIS 


Managing Director, Rocky Mountain Elec- 


Association and the Electrical 


League of Colorado 


HE territory served by the 
Southern Colorado Power Com- 
pany centers about Pueblo, Colo. 


Of the 21,418 domestic consumers 
which the company counts on its 
lines as of 1936 (a 4 per cent in- 
crease over last year), 95 per cent 
are urban, 5 per cent rural. Total pop- 
ulation of this district is 121,375. 
About 15,000 radio sets are in use 
among this group, telephones number 
22,038 and automobiles 25,454, or 
about one for every four people. It 
should be remembered that the num- 
ber of telephones installed includes 
commercial phones as well as do- 
mestic. The principal industry of the 
region is that of the Colorado Fuel 
& Iron Company, located in Pueblo. 
Their prospects are said to be excel- 
lent and they look forward to 1937 as 
the banner year of their history, which 
sets a standard of prosperity for the 
remainder of the community. 

The average annual kilowatt-hour 
consumption per domestic consumer 
for 1935 was 623 kw.-hr. For 1936 
this figure was increased to 667.09 
kw.-hr. This was done by the active 
sale of electric appliances, by power 
company and dealers alike. The dol- 
lar value of 1936 appliance sales ap- 


trical 


It will be noted that though the 
power company record of increased 
sales is good, it does not compare with 
such remarkable figures as that 375% 
increase in vacuum cleaner sales for 
the local dealers. There were, inci- 
dentally, about 45 active dealers in 
this territory. Approximate division 
of electrical business among the va- 
rious groups shows that the utility 
does about 35 per cent of the appliance 
business, department stores about 15 
per cent, furniture stores 10 per cent, 
hardware stores 5 per cent, and elec- 
trical dealers 35 per cent. Up to the 
present dealers have not taken an 
active part in range and water heater 
selling, but a recently adopted co- 
operative program on the part of the 
utility will probably bring them more 
into the picture in 1937. Ranges and 
water heaters are consigned by the 
power company to dealers; the utility 
also accepts accounts of their sales, 
furnishes home economic service, does 
cooperative advertising and places at 
their disposal any other assistance they 
may have. 

In general the policy of the power 
company is to add the price of wiring 
to the selling price of the range. 
Ranges are rented on a basis of $1.50 
per month. Ranges used for this pur- 
pose are reconditioned replacement 
units. A carrying charge of 6 per cent 
is added to contract sales. A special 
1 cent off-peak rate is offered for 
water heating, specifying an installa- 


proximated $650,000 in this territory. tion of 20 watts per gal. A 50-gal. 
APPLIANCE SALES SOUTHERN COLORADO DISTRICT 
Power Company 
% Replace- 
ments in 
1935 1936 1936 sales 1935 1936 
Refrigerators.......... 400 500 10 600 800 
a 40 50 None 80 200 
Washers 130 120 30 800 1,000 
ee 175 200 30 400 1,500 
25 50 20 800 1,000 
Re eee 250 500 None 100 500 


45 active dealers 
sold $650,000 
worth of ap- 
pliances to 21, 
418 domestic 
customers of 
the Southern 
Colorado Pow- 
er Company in 


1936 


tank is featured, with two intercon- 
nected elements. 

During 1937 the Southern Colorado 
Power Company staged four range 
and water heater campaigns, resulting 
in the sale of 150 water heaters and 
300 ranges. Two refrigerator cam- 
paigns were also on the schedule which 
together netted 300 _ refrigerators. 
G. W. Milliken, vice president in 
charge of sales says of the company’s 
activities: “Numerous cooking schools 
were held during 1937 throughout our 
various districts. The main school is 
held annually in conjunction with a 
local newspaper, electric cookery, elec- 
tric refrigeration, electric water 
heating and small appliances being 
featured. Schools received capacity at- 
tendance and a great amount of in- 
terest was shown by the spectators. 
We believe that cooking schools are 
well worth the effort and expenditure 
and our intentions are to increase the 
number of schools in 1937.” 

Domestic rates start at 7 cents per 
kw.-hr. for the first 25 kw.-hr. drop- 
ping then to 6 cents for the next 25, 
3 cents for the next 100 with the re- 
mainder at 2 cents. An alternative 
rate charges 7 cents per kw.-hr. for 

(Please turn to page 145) 
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MODEL 68 
Automatic 
Washer Washer 
New bullet With new 
shaped tub. 
Briggs & % H.P. 4 
Stratton cycle Briggs 
Model “W" & Stratton 
Engine. Engine. 


73 MODEL 72 
Automatic 
Electric 

Washer 

New bullet 
shaped tub; 
deep skirted 
base. An ex- 
cellent model 


MODEL 70 
Automatic 
Electric 
Washer 
A sturdy, 
efficient 
Washer with 
quality and 
price appeal. 


MODEL 
A t« 


NG 


Its added 
refinements 
make it an 
outstanding 
model. 


THE NEW AUTOMATIC SAVE-A-DAY IRONER IS A FITTING 


com ined in 
this modern, 


model 


model “WM" 


MODEL 74 


AUTOMATIC COMES 
out witha ‘Natural’ 7 Dis- 
tinctive Models— 
5 Electric and 
2 Gas Engine 


Streamlined to the trend of today's wanted 
designs, the seven new models of Automatic Washers 
present for 1937 the utmost in eye appeal, Start- 
ing with Model 70, attractive in price, quality and 
appearance, you have a step-up in added features 
which reaches its climax in the new Model 74 shown 
here. 


Exclusive Sales Advantages 


When a sale hangs in the balance, Automatic "has 
what it takes" to tip the balance in its favor. There 
is the "Magic Button''—greatest safety feature since 
the advent of the swinging wringer. There is the 
supremely silent Stokes Ball Bearing transmission— 
permanently sealed and permanently protected by a 
Service Warranty which insures your profits. There 
is the exclusive Duo-Dise Agitator with its two-way 
washing advantage. 


With all these exclusive sales advantages, 


Blectric Automatic still offers you "the best profit in 
Washer with the industry" and the continuous support of 
tum effective Merchandising Helps. 
AUTOMATIC WASHER COMPANY 
204 W. Third St. Newton, lowa 
AUTOMATIC WASHER COMPANY 


204 West Third Street, Newton, lowa 
Send along your 1937 proposition on Automatic Washers. 


= \ 
3 | 
as 
. 
| 
: 
om 
rop- — 
for 
MODEL 71 
t utomat 
= B Vasher Washer i 


BUILT LIKE A 
BATTLE SH! 


Below is the 
or that shields the all-im- 
portant air-tight wax 
seal. That’s why 
the cell’s stepped 
up power is pre- 
served by double 
protection. Ray-O- 
Vac offers more 
hours of full 


INTRODUCTORY 
The dispenser 
play’ at the left, complete 
ai 48 cells brings you > 
$4.80 retail, cost to you 
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Review of New Products 


LEONARD Refrigerators 


Leonard Refrigerator Co., 


14200 Plymouth Rd., Detroit, Mich. 
Models: 11—3 porcelain models with 


capacities of 5.16, 6.13 and 7.19 cu. 
ft.; 8 permalain models ranging 
from 3.16 cu. ft. to 7.19 cu. ft 


Description: Outstanding feature of 


1937 line is Master Dial housed in 
modernistic panel, gives positive 


temperature control at all times; 
thermometer in center of Master 
Dial makes it possible to check tem- 
perature of food compartment at 
any time; Other features include 
Len-A-Dor foot pedal opening; 
sliding, re-arranging shelf; vege- 
table drawer equipped with adjust- 
able metal partition to keep contents 
orderly; rubber grids in all trays; 
moist storage crisper on sliding 
runners for perishable vegetables.— 
Electrical Merchandising, January, 
1937. 


AUTOMATIC Washers 


Automatic Washer Co., Newton, lowa 
Model: No. 74 De Luxe washer. 
Description: Chromium plated safety 


wringer features “Magic Button” 
control which stops both rolls, dis- 
connects power from drive mech- 
anism, and stops rolls when swing- 
ing wringer; release bars on both 
sides—push, pull or lift to op- 
erate; Automatic water director; 
Automatic invertible “Duo-Disc” 
agitator for “top” or “bottom” 


washing; new bullet shaped, white 


porcelain tub, 18 gal. capacity; deep 
steel skirt; “Stokes” patented ball- 
bearing drive; rubber mounted mo- 
tor, tub and lid. Four other elec- 
tric models and 2 with Briggs & 
Stratton 4-cycle 4 h.p. gasoline en- 
gines complete Automatic’s 1937 
washer line—Electrical Merchan- 
dising, January, 1937. 


CONLON Washers 


Conlon Corp., 
& 52nd Ave., Chicago, 


Models: 19-7, 17-7, 15-7, 19-7. 
Description: Model 19-7, 9 Ib. ca- 


pacity; 6-vane rounded edge, tangle- 
proot agitator with 3 small vanes 
on upper portion to act as clothes 
separator; deluxe design wringer 
with reset lever, automatic revers- 
ible drain board, 6 positions; } in. 
rubber hose drain with rubber suc- 
tion cup, white tub with black trim. 
Model 17-7, 7 lb. capacity; 4-vane 
tangle-proof agitator; improved 
wringer design with reset lever and 
automatic reversible drain board, 
push style release bar, 6-positions ; 
i in. plug type faucet drain; black 
tub with white trim. Model 15-7, 
7 |b. capacity; 4-vane tangle-proof 
agitator, nile green tub; also avail- 
able with 4-cycle gasoline motor. 
All models equipped with belt- 
driven style mechanism, 5 moving 
parts totally enclosed; 2? h.p. over- 
size motor; and fitted for pump in- 
stallation at additional cost. Models 
19-7, 17-7, have vertical inward cor- 
rugations; model 15-7 has 4 hori- 
zontal corrugations. — Electrical 
Merchandising, January, 1937. 


GIBSON Refrigerators 
Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Models: Standard group: 4, 5. 6 and 


cu.ft. capacities; Custom Built 
group, 5, 6, 7 and 8 cu.ft. capacities. 


Description: Cabinets designed by 


Kenneth C. Welch; Twin-cylinder, 
hermetically sealed MonoUnit com- 
pressor; Freez’r Shelf in all models 
except 4 cu.ft. Standard; interior 
hght; Defrostajar—water drips 
through small hole into jar when 
defrosting. Swing-Shelf (touch of 
finger swings big basket shelf out- 
ward exposing contents for easy 
use), built-in thermometer and clear 
glass vegetable freshener furnished 
with Custom Built models; solid 
porcelain freshener and sliding shelf 
on Standard models. Other features 
included in both models: Presto 
rubber trays and grids; deep dessert 
trays; free-ease tray lifter; con- 
trolled air circulation; lacquer ex- 
terior. Custom Built models also 
available in all porcelain finish.— 
Electrical Merchandising, January, 
1937. 
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KELVINATOR Refrigerators 
Kelvinator Corp., Detroit, Mich. 


Models: 16 new models. 
Description: Greater depth and width, 


greater accessibility, plus powered 
units; interior designed to give 
drawer effect with curved front rail 
shelves are features of new line; 
temperature control with thermom- 
eters provided to show temperature 
clearly within food compartment and 
with finger tip operation is another 
feature. Standard line from 5 ft. 
size up equipped with suspended 
crisper and basket; fast freezing 
trays in many models ; ice tray re- 
lease integral part of grid; cen- 
tered interior lighting, ivory shade ; 
1 entirely new 9 cu.ft. porcelain 
model added to 1937 line and 3 
newly designed specials ranging in 
size from 5.71 to 7.81 cu.ft—Elec- 
trical Merchandising, January, 1937. 


v 


WESTINGHOUSE Air 


Conditioner 


Westinghouse Electric & Mfg. Co., 


Mansfieid, O. 


Device: New window-mounted room 


cooler. 


Description: Summer air conditioner 


for bedrooms, dining rooms, small 
offices, living rooms, etc.; simple to 
install; cooling and dehumidifica- 


tion equivalent to heat absorption 
obtained by melting approximately 
4 ton ice per day; rubber cushion 
mounting between steel framework 
and outside cabinet makes cooler 
quiet in operation; hermetically 
sealed unit; Westinghouse “built-in 
watchman” control against over- 
heating; compressor and motor 
cooled by refrigerant lines around 
shell; powerful oil pump insures 
adequate, continuous lubrication; 
air filters; ventilating damper per- 
mits exhaustion of foul air from 
room; metal drip pan catches con- 
densates; quiet, 12 in. blower fan; 
walnut finish—Electrical Merchan- 
dising, January, 1937. 


Description: 


SILEX with Tray 
Silex Co., Hartford, Conn. 


Device: A special deal during Janu 


ary and February of a free serving 
tray with each Silex Jr. glass coffee 
maker has just been announced by 
Silex Co. The tray is alcohol-proof 
Moldex, 15 in. long, red or black 
with 6 or 8 cup Silex Electric 
Table model trimmed to match. 


Price: $4.95 complete (regularly 


$5.45).—Electrical Merchandising, 
January, 1937. 


KELVINATOR Ironers 
Kelvinator Corp., Detroit, Mich. 


Models: 4: 1 lift-off type; 2 table and 


1 cabinet model with base. 


Features: Concentrated heat; super 


hard shoe; spot and sponge plate; 
selective knee lever; both ends open ; 
pressing control; cabinet model and 
1 table model equipped with thermo- 
static control; lift-off model may be 
fastened to wringer bracket of Kel- 
vinator washer. — Electrical Mer- 
chandising, January, 1937. 


Vv 
G-E Electric Sink 


General Electric Co., Nela Park, 
Cleveland, O. 


Device: Combination of G-E dish- 


washer and G-E garbage Disposall. 


Dishwasher washes 
dishes, glasses, silver, pots and 
pans and dries them; Disposall dis- 
poses of food waste down drain 
right at sink: may be obtained in 
various models to fit requirements 
of all types of homes; floor type, 
white cabinet models containing 
storage cabinets and drawers with 
stainless metal tops and units only 
with stainless metal top.—Electrical 
Merchandising, January, 1937. 
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CONLON Ironers 


Conlon Corp., 
19th St. & 52nd Ave., Chicago, Ill. 


Models: M-7, T-7, E-7, BC-7 cabi- 
net models; B-7 and N-7 open 
models 
Description: M-7 and T-7 equipped 
with 2-speed control; also double 
thermostatic control—split heating 
element automatically maintains 
heat desired in either half of shoe; 
porcelain enamel utility table top 
cabinet ; chrome-plated heating 
shoe; 1300 watts; adjustable press- 
ure; double open-end roll; knee and 
finger tip control; pilot light tells 
when heat is on; 1/6 h.p. rubber 
cushioned motor; detachable exten- 
sion shelf. M-7 shoe 30 in. long, 
64 in. wide; T-7 shoe 26 in. long. 
E-7 is same as T-7 except no ther- 
mostatic control or chromium legs; 
BC-7 same as E-7 except shoe is 
4) in. wide and pilot light and 
overhanging table top is omitted. 
B-7 and N-7, open models, equipped 
with single switch only. Models 
M-7 and T-7 finished in white 
porcelain with chromium tubular 
legs; other models, all white enamel. 
Electrical Merchandising, Janu- 


ary, 1937. 
v 


G-E Ranges 


Appliance & 
Udse. Dept., Nela Park, Cleveland, O. 


Models: Comet, Meteor, Speedster, 
Mercury and Chancellor. 
Description: Comet model features 
“Unitop” 1-piece cooking top and 
back splasher; “no-stain’ vent’; 
“full floating door” extra large 
oven with die-pressed shelf sup- 
ports and adjustable sliding 
shelves; large storage space ; 
porcelain front and top; flush con 
struction; 3-Hi-Speed Calrod units 
and a 6-qt. Thrift Cooker. 

Meteor has same features of 
Comet and in addition provides 2- 
storage drawers base below main 
body, making it a floor-type model ; 
also equipped with pudding pan in 
cooker, measuring cup, hot pan 
holders, porcelain enameled drip 
tray; back shelf with lamp fixture, 
shade and condiment jars with 
space for timer and minute minder 
also available as accessory at addi- 
tional cost. 

Speedster features “Unitop”; 
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“Oven tender” temperature control, 
mounted in center of back splasher ; 
no-stain vent and  Tripl-Oven; 
small oven in upper section of 
Tripl-Oven offers efficiency for 
single shelf cooking jobs and re- 
moval of duplex unit to lower posi- 
tion provides large baking and 
roasting compartment; new design 
Duplex Calrod oven units, adjust- 
sliding shelves, adjustable 
smokeless broiler, compensated econ- 
nomizer are other features. 
Mercury has all Speedster features 
plus Calrod warming wnit under 
warming compartment controlled 
by gray Plaskon switch; warming 
compartment equipped with sliding 
shelf with positive stop; storage 
compartment across entire width of 
range equipped with 2 drop-type 
doors. 

Chancellor, deluxe single oven 
range has all features of Mercury 
plus back shelf assembly consist- 
ing of light with molded gray 
Plaskon shade and gray porcelain 
condiment jars; indicating pilot 
light on warming compartment and 
2 large storage drawers.—Elec- 
trical Merchandising, January, 1937. 


SANDUSKY Washer 


Holland Rieger Corp., 
Sandusky, Ohio 


Model: JD “Sandusky” apartment 


size washer. 


Description: Equipped with “Dolly” 


type agitator; 4 h.p. motor; enclosed 
gear case; capacity 4 regular 
family size wash; black and green 
stipple finish. 


Price: $9.95.—Electrical Merchandis- 


ing, January, 1937. 


JUST-THE-LITE 


T. Baumritter Co., Inc., 171 Madison 


Avenue, New York 


Device: All purpose clamp-on lamp. 
Description: Spring-controlled clamp 


enables lamp to be attached to wall, 
table, or bed for use as wall fix- 
ture, table lamp, shaving lamp or 
bed lamp. Rubber guards prevent 
scratches on furniture. Adjustable 
arm enables light to be thrown in 
any direction. Arm and base in 
baked enamel, bronze, walnut, 
maple, ivory, green, blue, orchid 
or white. Chromium plated stem 
and clamp attachment. 


Price: $1.25.—Electrical Merchandis- 


ing, January, 1937 


ONE MINUTE Washer 


One Minute Washer Co., 
Newton, lowa 
Model: No. 448 DeLuxe 


Description: New modernistic design 
of tub, base and wringer heals; 
large capacity tub, 14x23 in. white 
porcelain enamel inside and out; 
new One Minute leverless aluminum 
wringer, controlled from top bar 
which puts on exact wringing 
pressure, starts rolls in motion, 
automatically locks wringer in posi 
tive position and actuates drain 
board to correct wringing position; 
when in vertical position, releases 
pressure and stops both rolls giving 


WESTINGHOUSE Water Heaters instantaneous safety release; 24 in. Me 
hy . . balloon roll. White base, legs and 
Westinghouse Electric & Mfg. Co., wringer post.—Electrical Merchan- Ca 
Mansfield, O. dising, January, 1937. . 
Models: 5 new water heaters ranging De 
from 1 to 30 gal. capacity. , 
Description: 2 classifications: 1-gal, 
3-gal. and 5-gal. models specifically —— 


designed for garages, tourist camps, 
drug stores, etc., where small quan- 
tity of hot water is frequently re- 
quired; may be installed under 
counter, sink or on shelf. Table top 
models of 15 and 30 gal. capacity 
designed for kitchen installations, 
in apartments and small homes 
where there are no_ basements; 
porcelain enamel or Monel work 
surface with backsplashers as part 
of top; Corox elements with adjust- | 
able thermostats; Empire design 
(square casing) ; white Dulux outer 
surface finish are other features; all 
capacities are also available with 
Monel _—imetal tanks.—Electrical 
Merchandising, January, 1937. 


ELECTRO-SHAV Razor 


Electro-Shave Razor Co., 821 West 
Olympic, Los Angeles, Calif. 
Description: All-purpose safety razor 
operates on 50 or 60 cycle a.c.; blade 
Vv moves only lengthwise razor 
head; standard double edged blades 
with hole in center to fit snugly over 
drive-pin may be used; Bakelite 
handle, chrome plated head and 
razor top; no bolts, nuts or screws 

to get out of order. 
Price: Standard model, $7.50.—Elec- 
trical Merchandising, January, 1937. 


v 
DOMINION Toaster 

Dominion Electrical Mfg. Co., 

22 Elm St., Mansfield, O. 
Models: 7—S5 wringer and 2 spinner No. Modern Mode. 

models. escription: Automatic; toasts 2 
slices bread both sides; Melba toast 
can be made by leaving toast in until 
it reaches desired hardness; chro- 


KELVINATOR Washers 
Kelvinator Corp., Detroit, Mich. 


Description: Agitator washes any 
amount of clothes from few silk gar- 


ments to tubfull of heavy clothes mium plated. 
equally well; pressure-ator wringer Price: $9.95; No. 601, same as above 
in wringer models adjustable to vari- only non-automatic, $5.45.—Elec- 


ous types of fabric; 5 moving parts 
in lifetime lubrication ; sterilizing 
rinse in one spinner model eliminates 
rinsing by hand—hot or warm fil- 
tered water is driven into revolving 
spin-dryer to sterilize and _ rinse 
clothes; tubful of clothes may be 
dried in 2 minutes in removable alu- 
minum spin-dryer basket, the manu- 
facturers claim; high center cone dis- 
tributes clothes; lever to start and 
stop spin-dryer also prevents open- 
ing of lid when spinner is in motion. 
1 spinner, 2 wringer models fin- 
ished in green with black line, 1 
spinner and 3 wringer models fin- 
ished in white with blue line and alu- 
minum hardware.—Electrical Merch- 
andising, January, 1937. 


trical Merchandising, January, 1937. 
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age drawers, 2. 6-in. and 2 8-in. cu.ft. sizes have Glyptal exterior ; 
Corox “Economizer” units ; Econo- Liftop model has Glyptal sides and 
Cooker, Minute Minder, Cigarette porcelain top; other Flatop models 
lighter and 2 appliance receptacles. also available without features of 
Regent same as Emperor but second deluxe Flatop line—Electrical Mer- 
oven is replaced by warming com- chandising, January, 1937. 
oe partment. Viceroy, equipped with 1 
oven, warming compartment, column 
date mounting legs; platform lights; 2 
pe Economizer units. Dictator, 1 large 
neon oven, roller bearing storage drawer ; 
~ column mountings; 1 Economizer 
ging unit and maintained temperature 
hom oven control. Ambassador, console 
ak or high oven model, equipped with 2 
rain Economizer units, pedestal column 
ion: APEX Refrigerators supports, utility drawer and stand- 
Apex Rotarex Corp., ard oven Con- CROWN Ranges 
ving Cleveland, Crown Stove Works, 4627 W. 12th 
i. Vodels: B800, B665, B625 and D410. oven heat control, appliance re bg 
and ae = ceptacle, standard leg mounting. Place, Chicago, Ill. 
Cone: ft. ; cu. ft.; Cardinal, range can be Model: Eastwood. 
cu. ft. and 4.10 cu. ft. respectively mounted on base cabinet. Coronet, . 4 : 
Description: All models designed with 3-unit range designed for apartment Burners: and two 
exceptionally large shelf area; in- house kitchens; can be equipped ment: 1-1800, 1-1500. 1-1200 and 
directly illuminated interiors; B800 with either 6 or 1-1000 watts. 
and B665 have sliding shelves and mounting; standard size oven di- - “g . i 
Safety Zone J transparent rectly beneath surface units. Elec- Size: 382x27 floor space; height to 
radio type dial controls illuminated trical Merchandising, January, 1937. cooking top 56 in. . Edison General Electric Appliance Co., 
from rear; giant freezing chamber Description: Oven 15 in. high, 16 in. Inc., 5600 W. Taylor St., Chicago, Ill. 
with removable shelf provides large Models: Waverly and Arlington. 
bottl removed and interchangeable ; porce- for use under drainboards and work 
lain enamel lining; utility drawer surfaces supplied by others; will fit 
at 18x15x13 in.: white enamel under any standard work surface or 
finish. Optional equipment at addi- 25 in. to back; 
i : also combines with cabinet type 
— crisper, fruit — sinks; 24 in. wide, 24% in. deep, 344 
1936. lox enclosed units ; range light ; in door. 
clock and Measured time —Electrical ide, 28 age 
v Merchandising, January, 1937. top wits in. deep, 
overall with 36 in. work surface; 
est y ventilation through grille located in 
backsplasher. 
ard Both models have capacity of 30 
lade pieces, plus silverware; approxi- 
zor ABC Ironers mately 5 gts. water required for each 
ides Altorfer Bros. Co., Peoria, Ill. washing and each rinsing; white 
wet Models: YA, RA and TA. stainless enamel inside speckled with 
lite a black; chromium plated tray, screen 
and Description: Model YA De Luxe and tray carriage; aluminum dasher 
ews console cabinet ironer equipped covered with Vitalite; 4 hp. GE 
with porcelain console top that motor ; 110-volts, 60 cycle a.c.; cabi- 
con- net base finish white, baked-on Cal- 
<-spee control, etc. ; . 
137. Model RA_ Roll-About  ironer 
fully automatic and TA cabinet 4 in. angle stop for hot water inlet. 
ironer equipped with porcelain top —Electrical Merchandising, January, 
cabinet that swings out at right r 


WESTINGHOUSE Ranges 


Westinghouse Electric & Mfg. Co., 


angles, forming ample shelf space 
for finished and _ ready-to-iron 
clothes; white finish—Electrical 


G-E Refrigerators 


1937. 


Mansfield, O. Merchandising, January, 1937. 


Models: 10 new models: Emperor, 


General Electric Co., Appliance & 
Mdse. Dept., Cleveland, O. 


Regent, Viceroy, Dictator, Ambassa- 
dor, Conqueror, Cardinal, Coronet. 


Description: Outstanding features of 


new 1937 line are white porcelain, 
l-piece platform and backsplashers ; 
Corox units with 1-piece stainless 
steel tops; improved “Economizer” 
speed unit; surface units and 


Models: 18 “Triple Thrift” models in 


Flatop and Monitor Top styles. 


Description: Flatop models predomi- 


nate in new line, sizes ranging 
from 4 to 15 cu.ft.; Freezing speed 
accelerated; 4 refrigerating services 
afforded ; fast freezing, frozen stor- 
age, special compartment for vege- 


vast switches correspondingly marked tables and safe normal storage with 
nti! with numerals; molded plastic natural air circulation that keeps air 
ro- switch knobs marked with heat posi- properly chilled in all sections of 
tions; combination switch and tem- cabinet; Monitor Top models also 
a trol; “Controlle eat flow” oven age drawer a om of cabinet. P 
> achieved with scientifically designed Features include Thrift-ometer, UNIVERSAL Refrigerators 


blue porcelain enameled heat evener 
or convector plate; Baking wattage 
increased to 2300 watts in bottom 
heater plus 700 watts in top; top 
heater provides 2400 watts for fast 
broiling ; Other features are: 2 ovens 
operating independently; platform 
lights with translucent glass shades ; 
clocks can be set and controlled from 
front; Deluxe ranges have combina- 
tion clock and Minute Minder for 
timing short cooking operations; 
portable Econo-Cooker; warming 
compartment in which temperatures 
can be controlled by thermostats to 
as low as 150 degs. Emperor model 
equipped with 2 ovens; 2 large stor- 


KELVINATOR Ranges 
Kelvinator Corp., Detroit, Mich. 


Models: 7 ranges to meet every need 


from smallest apartment kitchenette 
to large town house requirements. 


Description: Enclosed heating element 


and Scotch kettle (fireless cooker 
arrangement designed to cut cost of 
better living) are the outstanding 
features of the new Kelvinator 
ranges; controls mounted on dash- 
board finished in chrome; single 
unit oven; white porcelain finish; 
modernistic design. — Electrical 
Merchandising, January, 1937. 
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which shows cabinet temperature at 
glance; sliding top shelf and other 
sliding shelves the full width of 
cabinet; Super-Freezer; new finger- 
tip door latch; egg rack; fruit 
basket; matched covered dishes; 
automatic interior light, easily ac- 
cessible temperature control and de- 
frosting switch; flexible rubber ice 
cube trays—equipment varies with 
different models, some have 
vegetable pans, water bottles, bottle 
racks, covered dishes and other ac- 
cessories. Glyptal enamel exterior 
on 4, 5, 6, 7, and 8 cu.ft. Flatop 
models; porcelain on 6 and 8 cu.ft. 
Flatops; Monitor Tops in 6 and 8 


Landers, Frary & Clark, 
New Britain, Conn. 


Models: D-8, D-6, D-5 and S-4. 
Capacities: 8, 6, 5 and 4.2 cu.ft. respec- 


tively. 


Description: Ice-Cycle refrigerating 


system; 9-point cold control; auto- 
matic lighting; simplified defrost- 
ing; pry-angle tray release; chil- 
tray; all models except S-4 equipped 
with removable baskador; drawer- 
type porcelain enameled vegetainer ; 
rubber tray and chromium tap latch; 
porcelain interior; Dulux finish.— 
Electrical Merchandising, January, 
1937 
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DELCO Air Circulators 


Delco Appliance Div., General Mo- 
tors Sales Corp., Rochester, N. Y. 


Device: 3-bladed Aircirculator. 
Description: Available in 2 sizes, 24 
and 30 in. blades; a.c. models op 
erate on speeds’ controlled 
through lavalier speed switch in 
rear motor housing; d.c. models 
furnished in 2-speed type on special 
order; all models equipped with 
special rubber mounted ball bearing 
heavy duty motor; 4 types mount- 
ings: floor pedestal, counter, wall, 
ceiling; adjustable bracket provides 
means for tilting motor forward or 
backward; black baked enamel with 
aluminum blades; chrome upper 
column floor pedestals 
3 new oscillating Northeast fans 
have also been added to the Delco 
1937 line: 12, 10 and 8 in. blades 
respectively; powered with extra 
large Delco-built 2-bearing motors; 


seli-rolling oscillator with wide 

angle sweep; self-aligning bear- 
+ 

ings; silent, duraluminum blades; 


black finish and convenient posi- 
tive acting speed switch in base 
Electrical Merchandising, January, 
1937 


v 


WESTINGHOUSE Refrigerators 


stnghouse Llectrii Mia. Co., 
Vansfield, O 
Vodels 19 models in Aristocrat, 
Patrician and Hostess series and 
3 “special” low priced models. 
Description: Features of the 1937 line 


ure built-in watchman,”  scien- 
tifically located thermometer; Triple 
food Saver; Triple storage com 
partment \djusto-shelf; Econo 


mizer unit; Faster freezing Sanalloy 
Froster; Freon refrigerant in all 
models; interior lights, flat ribbon 
ype shelves; black recessed pedestal 
hbase; Dual automatic control with 
/-point temperator selector 
Aristocrat series: FD 50, FD-60, 
FD-92 range from 5 to 9.2 cu.ft.; all 
models equipped with Westinghouse 
hermetically-sealed compressor and 
unithermic cabinets; 4 h.p. motors; 
accessories consist of built-in crisp 
ing pan, dairy basket, utility basket 
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with tooled satin-finish fronts, del- 
phinium blue triple-food-saver set 
of Hall vitrified china ovenware; 
matching covered butter dish, match- 
ing 2-qt. water server; handy-jack 
ice tray release, and built-in food 
safety indicator. 

Patrician series: 4 models FPS- 
50, FPS-60, FPS-70 and FP-92 
from 5 to 9 cu.ft.; all models have 
porcelain exterior and standard ac- 
cessories of Aristocrat line also 
same capacity motor, compressors, 
controls, etc. 

Hostess series: 5 models FDS-30, 
FDS-40, FDS-50, FDS-60 and 
FDS-70, from 3.2 to 7 cu.ft.; Dulux 
exterior; moonstone green accessor- 
ies and escutcheon plate; Feather- 
touch door latch. 

“Specials,” FS-50, FS-60 and FS- 
70, 5, 6 and 7 cu.ft.; Dulux exterior ; 
escutcheon plate below door; Feath- 
er-touch door latch; chilling tray; 
porcelain crisping pan; tray release 
and built-in food safety indicator. 

DC-20 chest type, EX P-135 with 
13.5 cu.ft. capacity and EXP-200 
with 20.1 cu.ft. complete line —Elec- 
trical Merchandising, January, 1937. 


HOTPOINT Range 


Edison General Electric Appliance Co., 


5600 W. Taylor St., Chicago, Ill. 


\lodel: New Belmont Range. 
Unit Burners: 1 Hi-Speed Calrod 84 


in. 2100 watts; 2 Hi-Speed Calrods, 
6% in. 1200 watts each; 1 Thrift 
Cooker: 625-125-100 watts; 2 fast 
heating open coil oven units upper 
1800/400 watts, lower 2000 watts 
connected to give preheat 3800 watts, 
bake 2400 watts, broil 1800 watts. 


Special Features: 1-piece table top and 


back splasher; large, easy sliding 
storage drawer; rotary type load- 
balancing switches; new temperature 
control; pilot light on switch panel 
to indicate when oven reaches de- 
sired temperature; large insulated 
oven, pebbled blue porcelain enamel 
with embossed rack supports; oven 
vent through back splashers; single 
switch controls both oven heating 
units; Hi-Speed broiler with blue 
porcelain enameled pan and charcoal 
type rack; appliance outlet on back 
splasher; Molded Textolite door and 
drawer handles; automatic oven tim- 
er-clock may be added at slight ad- 
ditional cost; white porcelain enamel 
finish.—Electrical Merchandising, 
January, 1937 


v 
BURGESS Flashlight 


Burgess Battery Co., Freeport, Ill 
Device: Safety-Lite flashlights. 
Description: New line insulated flash- 


lights; non-conductive cases; pli- 
able rubber fittings on head and end 
cap give water-tight assembly 
streamline design.—Electrical Mer- 
chandising, January, 1937. 


NORGE Stokers 


Vorge Heating & Conditioning Diwv., 
Borg-Warner Corp., Detroit, Mich. 


Device: 2 new stoker models S-30-6, 


S-50-6. 


Description: Precision gears of 


chrome nickel steel are featured 
in these new stokers; master con- 
trol eliminates possibility of over 
heating; pilot fire control keeps 
very small fire in mild weather; 
steel stoker fan balanced to impose 
no strain on motor and will deliver 
300 cu.ft. air for every cu.ft. coal 
fed to fire; Model S-30-6 has ca- 
pacity of 30 Ibs. coal per hr.; 320 to 
370 lb. hopper capacity; boiler h.p. 
6; radiation of 600 sq.ft. steam and 
900 sq.ft. water; 3 coal feed ad- 
justments; rectangular retort; gray 
and black wrinkle lacquer and 
aluminum finish. Model S-50-6, has 
capacity of 50 Ibs. coal per hr.; 
400 lb. hopper capacity; boiler h.p. 
10; radiation of 1000 sq.ft. steam 
and 1500 sq.ft. water; 5 coal feed 
adjustments; round retort; gray 
and black enamel finish; both mod- 
els equipped with | h.p. stoker mo- 
tor. — Electrical Merchandising, 
January, 1937. 


G-E Unit Kitchen 


General Electric Co., Appliance & 
Vdse. Dept., Nela Park, Cleveland, O. 


Device: Unit kitchen with standard- 


ized pre-fabricated and inter- 
changeable units to fit any kitchen 
plan. 


Description: Adaptable to one-wall, 


L-shaped or U-shaped kitchens; 6 
basic sections:—range, dishwasher, 
sink, refrigerator, base cabinet and 
a corner section; each section has 
4 divisions—top storage cabinets, 
lighting strips, back splash wall 
panel and base units of drawers or 
appliances. Dishwasher section uses 
top opening dishwasher and con- 
sumes entire base unit space; sink 
section may be used with G-E Dis- 
posall or with storage drawers; 
base cabinet section for storage 
spaces and work surfaces; range 
section used with either 3 or 4 
burner range with standard size 
oven; corner section is used in cor- 
ners of L-shaped kitchen. Maxi- 
mum height of complete section 
884 in.; work surfaces one height; 
top storage cabinets one size; 
lumiline lamp lighting strips used 
between wall panel sections and 
top storage cabinets——Electrical 
Merchandising, January, 1937. 


ABC Washers 
Altorfer Bros. Co., Peoria, IIl. 


Model: ABC Spinner 177. 
Description: Porcelain tub with 4 


sets of deeply embossed clothes 
flexers; ABC French type agi 
tator with rubbing surtaces on 
wings and base; solid wall, 1-piec 
porcelain spinner basket of double 
bearing construction (2-point su; 
pension) 18 gal. water capacity 

washes and damp dries 8 Ibs. clothes 
simultaneously; revolving turret 
turns freely to any position, returns 
suds to washer tub or rinse water 
to stationary tubs; 3 h.p. Westing 
house oversize, rubber mounted 
motor; automatic drain pump; 


stream-lined styling throughout. 

Three wringer type models, 157, 
137 and 117 and 2 farm models, 
137-G and 117-G, are included in 
1937 line. 157, heavy duty washer 
equipped with new  all-aluminum 
wringer with finger-tip control; 
new ABC French type agitator 
washing principle ; 117 equipped with 
ABC heavy-duty wringer, finger- 
touch clothes feeder, French type 
agitator, etc. 

ABC Heavy Duty Farm model 
137-G, extra large capacity and 
117-G, standard capacity Farm 
washer equipped with Iron Horse 
4-cycle gasoline engine complete 
line. — Electrical Merchandising, 
January, 1937. 
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TELECHIME Door Chime 


Telechime, 
Carew Tower, Cincinnati, O. 


Model: Universal model 22-U. 
Description: Bar chime sounds 2 


musical notes for front door (or 
main signal point); single note for 
back door (or subsidiary signal 
point) ; more compact than previous 
Telechime models—54 in. wide, 6! 
in. high, 24 in. deep; ivory enamel 
finish with brass trim, or robin’s 
egg blue; statuary bronze finish 
available at slightly higher cost: 
connects directly without alteration 
or special equipment with existing 
front-door bell wiring; mounted 
directly on wall. 


Price: $5.95 for front and back door 


chime; $4.95 for front door only.— 
— Merchandising, January, 
1937. 
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from air; streamlined remote con- 
trol switch. 
il. Prices: Standard 3-speed fans $90, 
$100 and $125; standard single speed 
h 4 fans, $65, $75 and $85. “Junior” 
thes models $50, $55 and $65. De Luxe 
agi model $75; 20 in. Exhaust unit with 
on shutter, 3 speeds, a.c. and d.c. $115; 
single speed, a.c. only, $95; 12 in. 
ble Junior exhaust with shutter, a.c. and 
sus d.c., 3-speeds, $75; 20-in. Filtered TO ESTABLISHE 
ity Intake, a.c. and d.c. 3-speeds, $145— KATO Power Plants a 
thes laa Merchandising, January, Kato Engineering Co., : QUALITY 
727 S. Front St., Mankato, Minn. 
ater Device: 110 volt, 60 cycle, single 
ing . phase a. c. farm light and power 
nted HOTPOINT Refrigerators plants. Models 20A, 22A, 12A, 24A, S 
26A, 28A and 30A. INCE 1898, 
DP; Edison General Electric Appliance Co., 
5000 W. Taylor St., Chicago, Ill. Description: Model 20A and 22A One Minute hasbeen 
the crank from one 6-volt battery; b 
Model 12A cranks from two 6-volt een manutacturing 
4 Imperial Flatop models. batteries; all other models crank quality washers. Striking 
Description: Thermometer suspended with 3 to 5 batteries; cranking fea- 
from shelf shows zone between 32 ture made possible by use of heavy beauty has now been 
50 degs. excitation winding. Plants be added to this long estab- 
siding shelves in all models excep’ equi with remote control to 
3 and 4 cu.ft. and 5, 6, 7 cu.ft. spe- aor =, stop from convenient lished reputation for finest 
cials; all models except 3 cu.ft. places by pressing push button; quality and top performance. 
equipped with porcelain vegetable plants up to and including 2000 
pans; 2 — aL cu.ft. size; — watt model use 40 cycle aircooled Modernistic, streamlined de- 
minum and rubber ice trays; her- magneto ignition single cylinder en- . . . 
metically sealed units; stainless odes tts socal governor sign is apparent in every de- 
steel Wardrobe assures minimum voltage variation tail of Model 448, illustrated. 
rior light in all but 3 cu.ft. model; abinet between no load and full load. : 
glass dishes, water bottles, egg and Gill Electric Mfg. Cor Prices: From $158 for 20A, 300 watt Note the beautiful eweep of 
t. larger Calif model to $490 for 30A, 2000 watt the legs; the modernistic de- 
57 mperial models; Standard and De model. Electric starting hand 
ie Luxe models have Glyptal exteriors ; Device: All-electric infant $ apparel switch $12 extra; por control “gn of enclosed wemges post 
4 in Imperial models, porcelain exteriors. $35 extra—Electrical Merchandis- and head; the new type lid 
__Blectes i ntain in a 
heated condition all infant’s apparel and tub, and the largest alu- 
eal - ; 7 24 hrs. a day. minum agitator that is used 
ator Description: Walnut cabinets in 2 on anymake of washer today 
with sizes: semi-portable design for 3 
iger- easily removal from room to room Any model is available with 
type or for traveling; and larger, de : . 
luxe model for nursery use on \ Briggs & Stratton engine. 
1odel rubber tired wheels; Cabinets are : Write or wire for informa- 
and equipped with white metal, steel- : 
lorm shelved interior compartments ; high tion on the complete 
lorse and low selector switches, night me 1937 profit-making One 
plete lights. Larger model also equipped ; iat Sonal h 
cine, with circulating heater which may ne Minu © of washers. 
be used to heat immediate surround- 
ings while baby is being bathed.— : 
— Merchandising, January, MIRRO Aluminum Pans 
Aluminum Goods Mfg. Co., Mani- 
towoc, Wis. 
Device: New Mirro  Vapor-Seal 
ROTO-BEAM Air Circulators 
ae Description: Specially designed to 
Motor Service & Mfg. Co., fry chicken, also ideal as Dutch 
3300 Indiana Ave., Chicago, IIl. Oven for top-range roasting; con- 
Device: Roto-Beam air circulating sists of 2 extra-heavy fry pans 
fans and exhaust units. one that inverted 
Description: Ai it becomes Vapor-Seal Cover; 
models in 18, 20 and 24 in. sizes; satin finished bottoms for efficient A 
a.c. single speed models also avail- heating.—Electrical Merchandising, 7) 
able. “Junior” models 8, 10, and 12 January, 1937. 3 
d.c. in 3 speeds and a 4) 
2 in.!De Luxe model. 
Exhaust units consist of Self- 
: contained ventilator with automatic UNUSUAL OPPORTUNITY 
motor; sim- G-E lroners FOR 
ple to install—entire unit is held in 
a place in a square opening in wall by General Electric Co., Radio and 
four bolts; maintains constant circu- Appliance & Mdse. Dept., . 
is 2 lation of fresh air. Filtered Air Bridgeport, Conn. Refrigerator Salesmen 
(or Intake filters dirt, dust and pollen Models: AR-12 and AR-13 rotary- 
Description: Both models similar ex- ond 
vious cept AR-13 is equipped with adjust- 
able thermostatic heat control and tunity’ for “shove A's 
1amel convenient utility table top. Knee average. The soundest and most complete L WAS 
and fingertip control; 26 in. floating HER 
finish roll moves to ironing shoe instead of Magy 
cost latter moving to it; safety release cities. “Write in full confidence giving E 
— roll = shoe; roll w Co 
makes it possible to use ironer tor Minute asher 
pressing also; 1320 watts; 1/20 Majestic Radio and Television Corp. wie aa: 
door h. p. motor; green lacquer finish. 600 WEST ADAMS ST NEWTON, IO : 
Price: AR-12, $69.95; AR-13, $79.95. 
juary, —Electrical Merchandising, Janu- CHICAGO, ILL. 
ary, 1937. 
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ACCIDENTS WILL HAPPEN 
But what of it?... the finish is DULUX 


DULU<X is a past master at absorb- 
ing punishment. 

That’s one reason why a DULUX 
finish helps sell refrigerators faster. 
But it’s only one! 

A refrigerator finished with DULUX 
adds brilliant beauty to any kitchen. 
It’s a whiter finish . . . and it stays 
whiter. DULUX stands up under years 


It’s by popular demand that more 
than 3,000,000 refrigerators today are 
finished with Du Pont DULUX. 

Send for a free booklet about DU- 
LUX. It contains many a handy selling 
hint. Write for “Selling Made Easier 
With DULUX.” Address: E. I. du Pont 
de Nemours & Co., Inc., Finishes Di- 
vision, Wilmington, Delaware. 
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HERE’S ANOTHER REASON WHY . 

DULUX IS SUCH A HELP . 
IN SELLING REFRIGERATORS t 

a 

t! 

0 

Ss 

The head of the house_ of hard service and keeps its original ; 

may smack @ beer can by accident fine appearance. It is highly resistant P 
against the gleaming DULUX finish to turning dingy and yellow with age, ¢ 
on the wife’s refrigerator... but who chipping, cracking, corrosion, bumps — l 
cares? and knocks. 
I 
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By W. C. Farmingdale 


The Servel Hermetic was a popular 
seller some eight years ago. There 
are many of these jobs in the field 
giving quiet, economical service. 

The unit makes use of a capillary 
tube as a liquid control device and is 
charged with 15 oz. of methyl-chloride. 

The most frequent cause of an in- 
operative unit is a broken capillary 
tube. When the capillary breaks, the 
unit loses its charge. It will run con- 
tinuously but will produce no _ re- 
frigeration. 

The job of replacing the capillary, 
discharging, recharging and _ testing 
can be done in about four hours. 

The unit is removed from the cabi- 
net by removing the back of the 
cabinet and removing the angle iron 
which holds the unit to the base of 
the cabinet. Before pulling out the 
unit, remove the porcelain coil baf- 
fles and disconnect the switch lever 
arm by pushing back on the spring 
which holds the switch knob to the 
lever arm. The unit will now slide 
out of the back of the cabinet. 

Before starting to work on the unit, 
test for a leak with the halide torch. 

When the leak has been located, 
take the unit out of the shop, put on 
a pair of goggles and unsweat the 
sealed charging lines on the suction 
and liquid lines and discard them. In 
their places sweat in two 12” lengths 
of 7%” tubing and attach a gauge test 
set to them. 

Repair the leak. In the case of a 
broken capillary tube, unsweat the 
capillary tube from the freezer. Cut 
the other part of the capillary so that 
about 6” of capillary is left on the 
coil side of the unit. Obtain a capil- 
lary tube (one from a 5 cubic foot 
Crosley will do) and cut it between 
the two coils of tubing. Obtain a 
piece of 4” brass rod about 4” long 
(a brass screw would do in a pinch) 
and drill a #%” hole through it. 

Take the smaller coil of the capil- 
lary and using steel wool, clean about 
2” of tubing on each end. Push one 
end of this tubing at least 1 inch into 
the hole in the freezer. 

On these jobs, the suction line is 
sweated into the freezer directly under 
the capillary tube. If the capillary 
tube is not at least 1” inside the 
freezer, the liquid methyl chloride will 
pass directly from the capillary tube 
into the suction line and the freezer 
will not frost up. The compressor will 
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be in danger because it will be pump- 
ing liquid instead of gas. 

Now shine up the cut end of the 
old capillary. Before sliding the home- 
made bushing over the 2 ends of 
capillary to be joined, smudge the 
very end of each tubing with lamp 
black to prevent solder from closing 
the hole in either tube. Slip the two 
ends into the bushing, flux the bushing 
and sweat the three pieces together. 

Next, flux the coil and sweat the 
capillary tube to the coil. 

Open both valves on the gauge set 
and connect a vacuum pump to the 
middle leg of the set. Pull a 25” 
vacuum on both high and low sides 
of the system. 

Close both gauge valves and discon- 
nect the vacuum pump. In its place 
hook up a drum containing 14% of 
methyl chloride. Purge the connecting 
line and stand the drum right side up 
(valve at top). Open the drum and 
both gauge valves. 

The entire system will be under 
about 70% gas pressure. Test all 
joints with the halide torch. 

When the system is tight, close the 
drum valve, invert the drum and heat 
the drum with a torch. When the 
drum is hand warm, open the drum 
valve and the high side gauge valve 
and pour the entire contents of the 
drum into the system. Close the high 
side valve and the drum valve and 
start the machine. 

Wrap a blanket around the coil and 
allow the job to cycle about a dozen 


times. The job should cut out at about 
5% with the switch set in the warmest 
position. It should cut in at about 
21%. 

When the job has cycled about a 
dozen times, allow it to defrost and 
test it again with the halide torch. 

If no leaks show up, take a pinch 
off tool and pinch each gauge line 
twice. Remove the gauges and solder 
the ends of the gauge lines. 


REPAIRING FRIGIDAIRE 
WATER-COOLED 
CONDENSERS 


By W. G. Christie 


During the winter months, the re- 
frigeration shop is often called upon 
to repair stuck-up, water-cooled com- 
pressors. The compressors stick up 
because the water coils in the con- 
denser freeze and burst, thus letting 
water into the SO,. 

These condensers are very expen- 
sive to replace. The condensers used 
on Frigidaire models N, C, Y, and 
5100 can be repaired in the small shop 
provided the shop man is willing to 
spend about 8 hours on the job. In 
most refrigeration shops, an eight 
hour job is most welcome in the 
winter season. 

These condensers are made up of 
an 8” steel cylinder with 2 flat end 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 
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covers. The end covers are slightly 
less than 8” in diameter. The cylinder 
is peened over on the ends so as to 
hold the end covers in place. The 
end covers are then completely cov- 
ered with solder to form gas tight 
joints. 

There are 2 connections coming out 
from either end of the receiver. One 
is for the liquid line valve, the other 
for the gas line that carries SO, gas 
from the head of the compressor to 
the receiver. In use, the cylinder 
contains liquid SO,. Inside the cylin- 
der there are 2 concentric coils of 4” 
tubing connected to 24” pipe nipples. 
Water flows through these coils and 
cools the gaseous SO, making it con- 
dense into a liquid. 

In order to replace the water coils 
and to effectively clean out the re- 
ceiver, both end covers must be re- 
moved. To do so, heat the end cover 
with either a gasoline torch or a 
prestolite torch until the solder starts 
to run. With a rag, remove as much 
solder as possible. 

If the shop boasts of a lathe, some 
hard manual labor may be avoided. 


Liquid Standpioa inaitte 


receiver 


Locate the approximate center of each 
end cover and mark them with a 
center punch. Set the receiver up in 
the lathe, using the head chuck and 
the tail stock center. Cut the peened 
edge off the receiver and remove the 
receiver from the lathe. Strike the 
sides of the receiver smartly with a 
heavy hammer until the solder is 
broken away from the end cover and 
the end cover falls away from the 
receiver. 

If a lathe is not available, the 
peened edge must be chiseled off. First 
heat the receiver end and wipe all the 
solder off it. After the receiver has 
cooled, take a hammer and cold chisel 
and chisel off the peened edge. When 
using the chisel, always aim the 
hammer blows toward the center of 
the receiver and not from the center. 
If the edge is chiseled outward, the 
cylindrical contour of the receiver 
will be destroyed and you will have 
a hard time resoldering the end cover 
to make a gas-tight joint. When the 
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edge has been chiseled off, strike the 
sides of the receiver smartly with a 
heavy hammer until the solder is 
loosened and the end cover falls off. 

When both end covers have been 
removed, take a small tubing saw and 
cut the ends close to the 
receiver wall. Remove the water coil. 

Scrub out the cylinder thoroughly 
with wool until all scale and 
have been removed. Wash 
the cylinder in white gasoline to re- 
Then 
heat the cylinder to about 200° with 


water coil 


steel 
carbon 


move all steel wool and carbon. 


a gasoline torch or on a gas stove so 
drive all moisture out of the 
pores of the metal. 

Take a 4” or a 33/64” drill and 
drill out the connections to 
the cylinder where the tubing was cut 
off. 

Buff both end 
covers until they are bright and clean. 

Take the water coil and sweat two 
pieces of 4” tubing (about 8” 
to both ends of the water coil. Install 
a 4” flare nut on a piece of tubing 
and pinch the other shut. Then apply 
air pressure to the water coil and 
submerge the coil in a bucket of 
water. In this way the leak in the 
coil can be found. If the coil can be 
repaired easily, clean the leaking spot 
with steel wool and install a patch 
over the bad spot in the tubing. 

Most of the time, in the case of 
freeze-ups, the water coil will be 
burst in so many places that it is 
beyond repair. When a coil is found 
in this condition it must be replaced 
by a new one. 


as to 
water 
sides of the 


two 


long ) 


Get a 6’ length of 3” pipe. Cleanup 
it in the vise. Get a 50’ coil of 4” 
tubing; leave about 2’ and start to 


wind it around the pipe, taking care 
to wind it tightly and taking care to 
have each turn close to the preceding 
turn. Count the number of turns in 
the old coil. When this number has 
been wound on the 3” pipe, obtain 
a piece of 12”x12” copper. Wrap this 
over the last turns and start to wind 
the second layer of tubing back over 
the first. As the end of the 12x12” 
is approached, pull the 12x12 out so 
that the tubing is always wound over 
the 12x12. When the coil is finished 
should be about 2’ left with 
which to make connections to the re- 
ceiver wall. Cut the ends to the right 
size, shine them with steel 
tin them with 95-5 solder. Sweat the 
lines into the Install 
fittings in the receiver holes and apply 
1008 air pressure to the coil. Test 
for leaks with oil at the sweat con- 
nections. 


there 


wool and 


receiver holes. 


When the water coil is properly in- 
stalled, sweat the end covers back onto 
the receiver. In doing so, heat the 
end cover in the center until the 50-50 
wire solder melts when touched to the 
end plate. While heating the cover, 
keep fluxing it with killed sulphuric 
acid. Gradually work the heat out to 
the edges. Heat both cylinder and end 
cover before attempting to solder the 
edges. 

When the covers are soldered, allow 
them to cool by natural radiation. If 
they are cooled too quickly, the end 
covers will shrink and break the solder 
away from the edge. 

To test for leaks, apply a pressure 
of 100% per square inch to the re- 
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ceiver and submerge it in a pail of 
water. Mark the location of leaks. 
Resweat the edges at the places where 
the leaks occurred. It is not un- 
common to have to resweat the edges 
8 or 9 times before the receiver is 
gas tight. Of the 8 hours needed for 
the job, at least 3 hours are needed 
to sweat the end covers. 


WASHER HINTS 
By E. A. Wight 


Washing machine motors which are 
hard to oil seldom get the proper 
amount of lubrication and trouble de- 
velops because of this continual abuse. 
I run two } inch copper tubes from 
the oilers to the outside edge of the 
tub so that oiling may be accomplished 
without the aid of a contortionist. 

Some washers are not equipped 
with switches and shocks are com- 
mon when an ordinary lamp drop is 
used to turn them on. I avoid this by 
making up a switch board comprising 
a switch and a socket. The board is 
connected to the line through a stand- 
ard cord and the machine plug is in- 
serted in the socket. 

I was recently called upon to repair 
a washer and found that because the 
neighborhood had no sewers water 
had to be carried out of the basement 
after each washing. An old automo- 
bile water pump fastened under the 
machine and run by a belt and pulley 
system from the motor was pressed 
into service. The belt driving the 
pump is slipped off while washing is 
in progress. F 


OXIDIZED HEATER SOCKETS 
By J. F. Hiatt, Jr. 


Electric heaters of the reflection 
type frequently develop trouble in the 
socket holding the element after being 
in service for some length of time. 
Heat takes the temper out of the metal 
forming the threads and the socket ex- 
pands, producing a loose fit. And the 
metal threads also oxidize, introduc- 
ing some contact resistance. 

Additional service can be obtained 
from a heater in this condition by 
cutting three thin strips of brass or 


copper § inch wide and the same 
length as the metal of the socket 


screw, then inserting these strips be- 
tween the metal and the porcelain of 
the socket. After inserting the strips 
clean the center contact of the heating 
element and screw it back in place. 


IRON ELEMENT REPLACEMENT 
By Fred P. Steinmetz 


Very often a cheap electric iron is 
brought to the shop with its long, 
coil-spring type element burned out. I 
replace these with flat copper-clad 
elements with satisfactory results. 
Mica insulation is used at points 
where any possibility of a short 
occurs. 


MAKES and MODELS 


to approximately correct temperatu:, 


APEX ROTOREX (1932) Re- 
frigerator)—Gas leak at expansion 
valve . . . Check for split flare nut 


at liquid side of expansion valve. 
Manufacturer used nut with thin 
walls. Replace with standard 4-inch 


flare nut. 


APEX ROTOREX (Refrigerator) 
—Machine frosts back to crankcase, 
box temperature very low . . . Check 
for loose switch bulb, or for stuck 
switch contacts. Machine runs con- 
tinuously, no refrigeration, coil sweats 


slightly Install back-pressure 
gauge. If back-pressure is above 
5%, close liquid line valve. If back- 


pressure comes down and coil starts 
to frost, change the expansion valve. 
The expansion valve is stuck open 
and allows too much refrigerant to 
enter the coil. When a stuck open 
valve is found, with the adjusting 
screw broken off, be careful in quot- 
ing a repair price. If a bad valve 
has sucked in moisture the needle 
may be corroded and the compressor 
may stick up when pumping down 
to replace the valve. It may be neces- 
sary to clean out and de-hydrate the 
system. 


AUTOMATIC ELECTRIC 
(Switch on Individual Water-Supply 
System)—Out of adjustment so that 
motor stalls before cutout switch is 
thrown. With pressure full on and 
motor starting to stall tighten adjust- 
ment screw just enough to make the 
trigger mechanism spring over to the 
center. Lock the adjustment screw in 
place here. 


CROSLEY (1934 and 1935 Refrig- 
erators)—Long running time, exces- 
sive cost of operation . . . This is 
often caused by a shortage of refrig- 
erant. Install a low side gauge and set 
the switch in No. 1 position (normal 
operating position). When the ther- 
mostat switch stops the machine, the 
back pressure should be between 5 and 
6 inches. If the back pressure is 
lower, add gas until the machine cuts 
out at 5 inches. Test the machine for 
leaks. The commonest source of a 
leak is at the capillary tube at the place 
where the capillary enters the cabi- 
net. In order to replace the capil- 
lary, the unit must be discharged. The 
capillary is secured to the condenser 
and the evaporator by means of 
squeeze fittings. 

Air in the system will also cause long 
running time and high cost of oper- 
ation. Air in the system can be de- 
tected by a high head pressure when 
the machine is idle. Purge the air 
into a solution of lye water until the 
idle head pressure corresponds with 
the saturation pressure of SO, as 
shown by a saturation chart for SO,. 
When air is found in a system, install 
a gauge set and bypass the head pres- 
sure into the low side of the job and 
test for leaks. Generally the leak shows 
up at the compressor stuffing box. 


FRIGIDAIRE (Cold-Whirl Evap- 
orators)—Adjustment for maximum 
efficiency . . . When the box is down 
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install a back-pressure gauge an 
open the thermostatic expansion va! 
thus frosting the first tube of tie 
dryer coil. This coil is located he- 
hind the fan motor. Note the gauge 
reading and then set the low pressure 
switch to cut out the machine 1% 
2-inches below the present gauge 
reading. Allow the machine to ope: 
ate 24 hours before making the fina! 
adjustment. If the dryer frosts back 
more than one tube on the final ail- 
justment close the thermostatic valve 
until only one tube is frosted. 


FRIGIDAIRE (Ice Cream Cabi 
net)—Ice-cream soft, compressor ok 
Check for frozen brine. lf 
brine is frozen syphon off all old 
brine and refill the cabinet with new. 
Mix the brine in a barrel or other 
large container. Use 4 Ibs. of calcium 
chloride to every gallon of water. 
Allow the solution to stand for 24 
hours before pouring it into the cabi- 
net. This is done to allow the heat 
generated by the chemical reaction 
of calcium chloride and water to be 
dissipated. 


FRIGIDAIRE (Super 33, 34, 35 
Refrigerator—Continuous switch trou- 
ble on dc. types. ... Check the 
switch to see that a blowout coil is 
connected in the circuit. The blowout 
coil produces a magnetic field in the 
vicinity of the switch contacts. This 
field extinguishes the arc at the switch 
when the switch opens. Many jobs 
have been changed from a.c. to d.c. 
Some of these did not have the blow- 
out coil installed at the time of the 
change. 


FRIGIDAIRE (S,G,A, Refrigera- 
tors)—Motor hums but won't start. 
io Change brushes, check commuta- 
tor for rough spots. Stone and then 
polish commutator. On jobs equipped 
with Century motors, remove the 
screw that holds the brush holder in 
place and revolve the brush holder one 
turn clockwise. This, in effect, 
lengthens the brushes. 


KELVINATOR (Brine Tank Re- 
frigerator)—Job runs _ continuously, 
coil frosts halfway up the sides .. . 
Check brine tank for leaks. Determine 
whether alcohol brine or glycerine 
brine is used and add brine until 
level is within 4-inch of filler hole 
cap. 


KELVINATOR (Ukon Refrigera- 
tor)—Job runs continuously, no re- 
frigeration, back-pressure below 20- 
inches . . . Liquid line strainer at the 
float valve is probably plugged. On 
these jobs the liquid line is sweated 
into the receiver shut-off valve. The 
only way to get rid of the liquid SO, 
which lies in the liquid line is to 
unbolt the connection flange at the 
coil and allow the liquid to escape 
into the cabinet. Try to sell an over- 
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JUST. the-LITE| 
Clamp-on Lamp 


A $1.25 RETAILER 


A LAMP WITH 
ALL THESE 
SELLING POINTS 
a $1.25 RETAILER? 


“Impossible,” you'll say. 
And you're almost right. 
Up to now, it was im- 
possible to turn out a 
quality clamp-on lamp 
at so low a price, but 


A WALL LAMP - A TABLE LAMP 
A SHAVING LAMP - A BED LAMP 


all in one 


Rubber guards prevent scratches on 
furniture. Adjustable arm to throw 
light in any direction. Arm and 
base in baked enamel walnut, 
maple, ivory, green, blue, orchid or 
white. Chromium plated stem and 
clamp attachment. Patented. Wiring 
assembly Underwriter’s approved. 


we've perfected our pro- 
duction to the point Wherever the Just-the-Lite is carried 


sete a its fame is spreading like wild- 
inte acnpenfr fire—it is selling as fast as it is stocked. 
$1.25, but make a sub- A word to the wise dealer is sufficient! 


stantial profit for your- Yourwholesalerwill supply you, or write 
self, as well! direct for sample and dealer's discount. 


Note to Wholesalers: Quotations on request 


T. BAUMRITTER CO., INc. 


Dept. E.M. 1 171 Madison Ave.ive, New York 


E YEAR 1937 promises the greatest and 
most substantial prosperity the electrical 
industry has enjoyed in many years. Let us 


have illimitable faith in that promise and pool 


our resources in the effort to make it a reality. 


Nachrome 


TRADE MARK RES. U.S. PAT. OFF. 


DRIVER-HARRIS COMPANY, Harrison, N. J. 


Clevelend Chicago Detroit Engiond France Waly 
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haul. If this can’t be done, clean the 
coil-strainer with a rag saturated in 
carbona and unsweat the liquid line 
at the receiver. Sweat in a short 
length of tubing and between this 
tubing and the liquid line, install a 
liquid line filter. This filter will catch 
most of the carbon before it gets to 
the freezer. 

Some servicemen remove the float- 
screen to effect a repair. This prac- 
tice leads to a more expansive repair 
in the near future. Carbon will prob- 
ably cause a stuck-open float. On this 
model, in order to change the float 
the entire coil must be changed be- 
cause the float valve is sweated into 
the coil. 


KELVINATOR (Refrigerator 
Compressor Valves) — Compressor 
valves so vigorously back-seated by 
former servicer that they cannot be 
budged, valve stems would probably 
shear off first . . . Loosen the pack- 
ing gland nut and heat the valve body, 
being careful not to heat the valve 
stem, with a presto-lite torch. While 
applying heat keep a strain on the 
valve stem. When you are through 
using the valves install the valve plugs 
and then crack the valves back. Do 
not leave them back-seated. 


KELVINATOR (Brine-Tank 
Jobs)—Motor runs but tank does not 
frost after running several hours... 
Install gauges and check for a bad 
discharge valve and for a bad piston 
valve. If the flapper valve is bad, the 
compressor will slowly pull a 20 Ib. 
vacuum, but it will not hold the 
vacuum when the compressor is 
stopped. If the piston valve is bad the 
compressor will not pull a 20 Ib. 
vacuum. The piston valve often 
splits on these models. Before re- 
placing the valve disc, wipe the valve 
seat clean and oil both seat and disc. 


INGRAHAM (Self-starting Clock) 
—Damage caused by effect of elec- 
trical storm on lines—Both coils may 
be shorted, generally where outer 
connection to leads are folded back 
over outer winding turns of coil. 
Some turns shorted through folded 
back connection. Remove damaged 
turns and solder on and insulate new 
leads. Re-assemble. 


MAJESTIC (50, 51 Refrigerators) 
—Overload device keeps cutting out, 
motor and compressor ok . . . Install 
head gauge and check for high head 
pressure. (When installing gauges 
in these models note that the service 
valves work in a direction opposite 
to that used by other manufacturers. 
That is, to close off the gauge port 
run the valve stem all the way in.) 
Allow the machine to stand 15 min- 
utes. If the head pressure is still too 
high, purge air out of the high-side 
gauge port. Test for leaks on the low 
side of the system. If head pressure 
drops to normal in 15 minutes check 
for a dirt-blocked condenser, for a 
piece of paper blocking the condenser, 
or for poor circulation because the 
cabinet is too close to the wall. 


Be ready... 
TO SUPPLY THE 
DEMAND 


NATION-WIDE ADVERTISING 


now being placed will create an in- 
creased demand for Faries Commer- 
cial Lamps. Business Papers and 
General Magazines appealing to 
Business Executives are being used. 
The Guardsman—Faries Natural 
Light—and other Modern Styles will 
be featured. Cash in on this pro- 
gram. Check up and replenish your 
stock of Faries Lamps now. 


Model 2242 
List $13.50 


FARIES COMMERCIAL LAMPS 


in new, modern styles and striking 
finishes will in themselves attract 
many buyers, but sales do not depend 
on these alone ... Faries Lamps 
offer correct illumination, with ex- 
treme efficiency. Their scientific 
design permits proper control of 
light distribution and offers real pro- 
tection to eyesight with a new seeing 
comfort to office workers. Faries 
Lamps shed a strong, yet restful 
light . . . free from glare .. . free 
from shadow ... a light closely ap- 
proaching daylight in texture. They 
come in a wide variety of styles and 
finishes, at prices to meet any need. 


FARIES 
NATURAL 
LIGHT 


An ideal general office lamp... 
clamps or screws to edge of desk 
or table, leaving the top clear for 
work . . . is adjustable and swings 
freely to right or left to permit 
shifting of work. They come in a 
variety of styles at various prices. 
Shown is No. 1989, furnished in 
Satin Nickel or Bronze at $11.00 
list price. 


The Faries Line of Commercial Lamps in- 
cludes many models for both general and 
executive office use. Catalog and prices will 
be gladly sent on request. 

RRR ERE REE ERE LER EEE EEE EEE EEE 


FARIES MANUFACTURING CO. 


and S. Robert Schwartz Div. 
DECATUR, ILLINOIS —EM 


Please send full details about Faries Com- 
mercial Lamps as Nationally Advertised to 
Business Executives. 


Name 
City 
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HOT WATER BY WIRE 


INSURES SUCCESSFUL APPLIANCE SALES 


Follow through when you sell washers, 
ranges and kitchen appliances. 


ELECTRIC 
WATER 
HEATERS 


provide the hot water needed to make 
this equipment effective—to keep it 
sold 100%. Hot 
water saves time 
and money. Every- 
one needs it — for 
cooking, for wash- 
ers, for bath— 
every hour of the 
day. 


See description of 
the new 1937 line 
of Sepco Electric 
Water Heaters on 
page opposite. 


AUTOMATIC ELECTRIC HEATER COMPANY 
POTTSTOWN, PENNA. 


filabama DEALERS 


GENERAL @ ELECTRIC 
WASHERS and IRONERS 


The Line That Sells FOR You 


y 
MATTHEWS ELECTRIC SUPPLY CO. 


1823 First Avenue Birmingham, Alabama 
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Birmingham, Ala. 


60,000 domestic customers 
bought $3,123,087 worth of 
appliances in 1936 


great comeback for the South’s 
A industrial city of Birming- 

ham is revealed in electric 
appliance sales figures for 1936. 
Sales total for 1935 were considered 
good but 1936 leads all along the line. 
With all her heavy industries such 
as steel plants, blast furnaces, coke 
ovens and cement plants running full 
tilt and the U. S. Steel Corporation 
announcing the expenditure of $29,- 
000,000 in the city for new plants, 
the city will forge further ahead in 
1937. 

Electric refrigerator sales for 1935 
reached a new high, being one of the 
highest in the country per capita of 
population, but 1936 went higher. 
Washer, cleaner and stokers sales 
doubled over 1935. An intensive range 
campaign for the first time netted 
an increase of over 300 per cent. A 
campaign stressing the slogan “Your 
Family Needs a Second Radio,” 
helped push radio sales up nearly 
50 per cent. 

An expanded dealer cooperative de- 
partment of the Birmingham Electric 
Company helped to register new high 
in sales. This department helps deal- 
ers in many ways even to helping 
train salesmen and furnishing home 
service workers to conduct cooking 
schools. Incidentally the department 
monthly gathers sales statistics from 
each dealer. 


Major Appliance 
Sales for 1936 


Total major appliance sales in 
Birmingham for 1936 as compared 
with 1935 follow: 


JANUARY, 


1935 1936 
7,730 7,973 
63 201 
Stokers, oil burners........ 138 233 
9,277 13,850 
3 


Estimated degree of saturation of 
major appliances: 


80% 
43% 
15% 


Number and type of retail outlets 
serving major part of public on major 
appliances : 


Department stores ..................- 7 


The number of appliance distribu- 
tors in Birmingham. 
Appliance distributors—9 


Average residential 
annually, 684K WH. 

Number of residential customers 
(all urban) 


consumption 


56,000 
Wired homes in 1936 60,600. 


Volume of electrical appliance busi- 
ness 


3,123,087 


Domestic rate schedule of Birming- 
ham Electric Company, known as 
“objective rate,” applicable to cus- 
tomers where bills show increase over 
“base use:” 


3.9 
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| 
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IMPORTANT MARKETS | inoex to apverrisers 3 
= THE NEW 1937 STREAMLINED 
anuary, 
P. 
Washington and ELECTRIC 
orfer Bros. Co........ . 34, 35, 36 
(Contioned from page 131) American Rolling Mill Co......... 88 HEATERS 
American Tel. & Tel. Co.......... 37 
American Weekly ................ 21 NEW ECONOMY FEATURES 
poe Apex-Rotarex Corp. .Inside Front C " 

In considering plans for the coming | automatic Genuine Cork Insulation, 3.7 inches average R 
year, Mr. Davis states: “Plans for | atic Ge thickness : 
the coming year will be acontinuation | = 
of those in effect during 1936, except | Bard & Barger, Inc............... 90 ®@ Vertical Heating Unit, fastest heating—long 
that we propose to broaden the scope Barlow & Seelig Mfg. NO cad 14, 15 life 
of our dealer cooperative program to Barton Corp. TELE 51 ° 
the extent of a more thorough cover- | Baumritter Co., T................ 143 @ Helical Cold Water ; 

Belden Mfa. C. Inlet — insures con- 
age of the territory. Through a closer jon Mig. 86 
contact we hope to get a more inten- Belsey Co., George............... 79 y 

sive support of the present dealers and 38 @“Vichrome” Baked 
in many instances will encourage the 52 Enamel Finich— 
establishment of new outlets, particu- Boss Washing Machine Co........ 40 kli roe 
Breckenridge, Inc. ........... 84 
larly in smaller communities. We are ‘ GO IMC. permanent 
especially anxious to have more active 128 
urns, Inc., Judson C............. 130 
outlets on ranges and water heaters A complete line of SQUARE Models for 
Meanwhile we will continue to pro- Celina Mfg. SD retrace ea ate 120 modern kitchen or mod nized basements; 
mote agrgessively the direct sale of all | Cole. Inc. R 
2 cc 39 15, 30, 40, 50, 66 and 80 gallon sizes. 
major domestic appliances with the | Commercial Credit Co........... 74 
exception of radios through the | Cook, Inc., E. Pulver.............. 31 A complete line of ROUND Models; 30, 50, 
medium of our own sales organiza- ag eee 126 66, 80 and 120 gallon sizes. 
tion. Copeland Refrigerator Corp...... 68 . 

“In a general way we will adopt a : a All models with galvanized copper-bearing 
policy of all-service selling, stressing wee Ae ~y «4 Div., General Mo- 28 steel tanks or 20-year-guaranteed tinned 
service rather than equipment. This Driscoll, Inc., L. w. 126 
will apply to our advertising and pro- } Driver.Harris Co. ..........2.00+. 143 | Send for complete information, prices and | 
— as ee to ae of our | gy Pont de Nemours & Co., E. 1... 140 literature. 
sales organization. Such a program 
should produce a greater over-all re- Easy Washing Machine Corp..... 44, 45 AUTO MATI C e LE CTR | C 4 EATE R C 0 M PANY 
sult in the way of sales, which in turn Edison G. E. Appliance Co... .53, 54, 55 POTTSTOWN. PA. 

36 pany and dealers. The company is Electrical Testing Laboratories. .... 132 
a enjoying principally the benefit of in- Fairbanks-Morse Home Appliances, 
533 creased revenue and the dealer greatly Ine. 92 National Electric % 
increased appliance sales. National Enameling & Stamping Co. 120 
552 “Major appliance quotas for 1937 Division, General Motors 
540) are as follows: Back Cover Norge Division, Borg Warner Corp. 103 t 
Furbay Sommer Co............... 79 Ochiltree Electric Co............. 121 
Appliance ome General Electric Co. 10, i, 66, 72, 73 Ohio Carbon Co 42 
1.400 600 81, 97, 147 One Minute Washer Co.......... 139 Oo T ty 
Water Heaters. .. 900 300 | G. E. Supply Corp.: 
3%o Refrigerators. ... 650 5,600 Allentown, Pa. .............. 4 Parts, Service & Accessories....... 146 
5% 950 5 ,000 Baltimore, Md. .............. 39 Patterson, fac. © 
800 Perry-Browne, Inc. ............... 67 
6, Cleveland, Ohio ............ 119 I Institut 
jor 1.E.S. Lamps.... 2,000 3,400 Kansas City, Mo............. 
27 “Due to the fact that communities 91 Proctor & Schwartz Electric Co.... 101 
“9 served are scattered over two states, ee 130 a 146 
general market information is not Oklahoma City, Okla......... 70 
35 available. However, we can report 82 
Re-New Sweeper Co.............. 146 
7 that business conditions in general are 119 28, 29 
very good and that we expect a con- 26 & 
tinuation of the upward trend during | Getz Power Washer Co........... 78 ae ne" alla lal 
1937.” Gibson Electric Refrigerator Corp. 124 Robertshaw Thermostat Co........ He 
Gould-Farmer Co., Inc............ 122 Schaefer Corp., ©. H............. 52 
on 128 NEW PRINCIPLE in 
Searchlight Section .............. 146 washing machine con- 
Harrison & Co., Philip H.......... Signal Electric Mfg. Co........... 43 struction — Kleen - Zoning 
Holland-Rieger Corp............. 109 
: 2 Stewart-Warner Corp. ........... 62 punch! Not just a “‘gadg- 
Thompson, Inc., W. L............ 110 ture,” but a tremendously 
si- International Nickel Co........... 129 a 123 vital improvement — con- 
” an Universal Cooler Corp............ 27 instantly appreciated. Ex- 
)87 Kelvinator Conpe......-+.+000+++. Valley Electrical Supply Co....... 122 clusive with Horton! Write 
Leonard Refrigerator Co.......... 16 = Virginian Electric, Inc............. 64 now for details of this dra- 
a Lovell Mfg. Co...... Inside Back Cover Voss Bros. Mfg. Co............... 85 matic principle—Kleen- 
1S- Majestic Radio & Tel. Corp....... 139 Westinghouse Electric & Mfg. Co.76, 77 a nom Separea 
rer Malleable Iron Range Co......... 12. Wiegand Co., Edwin L............ 41 ‘ 
& Matthews Electric Supply Co...... 144 Wilcolater Co. 108 HORTON MANUFACTURING CO. 
3.9 Merriam, Inc., A. Wayne.......... 31 Willman Electric Co.............. 146 3602 OSAGE ST., FORT WAYNE, IND. 
2.5 to do a little Montgomery, Inc., R. S........... 67 Woodrow Washer Co............ 83 
1.5 selling in Michigan. 
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SERVICES 


PARTS 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum char, KS $4.00. 
line in small black face type). Fractions of a line count as a line. , a. of! ty 
if full payment is made in advance for 4 consecutive insertions of undisplayed ads. 
DISPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in.; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one po Oy 
There are 4 columns—48 inches to a page.) 


REFRIGERATION 


Dependable service that enables YOU to give 
speedier service—and the lowest prices pos- 


sible. That's what you secure when you 
deal with “headquarters” for America's 
largest line, 


Write for catalog on your letter-head. 


(Branches: New York—Cleveland— 
St. Louls) 


ARMATURE 


REWINDING 
Motor Repair—All Types 


We stock vacuum cleaner parts 
Write for prices and Catalog 


WILLMAN ELECTRIC Co. 
12506 Dexter, Detroit, Mich. 


DUST BAGS 


VACUUM CLEANER DUST BAGS $28 per 
hundred. The best replacement bag on the 


VACUUM CLEA 
REPAIRED-REBU 


All Work 
Guaranteed 
— QUICK SERVIC 


Send your repair and 
rebuilding work to 
Re-New. Lowest 
prices on parts for al! 


kes. AlsoWas market. Universal Sales Syndicate, 130 No. 
Warren St., Trenton, N. J. 
WRINGER ROLLS. NEW ADS 


RE-NEW SWEEPER CO. 
9593 Grand River Ave 
Detroit, Mich 


WRITE FOR 
FREE CATALOG 


Toss Out The 
OLD 


It's Cosy With EXACT REPLACEMENTS 


You can never “replace” the hours you lose—trying to properly install 
a makeshift replacement. Why waste time and lose profits? REPLACE 
then any other line. 


New advertisements for the February issue 
of Electrical Merchandising should be re 
ceived by January 29th. 


WITH RANCOSTAT. More EXACT Replacements 
Write for Bulletin 655-A. 


RANCO, INC., Columbus, Ohio 


SEARCHLIGHT 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 
UNDISPLAYED RATE—Per word. DISPLAYED RATE—Per inch. 
Positions Vacant and all other classifica- 1 inch $8.00 per inch 


2 or 3 inches 

4 to 7 inches 
Rates for larger sp on 
advertising inch is measured 
on one column. There are 4 columns— 
48 inches to a page. 
Box Numbers—Care of Electrical Mer- 
chandising’s New York, Chicago or San 
Francisco offices count as 10 words ad- 
ditional in undisplayed ads. Replies for- 
warded without charge. 


tions (including Agents, Salesmen, Dis- 
tributors, Representatives advertising), 
15 cents a word, minimum charge $3.00 
an insertion. (See © on box numbers.) 
Positions Wanted (salaried employment 
only) 4, the above rates. (See { on box 
numbers.) 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions 
of undisplayed advertisements 


SALESMEN WANTED 


SALESMAN WANTED to call on Electric 


Radio and Refrigeration Salesmen 


and Hardware Jobbers in Ohio, Michigan 

19 hi and Indiana. For old established manufac- 
See our “ad page 139, this issue o turer of electrical wiring devices. Must 
Electrical Merchandising have car. Write giving full information as 


to qualifications Drawing account against 
commission. Rodale Mfg. Co., Inc., Emaua, 
Pennsylvania, 


REPRESENTATIVE AVAILABLE 


MANUFACTURER'S REPRESENTATIVES 
maintaining showrooms, staff of experi- 


MAJESTIC RADIO & TELEVISION CO. 


600 West Adams St., Chicago 


POSITION WANTED _ 


SEWING MACHINE 


MECHANIC operating enced salesmen, with excellent contacts 
own shop wishes private employment. Age covering Furniture, Department and Appli- 
twenty-five, singl Louls Linker, 2053 Mur- ance Stores in Connecticut, seek additional 
ray Avenue, Pitts burgh, Pennsylvania. lines American Distributors, Inc., 117-C 
—— — — Meadow St., New Haven, Conn. 
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Review and Forecast 


age customers. In 1936 it is estimated 
that lighting produced 340 kw.hrs. Too 
slow a growth over this period. The 
utilities and lighting interests set up 
as a goal a use of light that will con- 
sume an average of 1,000 kw.hrs. by 
1946. To reach this aim will call for 
public education along the lines laid 
down by the Better Light-Better Sight 
movement. This activity has already 
demonstrated its great social impor- 
tance and there is such a growing 
acceptance of its ideals on the part of 
the public that 1,000 kw.hrs. for light- 
ing is by no means an impossibility. 


HEATING 
APPLIANCES 


EATING appliances considered 
here are cookers and casseroles, 
heaters and radiators, heating 
pads, hot plates and grills, irons, 
percolators, roasters, toasters and 


waffle irons. 

This group of appliances shows for 
1936 an aggregate retail value of 
over $47,000,000. It is therefore 
somewhat incorrect to refer to them 
as minor appliances or small appli- 
ances. This imposing total entitles 
them to be respected as a major group. 
Certainly they are among the most 
valuable of missionaries, creating 
goodwill for electrical service in mil- 
lions of new homes every year. In 
this classification the replacement 
factor is very high. New innovations 
and important improvements have 
rendered, especially in the iron, toaster 
and percolator classifications, obso- 
lescence an important market factor. 
This is very evident in a comparison 
of automatic and non-automatic iron 
sales. For this year 1936 non-auto- 


CONTINUED FROM PAGE 2! 


matic irons show a continuation of th 
decline already apparent in 1934. Au 
tomatic iron sales show each year a: 
equally important increase. In 1934 
automatic irons represented 34.2 pe 
cent of the total, in 1935 46.7 jx 
cent of the total, and in 1936 59.9 pe: 
cent of the total. 

Roasters are becoming more and 
more popular, more than doubling 
their 1936 sales over 1935. Cookers 
as might be expected, show a cor- 
responding decrease in sales. The new 
roasters, with provisions for broiling, 
are marvels of compact and effective 
facility for cooking. They are among 
the valuable missionaries for electric 
ranges. A family which has used an 
electric cooker is a family ready for 
an electric range because they are 
convinced of the value of electric 
cooking. Prices are evidently on the 
up trend due to improved automatic 
features that are replacing obsolete 
non-automatic appliances. This is 
shown by the fact that although the 
total unit volume increased in 1936 
by only 5 per cent, the increase in 
tetail value was 19.5 per cent. 

Among the valuable promotional 
activities stimulating the sale of these 
products is the Electrical Housewares 
campaigns carried on by the Edison 
Electric Institute. Through contests 
and prizes offered, these campaigns 
have stimulated display and selling. 
Merchants who have entered these 
contests one year are usually willing 
to enter them regularly not so much 
because of prizes offered but because 
the merchant has shown himself that 
by tying into this window and store 
display of these devices he increases 
his sales by a heavy percentage. 

All indications point to substantial 
increase in business in these lines for 


1937. 


Southern Colorado 


the first 4 kw.-hr. per active room per 
month, drops then to 5.5 cents for a 
similar additional amount and then to 
3 cents for the remainder. Range and 
water heater customers follow this 
schedule, except that the drop is to 
3.5 cents for the third stage, for each 
of 20-kw.-hr. per active room per 
month, with the excess at 2 cents. The 
minimum bills are respectively $1 for 
the first group, $2.50 for the second 
and $3 for range users. 

The percentage saturation of major 
appliances in this district is given as 
follows : 


Per cent 
Appliance saturation 
Water heaters........... 4 
Refrigerators............ 22 
4 
40 
50 
70 
JANUARY, 


CONTINUED FROM PAGE 132 


Interest in air conditioning has been 
active and there are about twenty in- 
stallations in effect. 

Plans for the coming year include a 
quota of 300 water heaters, 400 ranges. 
600 refrigerators and about 1,000 
I. E. S. lamps, to be sold through 
power company channels, with a cor- 
responding increase to be expected in 
dealer selling as well. Says Mr. Mil- 
liken, “National and local conditions 
point to 1937 being a good year and 
one that will show continued better- 
ment in business. We expect to take 
advantage of this situation through 
consistent sales promotion plans, cam- 
paigns and systematic work on the 
part of our sales force.” 

The southern Colorado district is 
part of the territory served by the 
Rocky Mountain Electrical Associa- 
tion, of which George E. Lewis of 
Denver is managing director. 
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matter where you 


a G-E Home Laundry Distributor is within convenient trading distance 


One of the greatest advantages of handling General Electric Washers and 
Ironers is the economy and convenience of doing business with an alert, ag- 
gressive, cooperative distributor within easy reach. Below is a complete list of 
General Electric distributors. Call your nearest distributor today and let him 
tell you more of the advantages of selling General Electric Washers and Ironers. 


GENERAL ELECTRIC DISTRIBUTORS 


ALABAMA 
BIRMINGHAM — Montgomery 
Matthews Electric Supply Company 


ARKANSAS 
LITTLE ROCK 
O'Bannon Bros. 


CALIFORNIA 
FRESNO 
Valley Electrical Supply Co. 
LOS ANGELES — San Diego — Phoenix, Ariz. 
The George Belsey Co., Ltd. 
SAN FRANCISCO — Oakland — Sacramento 
General Electric Supply Corp. 


COLORADO 
DENVER 
B. K. Sweeney, Inc. 


CONNECTICUT 
HARTFORD 
Orkil Electric Co. 


DISTRICT OF COLUMBIA 
WASHINGTON 
National Electrical Supply Co. 


FLORIDA 
ST. PETERSBURG 
George Patterson Co. 


GEORGIA 
ATLANTA 
W. D. Alexander Co. 


ILLINOIS 
CHICAGO 
R. Cooper, Jr., Inc. 


INDIANA 
INDIANAPOLIS 
Electric Appliances, Inc. 


DUBUQUE — Burlington — Davenport — Waterloo 
Crescent Electric Supply Co. 


KENTUCKY 
LOUISVILLE — Evansville, Ind. 
General Electric Supply Corp. 


LOUISIANA 
NEW ORLEANS — Shreveport — Jackson, Miss. 
General Electric Supply Corp. 


MAINE 
BANGOR — PORTLAND — MANCHESTER, N. H. 
General Electric Supply Corp. 


MARYLAND 
BALTIMORE 
General Biectric Supply Corp. 


MASSACHUSETTS 
BOSTON 
W. L. Thompson, Inc. 
SPRINGFIELD 
Breckenridge, Inc. 


MICHIGAN 
DETROIT — Grand Rapids — Kalamazoo — Lansing 
General Electric Supply Corp. 


MINNESOTA 
ST. PAUL — Minneapolis — Duluth — La Crosse, Wis. 
General Electric Supply Corp. 


MISSOURI 
KANSAS CITY — Joplin — Wichita, Kans. 
General Electric Supply Corp. 
ST. LOUIS 
James & Co. 


MONTANA 
BUTTE — Billings 
General Electric Supply Corp. 


NEBRASKA 
OMAHA — Des Moines, la. — Sioux City, la. 
General Electric Supply Corp. 


NEW JERSEY 
ATLANTIC CITY 
Clark-Adams, Inc. 
NEWARK 
Philip H. Harrison & Co. 


NEW YORK 
BUFFALO 
Frank W. Wolf, Inc. 
NEW YORK 
Rex Cole, Inc. (Long Island City) 
SCHENECTADY 
A. Wayne Merriam 
SYRACUSE — Rochester — Binghamton 
Gould — Farmer Co. 
UTICA 
Langdon & Hughes 


NORTH CAROLINA 
CHARLOTTE 
L. W. Driscoll, Inc. 


NORTH DAKOTA 
FARGO 
Dakota Electric Supply Co. 


OHIO 

CANTON 
Furbay Sommer Co. 

CINCINNATI — Columbus 
Bord & Barger, Inc. 

CLEVELAND — Akron 
General Electric Supply Corp. 

TOLEDO — Fort Wayne, Ind. — South Bend, Ind. 
H. G. Bogart Co. 


OKLAHOMA 
OKLAHOMA CITY — Tulsa 
General Electric Supply Corp. 


OREGON 
PORTLAND 
General Electric Supply Corp. 


PENNSYLVANIA 

ALLENTOWN — Reading — Scranton 

General Electric Supply Corp. 
ERIE 

General Electric Supply Corp. 
LANCASTER — Harrisburg 

Raub Supply Co. 
PHILADELPHIA 

Judson C. Burns, Inc. 
PITTSBURGH 

Ochiltree Electric Co. 
WILLIAMSPORT 

Lowry Electric Co. 


RHODE ISLAND 
PROVIDENCE 
E. Pulver Cook, Inc. 


SOUTH CAROLINA 
COLUMBIA 
Perry-Browne, Inc. 


TENNESSEE 
NASHVILLE — Chattanooga — Knoxville — Memphis 
General Electric Supply Corp. 


TEXAS 
DALLAS — Abilene — Fort Worth — San Antonio 
General Electric Supply Corp. 
EL PASO 
E. O. Cone Co. 
HOUSTON 
Edmundson Refrigerating Corp. 


UTAH 
SALT LAKE CITY — Boise, Idaho 
General Electric Supply Corp. 


VIRGINIA 
RICHMOND — Roanoke 
R. S. Montgomery, Inc. 


WASHINGTON 
SEATTLE 
General Electric Supply Corp. 
SPOKANE 
General Electric Supply Corp. 


WEST VIRGINIA 
CHARLESTON 
Virginian Electric, Inc. 
WHEELING 
West Virginia Appliances, Inc. 


WISCONSIN 
MILWAUKEE 
E. H. Schaefer Corp. 


GENERAL ELECTRIC 


WASHERS AND IRONERS 


Appliance and Merchandise Dept., General Electric Co., Bridgeport, Connecticut 
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Believe it or not—both Howard 
Mateer (left) manager of Elec- 
trical Merchandising and Les 
Moffatt, editor, are both good 
cooks. Anything from steak 
over charcoal (Matt's specialty) 
to Poullet aux Choux (Moffatt’s 
ditto) may be expected when 
they get near cooking imple- 
ments—which may account for 
their interest In the range busi- 
ness. 


GATHERING STATISTICS 


OU know, there is more to this 

getting out an annual Statistical 
and Sales Planning Issue than meets 
the eye. If it wasn’t for the fact 
that the electrical industry has come 
to expect the job every year—and 
use it pretty much the whole year 
round—we'd feel like retiring from 
the field. 

Information such as is contained in 
this one issue doesn’t come out of an 
editor’s head. Not one editor, any- 
way. We had something like two 
hundred assistant editors on the job. 
Men of the industry giving of their 
own time and effort to help get the job 
complete as possible—and get it right. 

Take the air conditioning survey, 
for example. We started that last 
year by sending a questionnaire to 
power company men, in responsible 
commercial positions, all over the 
country. Close to sixty responded in 
1935 and provided us with invaluable 
information on air conditioning instal- 
lations on their lines during the year. 
No such figures had been collected be- 
fore and we can even claim that no 
other publication has brought together 
such a factual summary of the air 
conditioning business for a period. 
We did the job again this year and 
close to ninety utility men responded 
with facts and figures. Those men 
are all assistant editors on this issue. 

Take the figures on sales of elec- 
trical appliances. A vast number of 
telegrams, letters, and long distance 
phone calls go into collecting of them. 
All of it is done here at the McGraw- 
Hill offices but the secretaries of asso- 
ciations, the manufacturers, the larger 
distributors and all the rest of the 
the people that help us prepare esti- 
mates and collect data are, in no small 
way assistant editors on the job. 

And then, just as a final example, 
take the geographic market surveys 
that fill so many pages of this statistical 
issue. This is the most difficult mate- 
rial in the world to get. There are so 
many communities to cover and so few 
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communities where fact-finding, figure- 
collecting or market analysis agencies 
are set up. In many cases, it is the 
electrical association or club in the 
community that helps us gets the facts; 
where these do not exist, the power 
company is often a potent source of 
information, because they are closer to 


their domestic customers than any 
other agency. Then there are Cham- 
bers of Commerce and other civic 
In This Issue - January, 1937 organizations. But the _ electrical 
association secretaries and the power 
company men rank tops as assistant 
i 5 George Con- 
editors. Such men as Georg 
The Merchandising Month vs — over in Philadelphia, Bill Zervas in 
Milwaukee, Jack North in Cleveland, 
10-Year Sales and Saturation of Electrical Appliances Jack Bartlett in Washington and a 
2 host of others. Add to these the men in 
the Mountain States and Pacific Coast 
Present Saturation and Fiqures 4 who have whole heartedly cooperated 
9 with Miss Grunsky, our Western Edi- 
. +s tor. Many of them even write the stuff 
Electrical Merchandising Inaugurates a so well it hardly needs editing. That's 
New Statistical Service ................. © what we call help. 
Statistical Summary of Market and Sales Trends, 1936 And we may as well take this oppor- 
tunity of saying that those communi- 
Review and Forecast ties who are not listed in this issue 
Refri under important markets may just as 
fact is that no fact-finding agency on 
9 the market has been established and 
year. We are all for making this job 
20 as complete as possible. Who knows 
° ose. _@ to each market no matter what its size. 
Air Conditioning Survey for 1936 ..............:00 7 Well, the job is done for another 
A report from nearly 90 power companies on installations for the year. Three months of work went 
nine-month period of 1936 compared to the same period for ‘35. into it. But there is always another 
big job just around the corner. 
Important Markets And this year it is the May Issue— 
Washington, D. C 2 the Electrical Home in Print. 
Riverside and Imperial Valley, 66 
Minneapolis and the North Central States....................... 118 
Fresno and the San Joaquin Valley, Cal.......................... 122 
Conventions of 1937 
47 
Westinghouse at Mansfield and New York....................... 48 
For Salesmen—1937 Model By G. E. Stedman............. 50 
One day Bill Pierce of Hotpoint 
What the Public Wants By John H. Knapp................ 60 called us up about his picture 
(7?) we ran in a recent issue. 
Seems it wasn’t his at all. But 
* just let E. M. make a mistake. 
A Review of New Products eens ee ee ee ee 135 Bill says he got letters from all 
over the country saying how 
he’d changed. Anyway, we think 
this is his picture, snapped at 
the New York Electrical Exposi- 
tion. Right, Bill? 
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ing design of cross and end 


The modern motor car represents the crowning achieve- 
rH = . A , ment in all-steel construction — sturdy, durable, and 
: rf as beautiful as any masterpiece of Grecian sculpture. 


Oid “Chain Bridge,” which has with- 
stood the floods of the Potomac since 
the days of the Civil War, can still 
“ake it.‘ Photo taken March 19, 1936. 


QUnderwood & Underwood 


tration shows the inter- 


of a Lovell Structural 
Frame before assembly. 


frame members are inter- 
the over-lapping parts Day, 
electrically welded at six Steel meets every requirement of the electrical appliance industry — 
nt points at each end. ductility, strength, durability, light weight, eye appeal, utility. 


@ Manufacturing clothes wringers for more 
than a half-century has taught Lovell that 
pressed steel frames are best—especially when 
made in the manner that Lovell builds them. 


Using bright finish, heavy gauge steel made to 
accurate specifications, the essential members 
of the frame are designed to interlock, much 
like the girders of a bridge or modern sky- 
scraper. Next, these members are electrically 
welded at twelve diffe-ent points. 


WILL NOT CRACK OR BREAK 


This type of construction insures a sturdy, yet 
flexible unit that withstands tremendous strains 
without cracking or breaking. No rivets or bolts, 
that eventually might become loose, are used. 


The completed frame is then rustproofed inside 
and out, together with all other metal parts, 
by the Udylite Process of Cadmium Plating. This 
is the process used by the U. S. Government 
to protect those parts of seaplanes that come 
in contact with the highly corrosive salt water. 
And because a Lovell Wringer does not 
rust, it will never put rust spots on garments. 


Having made millions of wringer frames— of 
wood, cast iron, cast aluminum, stamped steel, 
and other metals— Lovell is in a position to 
judge which is best. And Lovell has proved 
to its own satisfaction that for strength, beauty, 
and utility, the structural steel frame is superior. 
THE LOVELL MANUFACTURING COMPANY 


ERIE, PENNSYLVANIA 
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SET: KY A FAST. ER PACE FOR 1937 .. + It’s full speed ahead as Frigidaire —already traveling faster than 


ever—greets the new year and the opportunities ahead with added power! ...With a new selling strategy! With an enlarged 
schedule of packed-with- punch advertising — more dramatic and sales-compelling than ever! With a new product that incorpor- 
ates many startling new features—including ome that adds so much to the services of refrigeration that it will instantly capture the 
imagination of the buying public and start dealers talking from coast to coast! @ Frigidaire Dealers in 1937 will have the most 
powerful program they have ever had. And be prepared fer another record-breaking year! @ Soon everyone will know the 
news. And Frigidaire men will be on their way to even greater success and profits! 


FRIGIDAIRE DIVISION iG 
General Motors Sales Corporation + Dayton, Ohio 
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